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Here it is! 
The famous DISH*A*+MATIC 
dishwasher in a beautiful 48-inch sink 
that has glamour to delight the most 
discriminating homemaker! 
NOW! Tue ONLY DISHWASHER 
THAT SuUPER-HEATS ITs OWN WATER 
is available in this popular “package” 














For the new home, for apartments, for 
kitchen remodeling—there is nothing 
that can touch the DISH*A* MATIC 
Sink, because it alone can offer hygien- 
ically clean, automatic dishwashing. 
Get the details on this terrific new 
product from your Apex distributor. 
Here is a tremendous opportunity 
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Proved in thousands of 
homes—DISH*A*MATIC 
gets dishes sparkling, 
hygienically clean— 
cleaner than any other 
dishwasher. Heats and 
keeps water at 175° in its 
own built-in tank. White 
vinyl-coated racks pre- 
vent dish breakage, elim- 
inate dish rattle. The 
perfect product for live 
demonstration selling! 
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[The Dishwasher that’s Easiest to Sell! | 
DISH*A* MATIC 


DROP-IN DISHWASHER 


Specially designed for simple, 

ical installation in wood or 
continuous work surfaces and 
built cabinet tops. Control panel 
be mounted on wall surface, 
panel or front of cabinet. Identical 
dishwashing unit in sink or 
standing model. 
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Susy weeks of freezing and canning 
are ahead for the American house- 
wife interested in storing away for 
the lean months the abundance of 
luscious fruits and vegetables now 
available in great variety from home 
gardens and from nearby farm- 
lands... 
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There’s one thing you can’t put a price tag on; that’s a manufac- 
turer’s integrity. 

When you travel under the Westinghouse banner you’re selling 
more than just a full line of good-looking, faithful-performing 
\) household appliances. You’re selling 60 years of stubborn 
\\ adherence to quality craftsmanship. You’re selling electri- 
\) cal engineering that has never learned how to trim, skimp 
or short-cut. You’re selling unquestioned acceptance 
NN by millions of Americans who prefer to buy products 

they know from retailers they can trust. 
When a prospect is carefully weighing the merits 
of Westinghouse against other appliances you 
can compress all this into 7 powerful words, 
words that tip the scale on many a sale: 
\\ You can be SURE... if it’s Westinghouse. 


x WESTINGHOUSE ELECTRIC CORPORATION 
\\ Appliance Division °¢ Mansfield, Ohio 
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low you can DEMONSTRATE 
“hidden advantages of 


SMITHway Water Heaters 


A. O. Smith not only builds the automatic water heaters you can 
demonstrate—A. O. Smith provides usable demonstration foo/s you 
can use anywhere. In your store, in the home, at home shows, at fairs. 


The dramatic Mallet Test... the convincing Thermal Shock Test— 
these are positive proof that the glass-surfaced tank of a Permaglas 
Water Heater will not crack or chip under use conditions. They are 
simple, easy demonstrations anyone can make. 

















order now. 


Here are demonstration tools you can use to make more sales 


1 MINIATURE TANK DEMONSTRATOR (pictured 
above). This 3-piece model shows your pros- 
pects how only the exclusive SMITHway con- 
struction permits thorough tank inspection before 
assembly and final welding assures 100% flawless 
lining. Order Item H-496. 


2 "PERMAGLAS” POCKET SAMPLE. An actual piece 
from a Permaglas Water Heater tank .. . lets your 
prospect see and feel both the steel and the glass 
surface. Order Item H-493. 


3 "PERMAGLAS" PAPERWEIGHTS. Ideal to build your 
sales story around. Give them to architects, build- 
ers, bankers, contractors. They'll be hard-working 
“silent salesmen’’! Order Item H-450. 





4 “PERMAGLAS” SELF-SELLING PRESENTATION. The 
simplest, easiest way to give prospects a complete 
presentation. More than 30 colorful pages (8% x 
11”) with easel. Perfect for sales training, too. 
Order Item H-515. 


5 HEAD AND MALLET SET. Lets your prospect prove 
to himself that the diamond-tough glass surface 
will not crack or chip. With only a teakettle of 
boiling water, a dishpan, and a pitcher of ice 
water, you can demonstrate the Thermal Shock 
Test. Order Item H-451. 


6 CUTAWAY SPUD OPENING. Reveals ingenious 
design of special neoprene and stainless steel 
spud openings that eliminate all chance of rust 
Order Item H-538. 





AUTOMATIC WATER HEATERS 











A. O. SMITH CORP. 


Water Heater Division 


Name 





A. O. SMITH 
Corporation 





Dept. | EM-949 


Kankakee, Illinois 


Tell us how we can boost 
our water heater sales 
and profits with the com- 
plete SMITHway line. No 
obligation. 
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Other handy selling tools also demonstrate the “hidden’ 
tages ... the engineered and built-in features that make it easier for 
you to sell SMITHway Water Heaters. They make selling easier 
because your prospects can see and fully understand the “hidden’ 
advantages of SMITHway Water Heaters. 


advan- 


These point-of-sale demonstration tools for SMITHway Water 
Heaters are described below. If you’re not using all of them, 


Alert Dealers 
Display This Emblem 

















Sizes for all needs, including both upright- 
round and table-top electric models 
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THE NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


THE EAST 


By Robert W. Armstrong 





HE doggone 

dog days that 
plagued the east- 
ern states in July 
put plenty of 
starch in fan and § 
air conditioning © 
sales even if they © 
did take it out of | 
shirts and buying? 
enthusiasm. To a 
man, readers who 
handle air conditioners were jubilant 
in claiming July “better than ever 
before.” The only sad note was 
struck by one New York area dealer 
who reported that many prospects 
seemed to think they should be able 
to buy window air conditioners for 
around $150. Maybe they should. 
And if volume ever permits manu- 
facturing economies, they will. 

Nearly all dealers seem to be 
looking forward to fall selling with 
high hopes, for which they offered 
several reasons: (1) a big New York 
dealer: “Dealers are waking up to 
a need to sell; distributors and 
wholesalers are getting over the 
panicky feelings and actions that up- 
set their merchandising during June 
and July. They’re beginning to re- 
alize that the slump was only sea- 
sonal.” (2) a Philadelphia distri- 
butor: “Dealers are not in a down- 
trodden frame of mind.” (3) a New 
Jersey wholesaler: “Everybody has 
been so busy unloading inventory 
that in many cases dealers are now 
actually short of merchandise. Of 
course, many dealers have unbal- 
anced inventories and this means 
some transshipping.” 

Ups and Downs. Spottiness in the 
merchandising picture shows up in 
July sales. One New York outfit 
for example, reported sales down 15 
percent from June. A Philadelphia 
firm reported sales a little better, 
attributable primarily to television, 
air conditioning and washers, in 
that order. But another Philadel- 
phia business says July was the first 
summer month to decline. A Wash- 
ington distributor thought things 
were about the same. In White 
Plains, N. Y., a retailer found July 
volume 10 percent better than June, 
largely because of an upturn in re- 
frigerators. He thinks final August 
figures will be even better. Indus- 
trial layoffs trouble one dealer in the 
Buffalo area who is holding de- 
posits on 12 major items until pros- 
pects find out if they are going to 
keep their jobs. Two dealers in this 
area reported refrigerator sales good 
in July, ranges fair, washers slow. 
Two of Connecticut's largest cities 
have from 5,000 to 20,000 unem- 
ployed, which has had no salutary 
effect on buying, but nevertheless, 
cooling appliances and refrigerators 
sold well during the humid month 
of July. Up Boston way the rec- 
ord-breaking hot weather cleaned 
out fan stocks. By the end of the 
month some dealers were reporting 
improvements in refrigerator, range 
and washer sales. Hopeful sign in 
this area is the recalling of workers 





ARMSTRONG 


by some of the textile mills. 

TV Discounts. Exhibits at the re- 
cent convention of the National 
Assn. of Music Merchants in New 
York revealed that there is still a 
wide range in television prices and 
dealer discounts. Many of the 
smaller manufacturers tag their 
merchandise in the upper brackets 
but offer retailers discounts as high 
as 40 percent. Larger makers, try- 
ing to push consumer prices down, 
still give dealers a maximum of 30 
percent. For example, dealer dis- 
counts for Starett Television Corp. 
go as high as 40 percent on four 
models, as low as 30 percent on only 
two models. Nielsen Television 
Corp., a small Connecticut maker, 
offers a 35 percent discount on all 
models, plus a promotion allowance 
ranging from $9.59 to $19.75. Strom- 
berg-Carlson sets, on the other hand, 
give dealers discounts ranging from 
a low of 27.91 percent to a high of 
32.36 percent, for an average dis- 
count (on eight models only) of 
29.56 percent. 

Few dealers queried since the 
show see any general trend on the 
part of major manufacturers to in- 
crease discounts, either on television 
or on white goods. One distributor, 
however, cited increases on video 
discounts by Crosley, Emerson, 
Raytheon, Stewart-Warner as indi- 
cations of a trend. One or two other 
informants could point to isolated 
instances of increases, particularly 
on slow-movers like freezers. A 
New Jersey distributor said that 
RCA discounts are about the same 
on the new line as heretofore, but 
that his outfit is now giving dealers 
a bonus on sales of installation and 
service warranties, ranging upwards 
from $2.50 on a 10-in. table model 
and has eliminated the practice of 
pre-billing service contracts. 

When Will Prices Stabilize? 
More hope is seen for a settling 
down of list prices than for climbing 
discounts. Several video merchants 
pointed to manufacturers’ guaran- 
tees of list prices for varying periods 
as an indication. Example: Admiral 
Corp., which guaranteed prices to 
December 1. Said a Philadelphia 
distributor: “By this fall prices will 
have dropped to a point where peo- 
ple will be able to buy sets at list 
prices which are about equal to the 
prices they were formerly paying 
with discounts of from 10 to 20 per- 
cent. Our dealers seem to feel that 
the bottom has been reached.” How- 
ever, another Philadelphia whole- 
saler violently disagreed: “Prices 
haven't stabilized yet by a darn 
sight. I don’t think manufacturers 
are yet set on their fall prices.” 

Merchants who see some stabiliz- 
ation in sight seem to feel that table 
model prices will hold through the 
fall selling season at about the fol- 
lowing levels: 10”—$200; 124”—$240 
to $250; 16”—$350. 

The 20 Percenters. Most un- 
happy of the whole appliance re- 
tailing clan are those dealers who 
have stuck grimly to their list-price 
guns through all the long battle of 
price cutting. Unhappiest of the lot, 
perhaps, is the Washington, D. C., 
dealer who, after 29 years in busi- 
ness, sold out, lock, stock and barrel 
late in July. “Price cutting,” he 
said, “got to be more of a headache 
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than I could stand. You can buy at 
any price you want today. Why 
should I beat my brains out trying 
to make sales at list prices?” For- 
tunately, he has built up a good 
appliance servicing business employ- 
ing 23 men which will continue to 
give him an income. 

More Selling. Some dealers took 
advantage of July’s hot dog days to 
get out and sell. Two Long Island, 
N. Y., merchants reported that they 
moved out their overstocks of pedes- 
tal-type fans by the simple expedi- 
ent of canvassing perspiring shop 
keepers in their own neighborhoods. 
The coin meter selling plan which 
has been sweeping the Midwest 
and helping to move millions of 
dollars worth of refrigerators made 
an appearance in the New York 
area with an advertisement by Vim 
offering a meter-equipped television 
set without any down payment. And 
Macy’s made it easy for theater 
lovers to see South Pacific. With 
each purchase of a Westinghouse 
teleset (“We've just 50”) the cus- 
tomer got two tickets to the show. 


THE MIDWEST 


By Tom F. Blackburn 





GROUND 

swell of the 
sort that politic- 
ians_ talk about 
developed this 
spring in the re- 
irigeration indus- 
try. Last January 
there was no 
doubt of a big 
carryover inven- BLACKBURN 
tory, and with the 1949 crop coming 
on, it looked like havoc in a chicken 
yard. 

But the pleasant surprise was that 
all the old stuff was mopped up by 
an eager public, and the new stocks 
are clean right down to the board. 
A Chicago distributor confesses that 
he went off half cocked on a no- 
money-down meter plan, and should 
have waited until fall. So quickly 
were refrigerators picked up in in- 
dustrial areas that it had to be dis- 
continued. Not so good in farm- 
ing communities, where farmers 
still pay cash. Incidentally, about 
12 percent of prospective meter cus- 
tomers have to be turned down for 
credit reasons. 

Off brands are in abundance in 
Chicago, and tactics seem to be to 
work them off before bringing out 
what's in the back room. 

As to television, interest in the 
Midwest seems to be around rigs 
that permit multiple operation of 
several sets at the same time. Deal- 
ers who attended a big opening on 
Chicago’s west side seemed most 
interested in how 44 TV units were 
kept going at one time. There was 
talk of “repeaters” at the July mar- 
ket, and a Berwyn, IIl., dealer has 
an aerial that looks like a Christmas 
tree for his set-up. 

What Holds Them Up? A small 
dealer who is selling TV in the heart 
of the cut rate belt explains how he 
makes money. Giving 20 off list is 
standard practice, he says. The real 





argument comes in getting 20 per- 
cent down instead of 10, which are 
the big chiselers’ terms. He doesn't 
figure he makes any dough from 
television sales, but 80 percent of 
his service is gravy, and so he sells 
TV in order to get service. It’s the 
same thing as a drug store making a 
loss leader on soap in order to get 
customers. Owners are excited over 
their television and this stirs up a 
lot of chitchat that gets him on a 
chummy basis with them. Sales of 
other stuff follows. This man and 
his son operate a business that does 
about $50,000 a year. 

A genuine occasion will bring in 
people, a Kansas City firm reports. 
A new store and a 16th birthday 
there brought in 2,000 people who 
were given red roses, a chance to 
sit down and see television, and 
listen to KMBC’s Rhythm Riders 
in person. Also sample free cookies, 
baked electrically, of -course. 

In the give and take of off-the- 
cuff conversation, three opinions 
popped out at the National Appli- 
ance and Radio Dealers Association 
meeting held in Chicago. 

Philadelphia dealer—*How do you 
tell when a TV set is a good buy? 
Add up its cost by parts, plus pic- 
ture tube, plus $20 for labor, and 
you can tell whether you are near 
bottom.” 

Radio-TV sales manager—“We 
have one TV set which is in short 
supply, and still you can buy it at a 
cut price.” 

Dealer on TV service—“You can 
beat factory service on TV every 
time. They put calls on a hook. 
Your customer wants quick action.” 

A postmortem on the summer 
Chicago market reveals that it was 
a typical 1939 or 1940 market, and 
most of the visiting boys couldn't 
remember normal times. Tip to 
how important the big fellows con- 
sidered it was the fact that all of 
them were there, even if they were 
ducking in and asking, “Have you 
any close-outs?” To this a factory 
man said they did have specials but 
weren't kicking any washers in the 
shins in order to damage them and 
make close-outs of them. Another 
sign of the time was that no washers 
painted brindle brown—which look 
good in ads but terrible on the floor 
—were available for set-ups. Mis- 
sing also were washers with tick- 
tacks in the wringers to make hor- 
rendous noises when demonstrated. 

Crowd Catchers. Westinghouse 
did a clever thing which any dealer 
can copy if the weather is hot and 
he wants to get people in. It con- 
sists of free thimbles of lemonade 
made with three oranges, three lem- 
ons, one lime and a bottle or more 
of ginger ale. 

Demonstrations are coming back. 
Poker chips are now standard with 
agitator washers. One outfit revived 
the old mystery faucet trick which 
seems to project a stream of water 
endlessly from a suspended faucet. 
A cake of soap—labeled as a free 
washer—caught the eye. A space 
heater firm handed out envelopes 
containing missing parts of a cross- 
word puzzle. It is a good way to 
get people into a store. 

A manufacturer was puzzled at 
the spectacular attention being given 

(Continued on page 8) 
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And what terrific gift-appeal it has! Toasts delicious A marvelous way to get real breakfast-time comfort ; 3 3 
sandwiches . . . makes wonderful waffles (when you insert fix tasty lunches and evening snacks! 
interchangeable aluminum waffle grids) . . . even fries eggs Finished in sparkling, long-lasting chrome plate, and 


' enti » table! ; ; ;, ae 
and bacon—all at the table: equipped with cool, brown-plastic handles, it will adorn a 


No fussing at the range—no tripping back and forth from table—any table . . . easy to clean, too! 
the kitchen—with the new General Electric Combination What a gift! What an easy-seller! Appliance & Merchan- 
Sandwich Grill and Waffle Iron. dise Dept., General Electric Co., Bridgeport 2, Conn. 
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Electric Blanket Sales 


== Ly ercne dist g 
rom ’ il VM ’ h 2 
I gm Elec i J a : r 


Nosthern 


ELECTRIC 
BLANKETS 


... your best bet 








, eee 


, 
« SELL 







for Winter business! 


No. 702-D 


Northern Dual control 
double bed size deluxe 
quality blanket. Permits 
individual temperature 
control for each sleeper. 
Long wearing—washable. 


More Than GO Years of Experience 
Wake These Setter Slankets Possible 


e Northern made its FIRST electric blanket in 1912! Ever since, 





Northern sales and dealers’ profits have soared! Your profits climb | 
| 
when you sell Northern because: (1) you benefit from a constantly 


expanding market; (2) you cash in on North- Cae —— | ws 
“desteg 4 om el 


ern's reputation for being FIRST in quality, 
FIRST in mechanical consttuction and FIRST 
in eye appeal. 


= 


Only Northern offers a luxuriously styled, 
75% wool blanket with the prized Northern- 
built 


made plastic coated wire, and a zipper-fas- 


precision control, special Northern- 
tened plastic storage bag. Single or- twin 
control models in a full range of lovely pastel 
Write, for full 


NORTHERN HEATING PADS ARE STEADY. 
PROFITABLE SELLERS, TOO! 


Customers buy heating pads all year around. They'll buy more 
when you feature Northern in colorful, self-selling packages 


colors. today, information. 








displayed on the famous Northern stand. 6 different kinds type . 
for every purpose, a prue for every prospect 
t +f 
Write today for complete details pen i/ 
JOBBERS: fy 
on prices and open territories 


Northern Electric Company 


More than 40 Years of Experience Manufacturing Electric Heating Pads and Blankets 
5224 North Kedzie Avenue, Chicago 25, Illinois 


Northern Electric Company, Dept. A, 
11-114 Merchandise Mart, 
Chicago, Ill 


DEALERS! 
MAIL THIS 


Gentlemen 
Please send me full information on Northern 


Blankets Heating Pads 


COUPON 
TODAY! 


Your Name — 


Street Address — 
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to television, which many dealers 
say is not profitable to them. He 
was surprised that so many should 
go off at a gallop over this new item 
and neglect their bread and butter, 
which is washers. “It must be like 
a dog fight,” he said. “Everybody 
rushes out to see the excitement and 
forgets the business angle.” 

Outside Privileges. An operator 
in West Virginia expresses mystifi- 
cation that some of his newly hired 
outside men knock off work in the 
week when they have $30, $40 or $50 
coming. They set their own bogey 
and when they earn it, their time is 
their own. 

The advantage of being one’s own 
boss when working outside should 
be stressed to the trade, says one 
Chicago president. A specialty man 
can operate in any part of the coun- 
try, go south in winter, see the ball 
games, duck into movies on rainy 
days. This business of trying to 
pin specialty men down to minimum 
wages and put them on the payroll 
is ridiculous, he declares. A specialty 
salesman is an independent business 
man without capital, and his priv- 
ileges are part of his pay. 


THE SOUTH 


By Amasa B. Windham 





USINESS 

down South 
during July was 
as spotty as a kid 
with measles. A 
big dealer in 
Charleston told 
this reporter that 
if he could pull up 
his sales in refrig- 
erators and ranges, 
he’d be right up 
with 1948; the news was good from 
three Tennessee cities—Chattanooga, 
Nashville and Knoxville—but a fourth, 
Memphis, was rubbing its eyes and 
saying, “Wha’ hoppen?” Birmingham 
and Houston reported business off nine 
to 15 percent from last year; but con- 
sidered such drop a normal develop- 
ment. Jacksonville figured business 
down 10 percent and Atlantans set 
the figure at 20 percent. 

One fact stood out. Dealers simply 
aren’t doing the selling job they should 
be doing. A random survey taken 
among a cross section of Alabama 
Power Co. customers in three Ala- 
bama counties—faily typical of the 
entire South—is indicative of the 
failure of dealers to go after business. 
Although the small towns and farms 
in these rural areas are fully electri- 
fied, 84 percent of the customers do 
not have electric ranges, 71 percent do 
not have electric water systems, 86 
percent could use electric water heat- 
ers and 35 percent do not have electric 
refrigerators. The lack of washing 
machines, ironers and home freez- 
ers was unusual, also. No attempt was 
made by the survey to determine the 
ability of the customer to buy, but 
even when the results are cut in half, 
the glaring failure of dealers and their 
salesmen to go out after the market 
is apparent. 

Price Cuts Creep In. For the first 
time in years, price cutting became 
apparent in many of the southeast- 


WINDHAM 





SEPTEMBER, 








ern cities. Richmond had a taste 
of it, as did Birmingham and At- 
lanta. The practice seemed con- 
fined to refrigerators alone, how- 
ever. An Atlanta dealer explained 
that many of his colleagues had 
made a practice of going to rail- 
road warehouses, bidding on a sup- 
posedly damaged carload of refriger- 
ators and, after obtaining the 
merchandise at a very low figure, 
unloading it at cut prices. 

A loud and long gripe could still 
be heard from the retailers about 
the practice of distributors selling 
appliances to building contractors 
at heavy discounts. This widespread 
practice, of course, puts the distribu- 
tor in competition with his own 
dealers. But the distributors de- 
clare they are forced to this step by 
a manufacturer-utility combination 
which demands that they follow the 
procedure. When the manufacturer- 
utility combination is questioned 
about it, they point to the fact that 
if they don’t allow the practice, the 
gas utilities will be delighted to do 
so at the expense of electric load 
building. This is a vicious circle but 
there must be an answer somewhere. 

Promotion Weather. Promotions 
continued on their merry way. 
“Electrical Living Weeks” were 
staged in several cities and even the 
small towns got on the bandwagon 
with “Electric Fairs” and “Live 
Electrically” celebrations. New Or- 
leans Public Service, Inc., the Nash- 
ville Electric Power Board, the Bir- 
mingham Electric Co., and other 
utilities continued campaigns started 
earlier in the summer on everything 
from home freezers to water heaters. 

Television was doing all right. 
Charlotte became the 10th large 
southern city in the TV field when 
video broadcasts went on the air 
there during mid-July. Set sales 
soared in Birmingham, Miami, At- 
lanta and the Fort Worth-Dallas 
area, but lagged a bit in Houston, 
Richmond and Louisville. New Or- 
leans, until now one of the leaders, 
reported a heavy drop in set sales, as 
did Memphis. Best estimate of the 
number of sets in use in the 10 cities 
as of August 1, is about 70,000. Most 
dealers believe the football season 
will bring a big boost in sales. 


THE FAR WEST 


By Clotilde G 


Taylor 





EPORTS for 

June and July 
from the western 
area indicate that 
sales for the most 
part are respond- 
ing to the natural 
seasonal upswing 
and to dealer pro- 
motions. July 
has been a quiet 
month in the San _ Francisco 
area, due in part to the 
furniture store strike and the CIO 
warehouse tie-up, which has frozen 
the stock of several distributors, plus 
reaction from the complete stand- 
still of activities in Hawaii. It is 
nevertheless still possible to find 

(Continued on page 13) 
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DUST BAG 10 EMPTY! 
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DOTTED LINE indicates how ordinary cleaners 
lose suction during cleaning. 


SOLID LINE shows how Lewyt continually and 
automatically energizes cleaning power. 


| 





AY HISTORY-MAKING 


LEWYT FEATURES! 
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@ NO DUST BAG TO EMPTY 
@ IT’S QUIET—NO ROAR 
@ NEW No. 80 CARPET NOZZLE 


new LIEW) YT macic 


“ENERGIZER’! 


Most Revolutionary Vacuum 


Cleaner Advancement yet! 
Only LEWYT has it! 


Every woman knows that the longer she cleans with an 
ordinary vacuum cleaner, the less power she gets. Dirt 
chokes off suction. Only the new 1950 Lewyt, with its amaz- 
ing new Magic “Energizer,” automatically gives full 
Cyclonic Cleaning Power from start to finish... auto- 
matically vibro-cleans the filter... automatically lessens 
the need for emptying! It’s the cleaner that cleans itself! 
Here’s a sensational new reason why it’s easier to ‘do it 
with Lewyt!’ Ask your Lewyt distributor to show you 
how the sensational new Magic “Energizer” works! 


LOCK-SEAL 
WANDs! 


Easiest to put together! 
Can't come apart in use! 
Suction-tight! 


A flick of your finger locks these new Lewyt wands 
securely together! Another finger-flick unlocks them! 
It’s that quick! That simple! They just can’t come apart 
in use. Can’t leak at the joints and dissipate suction 
power! The seal is positive, suction-tight! Here’s the kind 
of sales-wise engineering that boosts sales, builds satisfied 
customers! Still another reason why it’s easier to ‘do it 
with Lewyt!’ 





F lick — THEY’RE SEALED! 


F lick — THEY’RE UNLOCKED! 


@ POWERFUL CYCLONIC SUCTION 
@ SPACE-SAVING STORAGE 
@ 33-FOOT CLEANING RANGE 
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Shen LEWYT 4-war 
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Qgainst unhealthy leaking dust! 


WNo dust can leak back into the air—it’s 


dust Separator. Next with a new tabless, 

emically-treated paper filter — the most 
icient filter known to man. Then, with a 
stime cloth filter. And finally with a 
ficro-dust filter. Unsanitary dust can’t seep 
tough all 4 Lewyt safeguards. Dust can’t 
Y out to infest the air, aggravate allergies, 


pitals are discovering this extra health 


3 “protection only Lewyt offers! 





Vvieo-pax! 


No Television Interference! 
No Radio Interference! 


The new 1950 Lewyt is equipped with a new built-in 
“Video-pak”—a special interference eliminator that pre- 
vents distortion of television and radio reception! 
Here’s a tip. Take a Lewyt with you on your next televi- 
sion installation. You have a perfect set-up for a Lewyt 
home demonstration. You build good-will by tidying-up 
after you. You get the chance to make 2 sales instead of 
just l—and without making an extra call! ‘ 





Lewyf... re vacuum CLEANER 
THAT DOESN’T INTERFERE WITH TELEVISION! 


@ LIGHT, EASY TO USE @ OUTPERFORMS TANK-TYPE 


@ NEW TABLESS PAPER FILTERS ABOVE THE FLOOR a n P| L 00 K tf 
@ OUTCLEANS BAG-TYPE ON RUGS @ NO EXTRAS TO BUY s 
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Only LEWYIT makes 


Cleaner Irade-ins Profitable 


Exclusive Automatic Cedarizer 
blows moth-chasing cedar scent into chest! 


Lining also impregnated! 


to LEWYT 39% 





alers only >: 





your trade-in problems! Swap this exclusive 
ew $24.95 Cedarized Chest for customer's old 

~ cleaner! Eliminate “‘quibbling”’. . . reduce “shopping 
| =  arsend”. . get new “bargain appeal” for closing 
a sales! You win every time! Especially since you 












COMPLETE “CEDARIZED CHEST” PROMOTION KIT! 


eeeeeeeeee 


Vv 3 newspaper mats! Vv Movie shorts! 
V Television films! Vv Handbills! 
V Radio spots! V Letters for prospect lists! 


: YOU GET ALL THIS...PLUS ¥ Cw ean ¥ Point-of-sale displays! 
LEWYT’S RECORD-BREAKING Cash-in on every woman's crav- 


ing for handy, moth-free storage 


He FALL PROMOTION PROGRAM! = sre’ 










Big! Roomy! Practical! Feature Lewyt’s new CEDARIZED CHEST 
for storing woolens, linens, toys, records, magazines ...as a 
Mem full-page NEW newspaper ads! television bench, footstool, extra party seat, hope chest, or 


ads in NEW television films! handy place to store her new Lewyt! Luxuriously styled in 
NEW radio scripts! stainproof TOLex. Choice of antique ivory, leather brown, or 


rich maroon, 
Y EVENING POST NEW direct mail campaigns! 


3 = HOMES AND GARDENS NEW literature! DO IT one Ww 
—™ NEW ! 
OO HOUSEKEEPING New mart ce You can . 


—..— with LEWYT! 


Fe p< NEW merchandising ideas! Contact your Lewyt Distributor TODAY! 


ies 


MAKERS OF FINE PRECISION EQUIPMENT SINCE 1888 


LEWYT CORPORATION, Vacuum Cleaner Division 


76 BROADWAY, BROOKLYN 11, NEW YORK 
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a dealer who can say “Just like 1941, 
only twice as good. I have double 
the number of prospects, work twice 
as hard, make twice as many sales.” 

Analysis of the first third of the 
year by the Southern California 
Edison Co. shows that an average 
dealer in 1949 has sold on the basis 
of 580.6 unit sales of appliances per 
year, as against the 770.2 average 
per retail store reported in that 
area for 1948. Sales of air condi- 
tioners, small air heaters, clothes 
dryers and television were higher 
this year than last—all other appli- 
ances had dropped from 10 to 65 
percent. Television, in spite of com- 
plaints against price cutting and 
other troubles, reported a 90.56 per- 
cent increase. Washers had dropped 
farthest down the scale. Average 
drop for all appliances was 25.2 
percent. At the rate set by these 
four months, estimate for total 1949 
sales per average dealer was $70,- 
258.20, a figure which with a little 
sales pressure by the individual store 
might well be brought up to $100,- 
000. Of course, the averages in- 
clude reports from a few very large 
outlets, which may somewhat dis- 
tort the picture for the small store. 
The moral drawn from the figures, 
to the effect that additional selling 
effort is needed, is substantiated by 
subsequent records of increased 
sales reported by a few stores 
queried who have been going out 
actively after business. 

Ironers Up. San Diego sales for 
June were well above those of 1941, 
but off about 12 percent in unit 
sales from June of 1949. An ex- 
ception was to be found in the in- 
creased sale of ironers—a definite 
tribute to the continuing selling 
value of the May ironer promotion. 
It is the larger type of ironers which 
show the increase, indicating that 
the store demonstrations can also be 
credited with encouraging quality 
buying. Television sales rose to 
1,000 for the month. There is some 
apprehension expressed that some of 
the current sales in this area are 
being made on the basis of good 
summer reception of programs from 
Los Angeles rather than on the local 
station, with possible dissatisfaction 
resulting when winter conditions 
cut off distance reception. 

Coop Promotions. A bright spot 
in the western picture is revealed in 
the reports from Spokane, where 
cooperative dealer promotions have 
brought a prompt response in in- 
creased sales. Whereas the May 
picture was way down, June showed 
an almost spectacular betterment, 
averaging a 17 percent increase in 
total unit sales. Refrigeration sales 
were 28 percent above those of the 
similar period last year, water heater 
sales were 11 percent higher, wash- 
ing machines were up six percent. 
Home freezer volume bettered 1948 
sales by 82 percent; ironer sales 
were 33 percent better. 

Predictions Rosy. In spite of 
occasional dark reports, the funda- 
mental soundness of the overall 
picture on the Pacific Coast is 
attested to by several studies. In 
its “Outlook for 1949” the Pacific 
Gas & Electric Co. presents an opti- 
mistic picture based on a study of 
population in its area (up 55.1 per- 
cent), increased electric customers 
(55,000 of them—many in rural 
areas, always high users of elec- 
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tricity), high bank deposits, above 
average individual incomes, agri- 
cultural crops equal to the bumper 
record of 1948, 50,000 new dwelling 
units to be constructed during the 
year, plenty of available power and 
increasing acceptance of electric 
cooking and electric househeating. 
Their prediction is that sales of 
electric appliances during 1949 will 
be about five percent below the 1948 
peak. In their opinion, decrease in 
sales is not due to any saturated 
market or. lack of demand, but to 
customer resistance to present sell- 
ing prices, and the widely held idea 
that incomes can continue to go up, 
while prices are bound to come 
down. Ranges and water heaters 
are expected to exceed sales in 1948 
by six percent and 1.2 percent re- 
spectively. Home freezers, ironers, 
refrigerators and washing machines 
they predict will fall below 1948 
figures by from three to nine per- 
cent. Television sales in this area 
were predicted as 17,500 for the 
vear. Although the slowness of 
spring selling may have modified 
this estimate, the bulk of sales was 
expected late in the year. 

TV Rise Coming. Incidentally, a 
report as of mid-July credits the San 
Francisco area with 8,124 television 
sets now in use, 483 of them sold 
during June. Of the 240 San 
Francisco dealers, 112 report sales 
of one or more sets, while 124 made 
no sale. Dealers and wholesalers 
are now looking forward to the 
scheduled advent of a third station 
in early September, when an all-out 
drive is planned to sell the public 
on the attractiveness of the avail- 
able programs. If the hoped-for 
tie-up with college football goes 
through, sales may pick up. 

Little publicity has been given to 
the magnitude of the recent dis- 
covery of oil and natural gas in 
Alberta, Canada. Reserves are said 
to be 10 times those of all other 
known reserves elsewhere in the 
world. This is likely to be felt by 
the electrical industry in the Pacific 
Northwest because of a contem- 
plated pipeline which will bring 
natural gas to this entire area at 
very low prices to compete with 
electricity for cooking and water 
heating. On the other hand, the 
improvement in dollar balance for 
Canada as a result of this sale may 
permit again the wider import of 
U. S.-produced electrical appliances. 

Hawaii Desperate. Alaska, with 
a present population of 100,000 and 
capable of supporting 10,000,000, is 
said to be now out of the speculative 
class and _ progressing rapidly. 
Hawaii, after the three-month long- 
shoremen’s strike which has com- 
pletely tied up the Island economy, 
is on the verge of desperation. Not 
only are there no appliances reach- 
ing the Islands, but the complete 
cessation of income because of the 
many industries which have had to 
shut down has thrown many of the 
population into debt and stopped all 
but necessity buying. 

The Los Angeles Department of 
Water & Power recently has dis- 
continued wiring allowances for 
electric ranges, but continues the 
allowance for water heaters. They 
say relaxation of the wiring code 
has reduced costs, while public ac- 
ceptance of electric ranges lessens 
the need for special promotion. 
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HORTON 
COMPLETE 


Automatic Washer 
Double tumble washing action 


HORTON 


Automatic Dryer 
Twenty pounds capacity 


HOM TON 


Console lroner 
with the Breathing Roll 


HOn TON 


491 Washer* 
with automatic timer 


HORTON 


492 Washer* 
with oversize tub 


HOH TON 


417 Washer* 
lowest priced double-wall 
tub washer 


HORTON 
494 Washer* 
at a traffic building price 


HOR TGUN 


547 lroner 
with knee control lever 


HORT GN 


640A Ironer 
—lowest-cost ironing luxury 


HOH TEN 


Kleenette 
dic wel | MalelaielsM sceriil-te3 


HORTON 


848 lroner Table 
—the right height for comfort 


HORTON 


Texteel lroner Chair 
maT eli Mmima ich <-toMacluliclal 


*All Horton Washers are available 
with Kleenette and Pump 


—everything for the dealer who wants 
a complete home laundry line 


Distributor Inquiries Invited 


HORTON MANUFACTURING CO. 
Fort Wayne, Ind. 


CANADIAN DEALERS: The Name HORTON ELECTROHOME distinguishes Horton designed products made 
and sold by Horton's affiliate—Horton Electrohome Industries, Ltd., 


handle a 


of Kitchener, Ontario. 
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By Washington News Bureau, McGraw-Hill Publishing Ce. 








- You Sell TAX RULING HELPS INSTALLMENT SELLERS 


The Bureau of Internal Revenue has issued a ruling that will 
EA 7 simplify bad debt accounting for dealers who sell on the install- 
yf, ment plan. 
rd 7M - FL Until this ruling came along, electrical appliance and other 
retailers of personal property were entitled to deduct from net 
income only the unrecovered cost of goods sold to defaulting 


When You Sell El £C. if R OMODE f ee tough on concerns using a cash receipts accounting 


basis—that is, those outfits that consider only cash received as 
income, not sales for credit. These retailers couldn’t always 
‘ charge off a bad debt in the year in which the sale was made. 
Thus, they were kept from averaging some of a given year’s 
losses with profits in computing their taxes. 

Hereafter, installment dealers will be permitted to set up bad 








HE amazing Lifetime Heating Element built into every Electro- 


mode All-Electric Heater means maximum profit for distributor debt reserves. This means that, in computing taxes, they will 
and dealer. Service troubles due to element failure are eliminated be entitled—at the end of the year in which the defaulted sales 
because, with the minimum of care, Electromodes practically last were made—to deduct “a reasonable amount” from net income 


for addition to the bad debt reserve. 


forever! And customers’ complete satisfaction with a heater that The BIR has declared that the amount of a “reasonable” deduc- 


always puts out an abundance of fan-circulated heat—within a tion for a bad debt reserve should depend on: i 


minute—for as little as 1c an hour, can't be equalled by any other (1) the total cost of goods in default at the end of the taxable Ee 
heater on the market! Approved by Underwriters’ Laboratories. year. ; er 
The Electromodes featured below are leaders—nothing can touch @) = balance mage m= the bad — pay ae 
them for real values. Read their specifications and you'll agree that { ) = pages wie sn go omar! > rms of a , ze 
ELECTROMODE’S THE LINE FOR ‘49! » teak le caaeeraiah, tei Keen te ellis cc ee ae oa 


to a bad debt reserve plan, dealers have to make a formal appli- a 
eation to the BIR at the time they file a return for the given 
THEY’LL WANT THESE ELECTROMODES... year. And they must keep their bad debt reserves for install- 


ment sales separate from reserves against other types of sales. 
ORDER THEM NOW 


TRAINING SALESMEN 








Model PJ-13 PORTABLE Recommended reading: “Sales Training in Distribution”, 
Lifetime heating element; safety switch; separate published by the U. S. Chamber of Commerce, Washington 6, 
fan switch. Size: 13” high; 1144” wide; 7” deep. BD. &. 
Weight: 16 Ibs. 1320 watts. 110 volts AC. 4435 This 65-page booklet begins: 
= BTU. “During the war and several years immediately following, 
scarcities of consumer and industrial goods caused the unusual 
Sots ones Model WJA-13 Automatic SMALL-ROOM HEATER condition of @ sustained widespread seller’s market. Under short 
Builds into the wall. Lifetime heating element. supply conditions there was little necessity to examine methods 
Front plate size: 1114” x 1274”. 1320 watts. 110 of salesmanship and to train sales persons. Consequently, many 
voles AC. 4435 BTU. In chrome or white Gnish. persons who have not been properly and adequately trained are 
Also available non-automatic. today employed at selling work.” 
If this strikes a responsive note, you might do well to invest 
Model WA Automatic DOWN-FLO 50 cents in this report, prepared by Philip W. Clark, the Cham- 
Bilt-in-Wall type. Lifetime heating element. With ee specialist. 





or without built-in thermostat. Front plate size: 
Model WJA-13 Electromode 17” x 21”. Four capacities from 1500 to 4000 watts 
with automatic heat control —5122 to 13,660 BTU. 230 volts AC. 


Selection and hiring (willingness to work, appearance, person- 
ality, performance, job requirements) ; 

Formal instruction and training (apprentice work, primary 
selling, school-type training, sales meetings, training materials) ; 

Write Dept. EM-99 for Product information (tests of trainee’s knowledge); and 

Sales Aids and Complete Line Information Selling techniques, sales promotion, public relations, and a 
number of other problems. 

One of its most valuable appendices: a listing of the sales 








training aids available from about 40 different trade associations. ; ee 
ROMODE The booklet also lists sales training films and publications for ae 
ELE those who want to dig deeper into the subject. Pe 


qi Elec “HEATERS 





FCC PROPOSAL COULD TRIPLE TV STATIONS : ao 


The Federal Communications Commission, acting to relieve the a 
log-jam of television channels, has proposed an additional 42 M 
ELECTROMODE CORPORATION ° 45 Crouch St., Rochester 3, N.Y. new channels, to be located in the ultra-high frequency band. - 

World's Leading Exclusive Manufacturer of All-Electric Heaters sarin te sone b Loner to Ge 15 now epesaiing ie te pater 

The present proposal will allow for more than three times 
the number of broadcast stations now possible. 

Under the present system, there are shout 543 TV stations 
in 221 cities. The FCC action makes posible an estimated 1,702 } 
stations in 1,179 cities and towns, and this number could be ae 
expanded to 2,245 stations in 1,400 different communities. bi 


(Continued on page 16) 


Model WA Electromode 
with automatic heat control 
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see how easy it is 
to install the 


JOHN WoOoD 


: toble top water heaters 
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QUALITY-BUILT WATER HEATERS FoR 48 YEARS 















































This brand new John Wood Table Top Model* is the 
EASIEST TO INSTALL Water Heater—bar none! 

There's no stretch, no stoop, no squirm to this installation. 

Not only is the installation job reduced to three simple 

steps, temperature adjustment and servicing are faster, 
easier because John Wood has located all controls, electrical 
connections and even the drain valve behind a removable 
front panel. And more, these sensational new heaters 

retain all the features of the standard upright models that 
have added to John Wood's 82 year reputation for 
quality—the patented process Electric Weld tank, 
snap-action thermostat, efficient heating elements, magnesium 
anode, gleaming white finish and warranty plans 

providing up to 10 years protection . . . plus anti-siphon 
cold water inlet with heat saver beffle. So put 

an end to your table-top-troubles now . . . choose, sell 

and install the new John Wood. Write for complete — 
information. JOHN WOOD MANUFACTURING COMPANY, INC, 
Conshohocken, Pa., Chicago 9, llll., Toronto, Canada 














Twin spotlights on quicker sales 


Burner bowls of ARMCO ALUMINIZED Steel, 
used in electric ranges, spotlight more efficient 
cooking. They also spotlight customer interest 
at point-of-sale, which means faster turnover 
for the store and more money for you. 

Because ARMCO ALUMINIZED reflects heat 
so well it speeds up cooking. Housewives will 
be interested in this. 

Many modern ranges feature the use of 
ALUMINIZED inner bodies and oven liners. 
ALUMINIZED back panels for gas ranges make 
an effective selling point, for the high heat- 
reflective qualities of this ARMCO Special- 
Purpose Steel act as an extra insulator and 
permit placing the range close to the wall 
instead of several inches out. This saving of 
valuable space in the small, modern kitchen 
is an important advantage to the housewife. 

ARMCO ALUMINIZED is being used more 
and more in other vital parts of electric, gas 
and kerosene ranges — not only because of its 
heat-reflective properties but also because 
it resists heat and corrosion. 


Public acceptance of ARMCO Special-Pur- 
pose Steels is a potent sales tool. A broad 
program of national advertising over thirty- 
five years has made the Armco triangle a mark 
of steel quality to millions; they look for it 
when they buy. Armco Steel Corporation, 
249 Curtis Street, Middletown, Ohio. Export: 
The Armco International Corporation. 





HOUSEHOLD USES 


ARMCO ALUMINIZED is used in the baffle plates 
of toasters, and the baffles and combustion cham- 
bers of room heaters. It is also found in these 
vital parts of ranges: 


Combination ranges: firebox baffle, firebox bodies 
and fronts, fire door panels, front frame, interior 
main bodies, oven and oven door liners, oven 
baffle plates, 


Electric ranges: burner bowls, broiler deflectors, 
element retainers, oven and oven door liners, 
oven baffles or deflectors. 


Gas ranges: broiler front frame, drawer bodies, 
jacket back, oven bottom baffle, back panels. 
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ARMCO ALUMINIZED STEEL NW 
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MEETING COMPETITION 
IN GOOD FAITH 


Suppose a seller is charged with 
price discrimination—not giving all 
his customers, who compete with one 
another, an even shake. 

Can he win out by showing that his 
price discrimination resulted from his 
“meeting competition in good faith”? 
—That is, try showing he made the 
lower price to the customer to meet the 
price of another seller? 

This was the nub of the big fight in 
both the House and Senate as they 
passed slightly differing versions of 
Senator O’Mahoney’s bill to legalize 
delivered pricing and freight absorp- 
tion when used by an individual seller. 

Both versions of the bill agreed that 
“meeting competition in good faith” 
should not be a complete defense 
against a charge of price discrimina- 
tion. Where the effect of a seller meet- 
ing a competitor’s price results in less 
competition, the Federal Trade Com- 
mission ean hand down a cease-and- 
desist order against such practices. 

Those who fought in both Houses 
to make the law read this way were 
hitting mainly at one thing: closing 
any loophole that might weaken the 
Robinson-Patman law against price 
discrimination. Their fear: chain 
stores and big buyers, by getting price 
concessions from manufacturers, could 
drive independent merchants out of 
business. 

The O’Mahoney bill’s main objec- 
tive seemed to be met in both the House 
and Senate version: 

1. Individual use of delivered pric- 
ing and freight absorption is legalized, 
but ; 

2. The Supreme Court’s interpreta- 
tion of the law in the famous Cement 
Institute and Rigid Steel Conduit cases 
isn’t changed. 


BIG MARKET: 
GRANDSON AND GRANPA 


Businessmen generally know the 
U. S. is a bigger market than it was 
in 1940. There are more people—11% 

(Continued on page 24) 











“MOM WANTS A CLOTHES DRYER, SO | TOLD 
HER TO DRAMATIZE ITi” 
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the NEW 
AUTOMATIC * DRYER 


BE ATS THEM ALL Here’s an automatic dryer that’s priced to sell fast in today’s 


competitive market... and built to give the performance that 


wins more customers. 
FOR PRICE AND There’s quality in every part...down to the last detail. It’s 


engineered to assure extra drying efficiency for every watt of 

PERFORM A NC - electricity. It’s loaded with sales features that make it move off 
your floor fast. Yes . .. WHIRLPOOL, backed by a whirlwind of 

oe promotion, will help you cash in on the huge untapped dryer 

, Al) market. Compare the WHIRLPOOL, feature by feature, with any 
other dryer . . . then you'll know why dealers say, “I'd rather sell 





it than sell against it!” Get the complete story today. 
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NINETEEN HUNDRED CORPORATION 
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= a Whirlwind of Whirlpool PRODUCTION... 


ae 
WHIRLPOOL DELUXE 
WRINGER WASHER 





WHIRLPOOL STANDARD 
WRINGER WASHER 
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WHIRLPOOL SUPREME 
WRINGER WASHER 


...@ Whirlwind year for 


 aviomaicwasnee «= THE ENTIRE LINE IS PRICED TO SELL 
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America’s Top Quality Home Laundry Equipment priced to sell! You 
have been asking manufacturers for a realistic attitude on price, to 
meet the present buying mood of the public; so Whirlpool—the 

leader in home laundry equipment—leads the way to lower prices. | 


The whole Whirlpool family is now ready for delivery to dealers 
throughout the country! Now! For the first time you can offer your 
customer the best in a complete line of home laundry equipment 
with a choice of the automatic or wringer-type washer. A Whirlpool 
for every family at a price for every pocket! 








oe. Unlimited production of the most complete line in the Home Laundry 
Oe Field! New production facilities now in operation are your assurance 

‘f-)) of a steady, unending supply of new Whirlpool Automatic Washers, 
Whirlpool Automatic Dryers, Whirlpool Ironers, and Whirlpool 
Wringer Washers. 


we we OO 
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IN ON THIS WHIRLWIND O 













WHIRLPOOL 
DELUXE IRONER 


WHIRLPOOL DRYER 





WHIRLPOOL 
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° backed by a Whirlwind of Whirlpool PROMOTION! 













FULL-COLOR MAGAZINE 
ADVERTISING RADIO TRANSCRIPTIONS 





Lh 
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IN TODAY’S COMPETITIVE MARKETS! 


yu 

to : Big, Full Color National Advertising 
oa b Campaign in America’s leading mag- 
azines. Hard-hitting, hard-selling 
advertisements that will bring Whirl- 


Powerful Point-of-Sale Material in- 
cluding colorful envelope stuffers, 
sales promotion kits for salesmen, il- 
lustrated folders, streamers for spe- 





















pool customers to your store. cial promotions, all planned to get 
prospects in your store. 
rs } 
‘ ial N Ad tisi ies ‘ 
ur : aoe gh Key Cities by Whirlpool! Terrific Tie-In Promotional Features 
o Powerful advertisements selling the including: special seasonal promotions 
- Whirlpool line to millions of pros- and many other ideas designed to 
pects. bring you more and more business. 
: : tr Dramatic Demonstration Ideas that 
ir . Consistent Co-operative Newspaper, =" : t 
a om Radio and Television advertising. ¢, ~b = a joer 
rs ff-yy% Radio commercials that will make Vo - siemnaah that ever carried the cen 
i (O}7 your prospects listen and buy. Tele- ‘ea ¢ Whirl rh 
- t ‘N= vision shorts that will demonstrate - aan 
every Whirlpool advantage. 
' 











RLPCOL PRODUCTION AND PROMOTION: 








STREAMERS MAILING PIECES 


FOR THE NAME OF YOUR LOCAL DISTRIBUTOR WRITE OR WIRE COLLECT 


NINETEEN HUNDRED CORPORATION $s. Jo:0ph, michigan 


For Over SO Years Manufacturers of the World's Finest Home Laundry Equipment 


BOOKLETS 
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This is it ...a winner! And America’s automatic washer buyers know 
it. Only WHIRLPOOL has SUDS-MISER ...the amazing saver of 
soap and hot water. Yes, Suds-Miser re-uses one hot sudsy water 
again and again for the entire family wash... slashes soap and water 
heating bills in half! 


But, that’s only part of it. WHIRLPOOL’s newly designed, revolu- 
tionary agitator with its Agiflow water action washes clothes extra 
clean, extra bright. Then WHIRLPOOL has the SEVEN RINSES 
... four pressure spray rinses, one agitated deep rinse, followed by 
two more pressure spray rinses. There’s no opportunity for soap and 
dirt to remain after such thorough rinsing. 








And there’s more! Cycle-Tone... another WHIRLPOOL exclusive 
... notifies housewife when washing cycle is completed. Ultra-violet 





TE STO lamp releases sanitary germicidal rays. Get the whole story on the 
GET THE COMPLETE STORY P beautiful, fully automatic WHIRLPOOL and you, too, will say, 
WRITE OR WIRE COLLECT NOW. “I'd rather sell it than sell against it!” 


NINETEEN HUNDRED CORPORATION ST. JOSEPH, MICHIGAN, U.S.A. 


For Over 50 Years Manufacturers of the World’s Finest Home Laundry Equipment 


N CANADA hn Ingl Ltd., Toronto, Ontario 
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INE TELEVISION LINE! 


Now... Trans-Vue, makers of the first commercial television 
systems ... take pride in introducing the new Ciné line 
... the finest in home television receivers. The Ciné line 
incorporates all of the superior television and engineer- 
ing features that have made the Trans-Vue name synon- 
ymous with quality and value in the field of commercial 
television. 


C 


These Trans-Vue home sets mean bigger sales, 
bigger profits for YOU, because: 


Trans-Vue gives your customers the best in tele- 
vision at a moderate cost. Trans-Vue offers the 
finest standard circuitry, the finest engineering, 
the finest designing ... plus: 


@ THE LARGEST EXPANDED DIRECT VIEW SCREEN! 

@ FAST AND ACCURATE 4-KNOB TUNING! 

@ FAMED, ACCURATE, SIMPLE “INSTANTUNER”! 

@ CRYSTAL-CLEAR LOCAL AND FRINGE AREA RECEPTION! 
@ FLICKER-FREE TELEPICTURES! 

@ SUPERB CABINET DESIGN BY PIERRE RENAULT! 

@ BEAUTIFUL BLONDE AND RICH MAHOGANY FINISHES! 


Don’t pass up the terrific sales and profit possibilities 
in the new Trans-Vue Ciné Television line...Write Today! 


Investigate The Trans-Vue Inventory Insurance Policy ! 





Some Territories Still Available For Distributorship 


WRITE...WIRE...OR PHONE 
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LIGHT BULB DEALERS 





MORE BULB SALES 


MORE 






















CONTEST 


OCTOBER 15 TO DECEMBER 4 


Westinghouse stepped out front last Spring 
with a giant consumer contest, first ever in the 
light bulb industry. What happened? It was a 
sensational sales success for dealers who tied 


in! AMAZING GAINS were reported —up to 50%! 


So now Westinghouse announces a new con- 
test...a contest all America will be talking and 
thinking about . . . the exciting WHO IS MISS 
FAMOUS contest. To enter, contestants must buy 
3 Westinghouse bulbs. That means that again 
thousands of people will search out the stores 
carrying Westinghouse. YES, HERE'S A PROVED ap- 
proach to win higher bulb sales. DON’T PASS UP 
THIS OPPORTUNITY. IF YOU'RE NOT NOW CARRYING 


THE WESTINGHOUSE LINE, MAIL THE COUPON TODAY. 


you CAN BE SURE 





AF ITS 
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PROFITS 


FROM THE WESTINGHOUSE 


WHO IS MISS FAMOUS 











= 











NG 





a. 





ELECTRICAL 


WIN TWO WAYS... 





~ $2,000°° IN CASH PRIZES 


IN NEW WESTINGHOUSE 
DEALER DISPLAY CONTEST 


ts; PRIZE *1,000% 


Westinghouse predicts that dealers who promote 
the Miss Famous Contest will find it to be the most 
productive light bulb promotion ever sponsored! 
The contest will be backed to the hilt with a king- 
sized advertising and promotion campaign. AND 
ON TOP OF THAT, here’s how dealers who sell 
Westinghouse light bulbs can win cash themselves. 





1. Set up a “Miss Famous” contest display in your store where 
it will be readily seen. Use a counter, table, gondola, shelf, 
window ... any good display location. Display the West- 
inghouse point-of-sale promotion. 

2. Write a statement on a plain sheet of paper in 100 words 

oe or less on the subject: “How the Miss Famous Contest Helped 

Be Our Store Sell More Westinghouse Light Bulbs.” Be sure to 

a include your name and the name and address of your store. 

Mail your entry to: Westinghouse Miss Famous Dealer 
Contest, P. O. Box 67, New York 46, N. Y. 
Entries must be postmarked not later than midnight, 
December 15, 1949, to be eligible. 

3. Submit at least one photograph showing the contest display 
at your store. Be sure to place your name and the name 
and address of your store on the back of all photographs 
submitted. All photographs submitted become the property 
of the Westinghouse Electric Corporation. 

4. Prizes will be awarded on the basis of originality, interest, 
concreteness, and comprehensiveness. In case of ties, dupli- 
cate prizes awarded. All entries become the property of 
the Westinghouse Electric Corporation and none can be 
returned. Entries will be judged by a 
board of impartial contest experts, 
THE REUBEN H. DONNELLEY CORPO- 
RATION. Decision of the judges is final. 

5. This contest is open to all Westinghouse 
lamp dealers and their employes, 





1 








BE FIRST WITH THE FIRST bs i 
ACT NOW TO CASH IN ieee 
MAIL COUPON TODAY a 
Qe CE Sie OE ee oe =) 
LAMP DIVISION 


WESTINGHOUSE ELECTRIC CORPORATION | 
BLOOMFIELD, NEW JERSEY 


about how | can cash in on the WHO IS MISS FAMOUS contest. 
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LC) | am not now handling Westinghouse light bulbs but | would like to knew all 










Why gagaaiihy 


is the f4crickye heater value 
any dealer can sell! 


PERFECTION’S “MIDGET” PILOT 
Gives you something to sell that 
no other heater haS—No other heater 


can match Perfection’s money-saving pilot. It 
burns for hours on acup of fuel. The exclu- 
sive “Multi-Heat’’ Burner really pours out 
heat when needed, but never wastes fuel by 
overheating in mild weather—saves money. 








PERFECTION’S “FLOOR-FLO” BLOWER* 


Gives you still another exclusive 
Sales advantage —sends warm aif across 


the floor, heating it pleasantly. Distributes 
heat more evenly. You can’t see it; you 
hardly hear it, but you sure can feel the 
added comfort. (*optional) 








sy 





PERFECTION’S NEW HEAT EXTRACTOR 
Gives you something better to sell 


Heat that would otherwise be wasted up the 
chimney is trapped by this large-surface heat 
extractorand converted into comforting room 
heat. It’s welded steel, and it’s part of the 
heater, not an after-thought. It saves money, 





PERFECTION 3155 OIL HEATER 
55,000 B.t.u. (up to 6 rooms) 








A COMPLETE LINE, from 30,000 to 68,000 B.t.u.; from low price 


to the highest quality. 


AND suromatic CONTROLS 


optional) AND automatic draft 


A PRICING POLICY that gives Perfection dealers the best margin 
of profit in the industry. 


AND clog-proof oil line; AND 
direct connection to outside tank 
AND better looks; AND more plus 


selling features than any other 
9 y 


A PRICE GUARANTEE, protecting you in the event of price change 
up to November 30, 1949. 


line can offer 


pest FOR YOUR 


BEST 
TOMERS «+ 
cus ok yOu! 


A CLEAN DEAL. Ask any dealer who has handled Perfection what 
it means to bank a// of your profit on this trouble-free, customer- 


satisfying line. 


The heater that pays for itself! 


Sell Waaiaaallile O// Heaters 


PERFECTION STOVE COMPANY « 7120-C Platt Ave., Cleveland 4, Ohio 


ATLANTA ¢ CHICAGO e CLEVELAND e JERSEY CITY e¢ KANSAS CITY e OAKLAND e ST. PAUL 
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more, according to recent Census fig- 
ures, 

But these same Census reports show 
that some age groups in the U. §&. 
population have grown much more 
than 10% in the same period of time. 

For instance, in 1948 there were 
43% more children under five years 
old than we had in 1940. 

And there are 20 percent more peo- 
ple 55 years of age and older. 

The teen-agers, on the other hand, 
accounted for roughly 10 percent less 
of the population than they did in 1940. 

The net: 

Good news for makers and sellers 
of children’s needs for the next ten 
years: they’ll be riding the crest of 
the wartime wave of babies. 

Bad news for the home builders for 
the next 10 years or so: there'll be 
fewer teenagers growing into the hous- 
ing market. 

Good news for the makers of com- 
forters and rocking chairs: people in 
the U. S. keep living longer. 





MARKET DOUBLES 
IN TWO YEARS 


Farmers like electricity. They used 
twice as much last year as they did 
two years befere, according to the 
Rural Electrification Administration. 

Reason: expanded use of electricity 
by those farms already electrified, as 
well as the addition of new farms to 
rural power lines. 

In fiseal 1949, length of rural power 
lines leaped 42 percent, REA reports, 
and the number of consumers grew 19 
percent. Total power distribution 
jumped from 2.8 billion kilowatt hours 
in 1947 to 5.35 kilowatt hours in 1949. 


GETTING INTO 
A SHOPPING CENTER 


Retailers who are interested in the 
organization of shopping centers can 
get valuable information on develop- 
ment of the best kind from a new 
booklet on the subject prepared by the 
Urban Land Institute, 1737 K Street, 
Washington, D. C. Ask for technical 
Bulletin No. 11. End 


























“DEAR, THAT'S NOT YOUR BAG—THAT’S YOUR 
VACUUM CLEANER!” 
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Follow the path of least 





' Sales Resistance...it’s 


EASY 
am Oe ae, 


Fal THE SPIRALATOR IS AN EASY “EXCLUSIVE”. And all ype 


have it! Demonstrate this excitingly faster washing actiOn onc 
for all three models. 


Prove by quick demonstration how the Spiralator washgg a// 
of the clothes in a// parts of the tub...does a big gt load 
faster and better. Then sell her the Easy mod at fits her 
pocketbook and washday problems best. in. Easy way 
to sell fast, with fewer makes in j ry, fewer lines to train 
your men on and spread your ertising dollars over. 
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‘ EASY SPINDRIER WITH AUTOMATIC SPIN- 
a rinsE—( Model 30SS) Built-in ‘‘Clean- 
r flow” Filter. Spiralator Washing 
3, Action. 3-minute Automatic Spin- 
9 . rinse uses 3 gallons of warm water. 
D 
Ss 
. 
1e 
n 
a 
wf 
"1 Fy 
i | ‘ # 
1d »¥ f 
y aN . 4 NEW LOW-COST EASY SPINDRIER— (Model 
7 5068S) A brand new popular price 
‘ pop P 
model at a profitable margin. Famous 


BIG VALUE EASY 
wRincer, Roll- 
} over Spiralator 

Washing Action. 
Automatic Over- 
. i load Switch. Mass- 
ive wringer. Even 
pressure deep- 


Spiralator Washing Action. Handy 
new Filland Rinse Faucet. Power Flush- 
Rinse. Automatic Overload Switch. 





Every day more 
women say — 

















cushion rolls. A 
K big profit package. ty , ; , 
It's for me! 
~ 
UR 
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Cooks a complete meal 
Sor up to 10 persons. 


New ease and better resulis 


PAGE 


Bacon and eggs or hot cakes 
and sausage at their best. 


26 


in baking. 













THE NEW MULTI-SERVICE 


€VE€RHOT 





ROASTER ENSEMBLE 


Now you can sell complete, convenient, ultra-modern cooking equipment in 
one beautiful, compact package. The Everhot Roaster-Ensemble gives you in a single, 
readily portable unit every modern device and equipment required for convenient 
electric cooking. Here is big range performace with the most advanced operating 
controls in a unit that can be used anywhere and readily moved to any place—range 


utility at a fraction of range price. 


THE ROASTER-OVEN 


The well-known Everhot Roaster-Oven improved, refined, 
modernized is the basic factor in the ensemble. The famous 
Everhot Turn-a-knob cover lifter is notably improved in 
design of operating parts, ease of control both ways and 
smoothness of action. Here truly is finger-tip control of the 
cover. The curved oven glass observation window, self- 
regulating steam escape, handy adjustable lift rack and other 
Everhot features combine to create a Roaster-Oven that 
challenges the industry. 


THE CABINET 


The Everhot Cabinet is entirely new in design and construc. 
tion. It is precision made of heavy gauge steel, rigid, strong, 
durable, beautifully finished in white. Provides ample 
storage space for roaster accessories and appliances. Exclu- 
sive door catch. Cooking guide on inside of door. Mounted 
on four sturdy swivel casters. 


THE TIMER CLOCK 


Multiple utility and simplified one-knob on and off setting 
feature the new Everhot Electric Timer Clock. Securely 
mounted in the door of the cabinet where it is readily seen 
and easily reached yet clever mechanism permits instant 
removal with the fingers for many other uses about the house. 
A decorated panel slips into its place in the door. 





Freedom for the housewife. 









Carry hot foods 
picnic parties. 


THE BROILER—GRIDDLE SET 


Quick meals are easily cooked on the Everhot Broiler- 
Griddle combination. The set consists of the sturdy rack 
which carries the heating element, handle, clips and hinges; 
the heavy aluminum frying griddle which attaches to the 
rack and an aluminum high efficiency reflector which also 
serves as broiler pan and cookie sheet. 


THE PYREX DISHES 


Made by Corning of Pyrex glass the five piece dish set is 
cleverly — for easy handling and compact storage. 
Guaranteed against heat breakage for 1 year. 


THE ELEVATOR RACK 


The handy adjustable Everhot Elevator Rack provides double 
deck cooking. Top deck can be adjusted to any level. The 
entire rack lifts easily—straight up—and automatically re- 
mains raised for easy serving. 


SELL LIFETIME VALUE 


When you sell an Everhot Ensemble your customer gets 
every cooking facility required for any culinary purpose 
wherever she may be or go. The only requirement is an 
electric wall outlet and about 2 square feet of space. Here is 
true thrift—real investment value and permanent satisfaction 
in ownership. 







A package kitchen 
Sor rumpus room, 
cottage or camp. 






to 


THE SWARTZBAUGH MFG. COMPANY. . TOLEDO, O. 


SEPTEMBER, 
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TIMER CLOCK 


Everhot Roaster-Ensemble 
SPECIFICATIONS 


No. 950 Roaster Oven UT 365 Price $39.95 
No. 951 Cabinet ~ 6S 
No. 927 Timer Clock ”»  10.95* 
No. 946 Broiler-Griddle Set = 7.95 


Total $76.80* 
*Plus $2.19 Tax 


/mmediate Delivery - 
Full margins and quick turnover. ORDER PLENTY! 


Advanced Portable Electric Cooking Appliances ... Heaters, Blankets 
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? ) 9 2 , ‘4 , . . VA 
Womans Home bompanion announces lhe appotntment of 


MISS BERNICE STRAWN 


‘ C . (4 . 
as Home Equipment Codie 


e hss BERNICE STRAWN, new Home Equip- 
ment Editor of Woman’s Home Companion, 
brings to her post a wealth of experience in 


the household appliance field. 


SINCE 1942, she has been director of the Home 
Economics Laboratory of Sears, Roebuck and 
Company, Chicago. As head of this famous 
laboratory, she supervised the work of eight 


other graduate home economists and the test- 


WOMAN’S 


, —_ |) 
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) 
( THE MAGAZINE OF PERSONAL SERVICE, 


ing of the many types of household appliances. 


A GRADUATE of lowa State College, Miss 
Strawn has a Master’s Degree in Household 
Equipment. Other positions which she has 
held in this specialized field include Instruc- 
tor of Home Economics, University of 
Minnesota, Assistant Professor of Home 
Economics at Oklahoma A. & M., and Regional 


Home Electrification Specialist with the Rural 


HOME 


SEPTEMBER, 


HOME SERVICE, PUBLIC SERVICE 


Electrification Administration in Wash- 


ington, D.C. 


MISS STRAWN is also the author of numerous 


articles on home management and equipment. 


WE WELCOME MISS STRAWN to our staff. We 
are confident that her ability will help to main- 
tain the Companion’s position of leadership in 
the woman’s service magazine field . . . a posi- 


tion recognized by readers and advertisers alike. 


COMPANION 


3 
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Loog how Live-Water Action 


“eates live prospects 


for the New 


FRIGIDAIRE AUTOMATIC WASHER! 



























Only suds come out of Frigidaire’s 
new-type Underwater Suds Dis- 
tributor. Clothes never touch un- 
dissolved soap or detergent. Elimi- 
nates possibility of soap stains. 


Depend on FRIGIDAIRE wax 
to do things right 
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It’s the only one that’s 
all-porcelain inside and out! 


When prospective buyers actually 
see for themselves how much 
cleaner, whiter and_ brighter 
clothes are when they re washed 
in the new Frigidaire Automatic 
Washer—they’re sold on Live- 
Water Action. And only Frigid- 
With Frigidaire’s 
Live-Water Action, all the wash- 


ing motion is achieved by rolling. 


aire has it! 











penetrating currents of hot, sudsy 


clothes. Clothes always wash in 


not half in, half out. 


water—no pulling or yanking of water 
A SIMPLE DEMONSTRATION of Frigidaire’ exclusive Live-Water 
Action in the new Automatic Washer — styled by Raymond Loewy 

is the most effective sales tool in the Frigidaire Dealer's kit. Yet 
Live-Water Action is but one of the many exclusive features that 
help dealers sell Frigidaire Automatic Washers. All Frigidaire products 
are backed by the famous Frigidaire name, and by an organization 
renowned for engineering and merchandising skill. That’s why the 
Frigidaire franchise is so valuable. 






y a 
Went the onty y 
thet's olf r “atic washer i 
inside cmd out ? er 
Bm iid oh 
ser Piigdowe | ~ Diced 
= mat. betend vee Row 4 10 vo 
de ! 
a a 








FRIGIDAIRE = 


* the All Porcelain 
atic 


Touch the Select-O-Dial — and 
cleaning interior never needs atten- this washer launders automatic- 
tion! A whisk of a damp cloth over ally. Yet, any phase of the cycle 
the outside keeps finish gleaming can be accurately shortened, 
white and new-looking. lengthened, skipped or repeated. 


Powerful, consistent advertising in a list of 
important national magazines gives Frigidaire 
dealers a big head start in selling automatic 
washers. Added to this sales-building cam- 
paign, Frigidaire makes available literature, di- 
rect mail, displays and many other dealer helps. 
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every time you 


deliver a new.. 


Because their new Hamilton is NEWS—wonderful news 
—to Hamilton owners, they can scarcely wait to show 
off this grand new home helper that saves them so much 
time and toil and trouble. 


You can be sure every friend and relative will get a 
demonstration ! You can be sure it will be an enthusiastic 
demonstration, because proud owners always “sell” their 
friends and folks a whole lot harder than most salesmen 
would dare to do! 


That’s a PLUS you never get from the sale of older, 
more familiar appliances. And it’s not the only plus. 
Remember, Hamilton business is clean-cut, unhampered 
by trade-ins. It’s full-profit business, and the profits stay 
with you, because Hamilton service is a very small item. 


If you sell washers or ironers, you ought to be selling 
Hamilton Dryers...the same folks buy ’em ... for the 
same good reasons . . . to save time, save toil, save trouble. 


Why not line up NOW with the leader of the Auto- 
matic Clothes Dryer industry—the pioneer and founder 
of it—and reap the good, legitimate extra profits your 
business needs? Write, wire or ‘phone today to— 


HAMILTON MANUFACTURING COMPANY, TWO RIVERS, WIS. 


in Canada, the Hamilton Dryer is known as the Coffield-Hamilton Automatic 
Clothes Dryer, and is distributed by Coffield Washer Co., Hamilton, Ontario. 


Youll have a big volunteer 


Sales VorCEe and they’ll own 


their own demonstrators ! 
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Nationally Aduertised 
to the Millions of Readers of 


these Great Magazines: 


Good Housekeeping @ The Saturday 
Evening Post @ Better Homes and Gardens 
@ McCall's @ House Beautiful @ Parents 


@ American Home @ Small Homes Guide 
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ARVIN Leads Again! 


: THREE 30th 
| ANNIVERSARY SPECIALS! 


NEW LOW PRICES! APPEALING DISCOUNTS! 


POWERFUL NATIONAL ADVERTISING! 
Decorator colors! High styling! Amazing range and tone! Typical Arvin 
value packages to boost radio sales and profits for you! Millions will read 


about them in The Saturday Evening Post. Get set now to cash in on 


Arvin’s national advertising—with the solid values Arvin has made famous 
for thirty years! 


PRICE LEADER? 


Sets the standard in low priced radio 


Arvin Model 341T — shatterproof, 

Qh kidproof. Sandalwood with Bur- 

gundy trim strikes a high-style 

$ note. Compact, convenient, per- 
fect for children—or for dormi- 

tory, hotel, or hospital use. 


AC/DC superhet. Underwriters’ 
listed. 








99 





Arvin Model 357T— Willow Green or Sandal- 
wood, gold-trimmed. AC/DC superhet, 5 
tubes including rectifier; built-in antenna; 
Alnico V speaker. More real radio perform- 
ance than you'll find in any other set at 
the price. 

Arvin Model 359T— Willow Green or Sandal- 
wood, with gold trim. The outstanding set 
in the 5-tube class—for beauty, for range, 
for exceptionally fine tone. Alnico speaker; 
built-in antenna; Underwriters’ listed. 








i , 

y : The Complete Table Model Line 
| ‘ RADIO & TELEVISION DIVISION 
| | NOBLITT-SPARKS INDUSTRIES, INC., COLUMBUS, INDIANA 
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HERE 1S SOMETHING IN A NAME... 


Yes, a good name, won through quality, is a strong selling force. On 
this basis, the MIRRO-MATIC Deep-Well Pressure Cooker merits 
your closest attention. The names of the rangemakers who have 
already selected MIRRO-MATIC read like a ‘‘Who’s Who” of the 
industry. We are proud to have earned the approval of these exacting 
manufacturers. 








You will find that the name ‘‘MIRRO” has high acceptance with 
your range customers...and most of them know MIRRO-MATIC 
by reputation or personal use. They will consider it an added incen- 
tive toward purchasing your range. 





World’s Largest Manufacturer of 
Aluminum Cooking Utensils 


PRESSURE COOKER MIRR O 
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ALUMINUM GOODS MFG. CO., MANITOWOC, WIS. 


FIFTH AVENUE BLDG., NEW YORK 10 © MERCHANDISE MART, CHICAGO 54 





|THE FINEST ALUMINUM 


wins eS al 
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HE MAJOR APPLIANCE WITH THE MAJOR 
EXPANDING MARKET 


EXTRA PROFITS— 
) NO INCREASED 
"OVERHEAD 


ZA 


' 


 — development — different — revolu- 
tionary principle e Spectacular—patented, exclusive Venturi Tube e Packaged 
—complete home heating appliance e Size of console radio—priced less than 
home refrigerator e Heats for cost of electric light bill—all gases including 
L.P. e Market unlimited—homes new and old, apartments, shops, offices, 
restaurants, business places of all types e Sells year ’round—No repossessions 
—No trade-ins e Tens of thousands sold since the war by major household 


appliance distributors and dealers e Installation simple—trouble-free service. 





WRITE NOW for complete merchandising plan—Large profits for alert merchandisers. 


VY THE COROAIRE HEATER CORPORATION 
RST “4 hb 1 1422 Euclid Ave. © Cleveland 15, Ohio 


ma | pit lio 
> CORDAIRE*?# 
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STOCK UP NOW! For a great promotion 


6.E-s BIG ANTI- 
















NATION-WIDE CAMPAIGN WILL 
PRE-SELL YOUR CUSTOMERS 


Millions of customer impressions will be created by colorful advertising in Life, 
Oct. 17; This Week, Oct. 2; Look, Oct. 25; Parade, Sept. 11, Oct. 30; American 
Weekly, Sept. 18; Post, Oct. 8. And watch for lamp-selling messages on the 
Fred Waring Show every Sunday night on CBS television. 














umes) Stock up! Tie in! Cash in! 
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of the greatest lamp-selling theme of all! 






SPECIAL DISPLAYS HELP YOU TIE IN 


FOR SURE PROFITS be sure you’re adequately stocked with popular types 

of G-E lamps in the fast-selling 4-lamp package. Then plan some good dis- 

plays with your special tie-in package from General Electric. You'll cash in 
big on “BULBSNATCHING” — greatest lamp-selling theme of all! 


GENERAL @@ ELECTRIC 
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Matched Beauty means More Business 






Wew l Regent Automatic Combination 
Grill, No. 423. Interchangeable “Glazon’-treated 
stickproof grids, one set for waffles, the other for 
grilling sandwiches or frying eggs or bacon. Heat 
control and signal light. List, $18.95 


Vanning-Down 





paoretacied 


lew / Regent Automatic Waffle Baker, No. 1665. 
“Glazon"-treated stickproof grids. Heat control and sig- 
nal light. Lustrous chromium and plastic—as in all Regent 
appliances pictured. List, $16.95 


Wew { Regent’ Automatic Twin Waffle 
Baker, No. 2527. Bakes two waffles at once, or 
one at a time. “Glazon”-treated stickproof grids. 


Heat control and signal lights. List, $18.95 
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Wew { Regent Automatic Toaster, No. 116. 
Scientific “Thermo Control” insures perfect toast every time 
without attention. Outstanding quality and beauty; smooth 
and silent operation. Available Oct. 1, 1949. List, $21.50 


Here is matched beauty that means more business 
for Manning-Bowman dealers. These stunning new 
Regent models offer display possibilities and sales 
opportunities that can’t be matched in the small- 
appliance field! 


They round out and add lustre to the complete 
Manning-Bowman line . . . to Manning-Bowman’s 
greatest line. They represent the highest standards 
of engineering, modern design, and expert crafts- 
manship. 

Ask your Manning-Bowman distributor about 
these and other fast-selling Manning-Bowman prod- 
ucts—percolators, waffle bakers, table grills, and 
many more. Get set now for the pre-holiday de- 
mand ...and be ready to cash in on Manning- 
Bowman national advertising. 


Manning-Bowman 
Means Best 


MANNING, BOWMAN & CO., MERIDEN, CONN. 
IN CANADA: MANNING, BOWMAN & CO. LTD., OAKVILLE, ONTARIO 
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pace-setting new Regent models 






































to help Dealers SELL the 





WORLD’S LEADING FREEZERS! 


International Harvester pulls no 
punches when it comes to special pro- 
motions for its refrigeration dealers 
.. especially when the product is the 
WORLD’S LEADING FREEZER! 
For instance—this year’s fall 
freezer campaign is powered by 
hot, heavy, Steamroller promotion 
material to give dealers effective new 
selling tools. Four-color national 
magazine advertising... compelling 
ad mats for local newspapers... 
colorful, attention-getting product 


display material... special full-color 
posters and store window streamers 
..and a new and potent sales aid 
in the form of the International 
Harvester Freezer Economy Study. 
It’s a powerful promotional package! 
Yes—Harvester turns on the 
steam...in just one more example 
of the hard-hitting, continuing pro- 
gram of promotion provided for 
dealers by International Harvester 
—a great name in manufacturing... 
a great name in refrigeration! 


INTERNATIONAL HARVESTER COMPANY 


180 North Michigan Avenue 


i aS |S blade! ado HARVESTER 
 Refecgerajore and freegert 
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Chicago 1, Illinois 





























The Harvester Freezer advertise- 
ment (above) for September 
national magazines is designed 
to stop readers with the tested 
appeal of luscious, taste-tempt- 
ing food photographed in full 
color. It appears in “Country 
Gentieman,” “Farm Journal,” 
“Successful Farming,"’ and 
“Capper's Farmer.” 
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Electric Water Heaters 


For the past two years, the sales volume of Storage Type Electric 
Water Heaters has been over 1,000,000 units a year. This represents 
more than $126,000,000 annual sales volume, and that’s not peanuts 
in anybody’s language. 


If you didn’t promote and sell Electric Water Heaters, how much 
of that volume did you miss? 


Proof that Electric Water Heaters are what people want 


Not only actual sales volume but surveys—by such magazines as 
McCall’s and Successful Farming, by the Office of Civilian Require- 
ments, and NEM A—show the rapidly increasing demand for modern 
Automatic Electric Water Heaters. 


Here’s WHY people want Electric Water Heaters 


This trend is growing daily as people see for themselves the many 
advantages of the modern Automatic Electric Water Heater: 


(1) Avromatic (continuous hot water, no attention); (2) CLEAN 
(smokeless, sootless); (3) DEPENDABLE AND TROUBLE-FREE (as 


ALLCRAFT * BAUER * BRADFORD 


MONARCH * NORGE 
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electric light); (4) Economicat (fully insulated storage, short hot 
water lines); (5) SAFE (all electric, dependable temperature control); 
(6) FLEXIBLE (can be installed anywhere, even in living quarters; 
no flue or vent). 


Here’s why dealers like to sell Electric Water Heaters 


Not only do people want to buy Electric Water Heaters, but dealers 
like to sell them because of: 


© Larger Individual Sales. One Electric Water Heater repre- 
sents as much dollar volume as two or three smaller appliances. Each 
sale also represents... 

® More Profits for You. Dealers make attractive profits on the 
sale of Electric Water Heaters. And there is also the added advan- 
tage of... 

© Pleased Customers who come back to you for other electrical 
appliances and services. 


That’s why you’re missing plenty of sales and plenty of profits unless 
you stock and sell modern Automatic Electric Water Heaters! 


ELECTRIC WATER HEATER SECTION, 
155 East 44th Street, 


FAIRBANKS-MORSE * FOWEER °* FRIGIDAIRE * GENERAL ELECTRIC 
PEMCO * REX * RHEEM «+ SELECTRIC * SEPCO * SMITHWAY 
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-.. OF COURSE, IT’S ELECTRIC 








Ta Dat Paint’ 0 NE Url ies 


900,000 











During the six years preceding war-time manufacturing restrictions, 800,000 
sales of Automatic Electric he ater Heate rs almost tripled ince the 700,000 
war, sales have really soared. The years 1947 and 1948 showed a gain of 

more than 500% over the best pre-war year. This points to a high vol- 600,000 
ume for years to come. The Electric Water Heater is what people want! 


—— 

































































500,000 

400,000 

[ 300,000 

——+ +) WAR ff 200,000 
2 Ge oe YEARS 100,000 





1935 1936 1937 1938 1939 1940 1941 1942 1945 1946 1947 1948 
Source: January, 1949 Statistical Issue, Electrical Merchandising. Industry Figures developed trom Statistics compiled by NEMA. 


Nettone! Dectricel Menvfecturers Association 
New York 17, N. Y. 


HOTPOINT * HOTSTREAM * JOHN WOOD * KELVINATOR + LAWSON * MERTLAND 
THERMOGRAY * TOASTMASTER * UNIVERSAL * WESIX * WESTINGHOUSE 
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SEPTEMBER 20! CALGON DAY! 


2,340,816 ads in October and November PARENTS Magazine 

6,233,058 ads in October and November GOOD HOUSEKEEPING 
4,389,287 ads in November LADIES HOME JOURNAL 

12,963,161 magazine ads telling women the wonderful story of CALGON 


Hus a consistent advertising campaign in the nation's 
LEADING NEWSPAPERS .. . 76 million impressions a month! 





S-0-0-0-0 . . . it's time to convert these ads into dollar profits for you. 





S 
Here's a good basic plan: 
1. NOW ... ORDER CALGON and be sure 5. CALGON DAY — SEPTEMBER 20... 
you have plenty in stock. It sells out fast. SHOW CALGON on the counter. 


2. NOW .. . GET DISPLAYS and literature 6. CALGON DAY — SEPTEMBER 20 . . . 











from Calgon, Inc. 


BUILD ISLAND DISPLAYS of Calgon. 





BUILD NEW WINDOW DISPLAYS 
Calgon. 


3. CALGON DAY — SEPTEMBER 20 . 7. SEPTEMBER 22-23 and subsequent 
LOAD your shelves with Calgon. week-ends—FEATURE Calgon in 
week-end shopper ads. 
4. CALGON DAY — SEPTEMBER 20... g, EVERY WEEK—COUNT your 


profits from Calgon—it's fun! 








with 


THE VERY FIRST box of Calgon you sell makes a permanent customer—because every mem- 
ber of every family needs Calgon for every washing task. Repeat volume is terrific. 


Leading manufacturers of washing machines and automatic laundries . . . fine textiles . . 


ready-to-wear garments, lingerie and baby garments . . . china, glassware and silverware 


. . recommend Calgon by name. 
CALGON, INC., 10! Hagan Bidg., Pittsburgh 30, Pa. 
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Get CALGON —the only water “ Normaliser™* 
et department, drug. grocers. hardware, 





SEPTEMBER, 


gis aang 





*T.M. Reg. U. S. Pat. Off. 
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Brands that bring STORE TRAFFIC—and stop it 

long enough to buy—are the ones that women know best, 
Y like those listed below. Because more women buy 
Ladies’ Home Journal than any other magazine, more 

of them see Journal advertisements featuring 

well-known products. That’s how national advertising 
i helps you ring up sales when you... 

> sTOCK > PROMOTE > DISPLAY > ADVERTISE THESE FAMOUS BRANDS 
: Davis Ironing Cord 

Dexter Twin Tub 

Easy Spindrier 


Frigidaire Electric Range 


ING 
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Ladies’ Home 


for Siore “Thaffic 


ADVERTISED IN THE SEPTEMBER, 1949, ISSUE OF LADIES’ HOME JOURNAL 


G-E Refrigerator & Home Freezer 
Hoover Cleaners 
KitchenAids 


Toastmaster Pop-Up Toaster 
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“eet w rere AND SWING” 


You'll sacrifice a lot of potential profit if 

you don’t make a strong play for the 
time-payment business that becomes increasingly important 
with each passing month. 


But don’t go after it haphazardly. Inexperience or inefficiency 
in granting credits can work damage two ways. Too tight a 
policy results in turning down some good risks. Too easy a 
policy leads to collection problems and possible losses. 


Your Commercial Credit representative can help you with 
financing plans and services that avoid the pitfalls, promote 
sales and protect the profits. Make a date with him. Find out 
what he has to offer you. 


COMMERCIAL CREDIT CORPORATION 


A Subsidiary of 
Commercial Credit Company, Baltimore = Capital and Surplus $100,000,000 


MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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Mixguide puts speed control 
where your customers want it—under 
the thumb, under the eye. Here are 
ten simple-to-select speeds, magnified 
for flash reading, that cover every 
type of mixing. The latest of many 
Hamilton Beach easiest-to-use, easi- 


est-to-sell features! 


THE AVERAGE WOMAN is interested in a 
food mixer only to the extent that it will 
make her work easier. She’s no mechanic. 
If it isn’t simple to operate—it's no sale 


SIMPLICITY IS THE strongest selling point 
you have with the new Hamilton Beach. 
It’s the easiest mixer to use 
can prove it! 


. and you 


SIMPLY DEMONSTRATE this mixer’s exclu- 
sive one-hand operation. The hand that 
holds the mixer sets the speed. Easiest 
to use, easiest to sell! 


FOLLOW THAT WITH proof of ove-hand porta- 
bility. Here's the only mixer on the mar- 
ket that slides off the stand without help 


from triggers, catches, or latches. Easi- 
est to use, easiest to sell! 


WIND UP WITH still another Hamilton 
Beach exclusive—finger-tip bowl control. 
The only mixer that permits shifting the 
bowl while beaters are turning. Easiest 
to use, easiest to sell! 


EVEN AS YOU READ THIS, a lot of your cus- 
tomers are getting this “easiest-to-use” 
story in big, colorful Hamilton Beach 
national ads. Make the most of this huge 
pre-selling effort by telling the same story 
yourself .. it pays off! Hamilton Beach 
Company, Division of Scovill Manufacturing 
Co., Racine, Wis. 


HAMILTON BEACH 
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RETAIL 
$34.90 Denver and West 


JUICE EXTRACTOR, $4.25 
$4.35 Denver and West 





Feature These TOP-VALUE 
HAMILTON BEACH Cleaners! 


The Hamilton Beach “Champion” is 
the fop-value in upright cleaners to- 
day. It's the lowest-priced, lightest- 
weight, full-size, first-line cleaner 


on the market! $52.50 


Tests prove the Hamilton Beach Cylinder 
Cleaner picks up 37% more dirt than pre- 
vious models. it's the ‘‘Deep-Clean"™ cleaner, 
the one with more exclusive 






features than any other 
cleaner in its low-price 
class! . . . $72.50 
including complete 
attachments. 
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Bigger Value for Every Job 


CHEVROLET ADVANCE-DESIGN TRUCKS 







7 It takes a truck operator to really 

evaluate a truck. Yes, the man 
behind the wheel is the one who can best appreci- 
ate the worth of powerful yet economical perform- 
ance... extraordinary load capacity .. . lasting 
quality, ruggedness and handling ease. He’s the one 
who recognizes the advantages of new, improved 
features—of greater comfort and convenience for 
the driver. And these men in the drivers’ seats— 
these experienced truck operators across America— 
know that Chevrolet trucks deliver more of the 
value factors they want. They know that Chev- 
rolet trucks cost less to operate, less to maintain, 
and have the lowest list prices in the entire truck 
field. That’s why they use more Chevrolet trucks 
than any other make! Your Chevrolet dealer will 
give you the facts in detail! 


CHEVROLET MOTOR DIVISION, General Motors Corporation, 
DETROIT 2, MICHIGAN 








TOP-VOLUME PRODUCTION BRINGS YOU 
TOP-VALUE FEATURES! 


Chevrolet's new 4-SPEED SYNCHRO-MESH TRANSMISSION offers quicker, 
quieter and easier operation. Double clutching is eliminated because the gears 
are always in mesh. Faster shifting maintains speed and momentum on grades. 
Available in series 3800 and heavier duty models. 


Chevrolet's power-packed VALVE-IN-HEAD ENGINES provide improved dura- 
bility and efficiency as well as the world’s greatest economy for their size! 


Chevrolet trucks have the famous CAB THAT “BREATHES”*! Outside air is drawn 
in and used air forced out! Heated in cold weather. 


Chevrolet Advance-Design brings you the FLEXI-MOUNTED CAB, cushioned on 
rubber against road shocks, torsion and vibration. 


Chevrolet's exclusive SPLINED REAR AXLE HUB CONNECTION adds greater 
strength and durability to heavy-duty models. 


Uniweld, All-Steel Cab Construction ¢ Large, Durable, Fully Adjustable Seat « 
All-Round Visibility with Rear-Corner Windows* ¢ Heavier Springs © Super- 
Strength Frames ¢ Full-Floating Hypoid Rear Axles in the 3600 Series and Heavier 
Duty Models ¢ Double-Articulated Brake Shoe Linkage © Hydrovac Power Brakes 
in Series 5000 and 6000 Models © Multiple Color Options. 


*Heating and ventilating system and rear-corner windows with de luxe equipment optional at extra cost. 





CHOOSE CHEVROLET TRUCKS FOR TRANSPORTATION UNLIMITED! 
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This Preway radiant- 
circulating heater is a 
real budget-stretcher — 4 
low in price but high 


2 toate (il-Burning Circulators 


Never Before So Much to Sell at So Low a Price 


You can improve your fall business prospects, build them way beyond your present hopes 
— with Preway heaters with the new Preway Burner. If there is a challenge in this state- 
ment, please accept it, analyze it, and act on it — for Preway heaters give you powerful 
heating action to demonstrate and economy of operation to talk about that’s patented and 
exclusive. Even more, these exciting visual advantages that prospects can see and measure 
are backed by a price ticket that’s rich in appeal to value conscious buyers. 

If this combination of top performance and dollar bargain is what you want and need 
to promote sales and build business, then Preway space heaters are for you — just as they 
are the line for hundreds of other dealers whose sales have made Preway the third largest 
manufacturer of oil-burning circulators — and the fastest growing company of all. Phone, 
wire or write for complete information. 


PRENTISS WABERS 








This Preway radiant- 
circulating heater with 
an economy price tag 
is a terrific heat pro- 
ducer — generating 
over 50, B.T.U.s per 
hour. 





9949 SECOND STREET, N., WISCONSIN RAPIDS, WIS. ) 4 520) 0) Of ey U Co. 
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WARNER 


ie UNI-PANEL CONTROL. 
se CHANNEL-EYE TUNING . 
/ | si AM-FM RADIO \ 
sv MIRACLE TURRET TUNER 
| yy DYNA-POWERED CHASSIS 


90 Vewed To Come! 


STEWART-WARNER ELECTRIC + DIVISION OF STEWART-WARNER CORPORATION, 1826 DIVERSEY PARKWAY, CHICAGO 14, ILL. 











New method of local radio adver- 
tising does more than its 
share of selling for local dealers. 


Read how it can boost your sales 





LOCAL dealers all across the country are cashing in on 
this unique new advertising method. The American 
Broadcasting Company offers big-time network radio 
programs to local advertisers, to be sponsored locally. 
Each sponsor pays only for his own area. . . his own small 
share of the total cost of producing this big coast-to-coast 
show. Yet in each area, the local sponsor gets full credit 
for the program. In your area, for instance, your audience 
would hear your local announcer give your commercials 
—on a top talent network show! 


The cost to you? Only a few dollars per week. Don’t 
delay; get the full details about the popular ABC ‘‘local- 
network” programs available in your area. Call your local 
ABC station today, or write direct to ABC, 7 West 66th 
Street, New York City. 


ABC 
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American 





W. average belween 


3 and 5 NEW cuslomers 


67 














ee “We average between three and five new custom- 


ers every day who remark they have heard an item 


advertised on our program and want to buy that item. 
There are undoubtedly others, but this many are trace- 


able to radio advertising. ’* 





“eae suows cet RESULTS* 


‘““SPLENDID RESULTS” 


“Tt has been our desire to find a medium of advertising 
that would cause people to act on suggestions made in 
advertising. We believe that radio is the answer. We 
have had splendid results.” 


““SALE AFTER SALE”’ 

“We have made sale after sale of items that we did not 
advertise except on the program.” 

“ADDITIONAL CUSTOMERS” 


“My first month with the program brought in enough 
additional customers so that I was obliged to hire two 
more men full-time.” 

“Names on request 











PICK YOUR POPULAR PROGRAM 


ABC “local-network’”’ shows of all types are 
available for sponsorship over your local ABC 
station: news, forum,drama, music. Among them: 


ACE SPORTSCASTER —HARRY WISMER, (right)... Martin 
Agronsky, Piano Playhouse, Mr. President, Breakfast in 
Hollywood, Elmer Davis, Irene and Allan Jones, Headline 
Edition, George Sokolsky, Nancy Craig, Baukhage, Pauline 
Frederick, America’s Town Meeting and Bert Andrews. 





COOPERATIVE PROGRAM SALES DEPARTMENT, 7 West 66th Street, New York City 


Broadcasting Company 
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Beautiful 2-tone brown 


POWERFUL NEW W popular priced ALL-STEEL 








TANK CLEANER 
How tia! 


¢ Ready to meet all comers at a good low price! Ready to outperform 





55925 


Complete with 7 attachments 








anything near its price! Ready to make full profit sales for you. packed Th carton 
MORE POWER ! !! The powerful suction exceeds that of most competitive cleaners caddy kit 
selling at much higher prices. eS 


( 
paaamcccpereomer cama Fixes Caving Tol 


a 
round dusting brush * 
crevice tool * 
460 rug nozzle *® 


wall and floor brush * : —_ S- 
upholstery brush nozzle * A “Fak 9 > 
















NEW serration design 








2 aluminum wands—satin finish * . 


8’ fabric hose * ~~ 
a 
now i SEND THIS COUPON for IMMEDIATE ACTION 


Ask your Eureka pene ma 
Branch or Distributor 
to show it to you. 




















IAL 
rw 0 


STANDS ON END 


Yes! We want to see the New Eureka ‘‘600.”’ 














poe ae ae oe Oe oe oe oe oe oe oe oe oe oe oe a 


TO PERMIT EASIEST NAME 
EMPTYING SEE FOR YOURSELF. | aovress 
5 
CITY. STATE 4 
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Another Famous Hollywood Star... 








KM. Liquidizer 


KM. Pop-Up Toaster KM. Heating Pad KM _ Doubie Table Range 
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| Across the nation...the tremendous eME “Star of the Month” 
campaign is building new profits for dealers! 











say ae roastan 


| No finer toaster made! 





ONLY toaster with one-button control... 
Keeps toast warm and S cagetaes hating. 





FASTER ‘ Toast in 50 seconds, choice of any 
shade...no pre-heating! Automatic! 

ER! Ne ticking noise! 
MORE ‘DEPEN DABLE! e Expertly made for 
longer ie, trouite-tree epuemeas 








MORE BEAUTIFUL! shining chromium, 


gleaming plastic handles and base, stream- 
lined design. (Removable crumb tray.) 





OFFER YOUR CUSTOMERS THE FINEST TOASTER MADE...THE KM POP-UP TOASTER! 


~KM~— ads featuring Claire Trevor and the ~®M~ TIE UP NOW! — cash in on the star- 

studded campaign that’s increasing dealer profits every 

month! Ask your “*KM~ distributor, or write “-KM-~, for 

appear in Ladies’ Home Journal, Better Homes beautiful, powerful, point-of-sale display material to keep 
your store in the ~KM~ profit spotlight! 


Pop-Up Toaster and other -®M~ appliances will 


& Gardens and Good Housekeeping in October — 


telling over 11,000,000 families why another K N A p p M 0 N A 2 C - 


Hollywood star chooses +®M~! ST. LOUIS 16, MO. 
World-wide Distributors Exclusive Distributors in Canada 
Philco International Corp. Crown Electrical 
50 Broadway, New York Brantford, Ontario 


KM Power Mix 


KM. Voporizer 


KM. ‘Two -Ten”’ 
Coffee Maker 
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HARDER-Freez 
HELPS YOU SELL} 


HARDER-Freez has a sure-fire sales program for YOU, 
Mr. Distributor—and YOU, Mr. Dealer! Every HARDER- 
Freez field man is a trained expert—veteran of hundreds 
of retail calls — experienced in conducting dealer and 


consumer meetings. The HARDER-Freez program rep- 


resents a developed method —tried, tested and working 


—ask ANY HARDER-Freez distributor or dealer! Write 
Tyler today for further details. 


TYLER FIXTURE CORPORATION, NILES, MICHIGAN 


CONSUMER MEETINGS HOME ECONOMIST COLORFUL LITERATURE 


LOCAL ADVERTISING MATERIAL DISPLAY MATERIAL DEMONSTRATION TRAILERS NATIONAL ADVERTISING 


eeeeeeeeeeeeeeeeeeeeeeeeeeestoeeeeeeeeeeeeeeereeeeeeeeeeeeieaeeeeeeeeeeeeeeeeeeeeeeeeeemeeseeeeeeeeeeeeeeeeeeeeeeeeene 


OUTSTANDING VALUE IN A LINE THAT SELLS 


(e3 18 and 9 cu. ft 


Uprights 











PATURE CORP 

MECHANIZED 
SPEARHEAD for 
your soles ai ielal 
ona ours a 
HARDER-Freez 
Field Oemon 
stration Unit 
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These six advertisements appear in 
Time and Lire on the dates shown. 

They appear together as a portfolio 
in the September issue of ForTUNE. 


As a Service to American Business | 


TIME-LIFE-FORTUNE 


Present to America 


Six Advertisements 


about the 


Importance of Advertising 


to your Business 


and the U.S. Kconomy 


During the week of September 12th there appears the sixth 
of a series of advertisements about advertising published 
by TIME, LIFE, and ForTUNE. Each advertisement is a 
double-page spread in full color. 


Over 41,000,000 copies of these advertisements are telling 
the millions of readers of these publications how ‘‘Adver- 


tising helps create the demand that boosts the production 
that lowers the cost.” 


Thus these three magazines are stimulating a wider public 
understanding of the great economic force of advertising 
—a force which has helped America achieve its present 
high standard of living. 


The advertisement about HOUSEHOLD APPLIANCE 
ADVERTISING appears in the September 12th issues of 
TIME and LIFE, and in the portfolio in the September 
issue of FORTUNE, It is reproduced on the next two 
pages in full color. 





























F YOU WERE EVER a small boy (or his 
mother!) you know that baseball used to 
be only one of the sure signs of spring. 

Another was a rug, dancing on the clothes 

line in the back yard, being walloped the woof 

out of by a small boy with baseball on his mind 
and murder in his heart. 


Yes, spring was “open season” for rug- 
beating and a dozen other back-breaking 
drudgeries heaped on top of mother’s regular 
round of cooking, washing, ironing, market- 


ing, mending and what all! 


Small wonder many a weary housewife 
has said, “When I get rich I'll have a house 
where all I need do is push a button, and 
things will get done!” And then—that’s almost 
what happened! Without even waiting for 
riches! 

Today even a modest home can boast a 

vacuum sweeper that cleans the rugs at 


the push of a button. In more and more 
homes, a button-push makes the family 
clothes wash themselves. ‘“‘Click,” the 
dishes are done—and dried. The oven turns 
itself on—and off. And the refrigerator— 
think of the trips to market it saves — the 
time it saves—the food it saves—and, won- 
der of wonders, the money it saves! 


Why is it America’s homes have so many 
more of these wonderful things than the 
homes of any other land—more ironers, more 
toasters, more electric blankets, more auto- 
matic furnaces, more radios, more light, even? 
Is it because of American inventive genius? 
Yes, partly. But mostly, it’s because America’s 
manufacturers have found the way to make 
more of these things available to more families. 
‘Mass production,” they call it. 


But “mass production” is only a fancy way 
of saying “producing more things at prices 
low enough to make more people want to 








buy.” And the quickest, most economical 
way of telling a great many people about a 
product,and making them want to buy it, is 
—national advertising. 


True, you pay your small share of the ad- 
vertising cost when you buy the kind of 
household appliances we have been talking 
about. 


@ But when you come right down to it, the 
truth is that advertising saves you money. 
For if it weren't for the big demand created 
by advertising, the chances are that almost 
everything you buy would cost you far more! 


And equally important is the automatic 
safeguard imposed by the very act of national 
advertising. For, advertisers know that the 
sales success of a product goes hand in hand 
with its honest presentation to the public. 


TIME 




























You may obtain reprints of this advertisement 
about Household Appliance advertising —and of the 
other advertisements about advertising —at cost. 

Here are a few of many possible ways you might 
use these reprints: 


(a) Post the advertisements on the bulletin boards 
of your factory. office, warehouse, or store. 


(b) Send copies to your salesmen, distributors, 
customers, or employees. 


(c) Send copies to your stockholders, 





Says HENRY E. ABT, Presi- 
dent, Brand Names Foundation, Incor- 
porated: “‘All of us who believe in brand 
names should welcome this campaign. 

“The educational advertising by TIME, 
Lire, and ForTUNE is another construc- 
tive step in informing people about the 
contributions of advertising. It is a splen- 
did corollary to the things we have been 
doing at the Brand Names Foundation.” 


Here’s How You Can Make the 


CAMPAIGN ABOUT ADVERTISING 


Work for You 


Electrotypes of this advertisement—and of the 
others in the campaign—are also available at cost 
for use in your company publication. They may be 
obtained in full color in the two sizes that are 
appearing in TIME, LIFE, and FoRTUNE, or in black 
and white to fit your own requirements. 

You may also quote from the text of these adver- 
tisements in your bulletins, memoranda, and letters. 
Please credit ‘““The T1IME-LIFE-FoRTUNE Cam- 
paign about Advertising.” 

Please address correspondence telling how you 
plan to use the reprints or electros to: 


The TIME ¢ LIFE ¢ FORTUNE 


Campaign About Advertising 


2650 TIME & LIFE BUILDING. N. Y. 20, N. Y. 
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Revolutionary Features. lernite tree Deal 


makeGASCO SMASH SALES HIT! 


The New 


Fully Automatic, De Luxe 


CASCO 


Two-in-One Steam & Dry 





Approved! 


Fed. Tax Incl., Fair Traded 


CASCO AND ONLY CASCO HAS ALL THESE AMAZING FEATURES: 








@ uses tap water! @ can’t spit or drip! 

@ stainless steel—non-corrosive! @ exclusive fabric-selector dial—for steam or dry! 

@ lighter—only 31/2 lbs.! @ instant-action super-accurate thermostat! 

@ fills easier—no funnels, screw caps or attachments! @ new fatigue-proof cool handle! 

@ holds more water—yet compact as a dry iron! @ one iron does all—without attachments, screw caps, plugs, 
@ steams longer—over an hour and a half! funnels! 


* World’s most efficient heating element! * Scorch-proof, tip-proof heel rest! * 7 ft. cord—not usual 6 ft.! * Mirror-polished sole plate 
with button nooks! * Super-heated steam from concentrated vents! * Fully tested, fully approved! 


PROMOTION SENSATION sng 
OF THE TRADE! 










EVERY WOMAN WANTS ONE! 


® Ironing board high — folds neatly awoy!- 


OFFER LIMITED! 


fully ' You get a $5.95 Casco Hamper FREE °1 Washahle bap kéopeiaundry clean! ° Hendy: 
ise ® with ev Com. tren yon bape. clothes-pin pocket! © Feather-light — 2 Ibs.! 
\ gavel tl ae ¥ ® Sturdy aluminum frame! *¢ Plastic wheels? | € 


COMPARISONS PROVE you MAKE BIGGER PROFITS WITH CASCOE a 


d 
thru your Casco Products Cor 
ORDER NOW 8202 CASCO v2220% 
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space heater profit opportunity they have ever had. 


COMPLETE MARKET COVERAGE 


Feature-packed Norge heaters fill every requirement for filling stations, 
garages, tourist cabins, retail stores, offices, hunting lodges and homes 


of up to five and six rooms. 


A COMPLETE LINE AT NEW LOW PRICES! 


Norge line of space heaters comes in all popular sizes with a model to 
meet the needs of every market. Each model is a high quality, high 


efficiency unit and a terrific value. 


AUTOMATIC HEAT! 


The new Detroit Lubricator add-on package is a simple thermostatic 
control that makes any Norge heater an automatic heating unit. Auto- 
matic Products add-on controls are available for all models having A-P 


safety float valves. 


A JET-POWERED MERCHANDISING PLAN 


Newspaper ads, direct mail material and point-of-sale merchandising 


display promotion pieces to bring prospects into dealers’ stores. 


. Me My Refrigerators ¢ Home Freezers 
ime IC, ~ Electric Water H 
as SE 4 ectric Water Heaters 


This year Norge dealers and distributors will profit from the 
broadest, soundest space heater program in Norge history. A pro- 


gram that gives Norge distributors and Norge dealers the biggest 

















A POWER HEAT-CIRCULATOR PACKAGE! 


A quick-attaching type that, mounted on side 
in place of door, delivers warm air through the 
grille on the blower housing, in any volume 
from 50 cubic feet per minute up to 180 cubic 
feet per minute, in any direction depending 
upon the setting of the fan housing. It breaks 
up heavier, cold air at floor level, increases 
circulation, and gives more uniform tempera- 
tures and increased comfort. 














SEE YOUR NORGE DISTRIBUTOR FOR THE HOTTEST SPACE HEATER DEAL IN NORGE HISTORY 


Gas Ranges - Electric Ranges ¢ Home Heaters 
Standard Washers « Automatic Washers 


Value in Home Appliances 43 


BORG-WARNER QUALITY PRODUCTS 


NORGE DIVISION BORG-WARNER CORPORATION, DETROIT 26, MICHIGAN 
IN CANADA: ADDISON INDUSTRIES, LTD., TORONTO, ONTARIO 
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NORGE 


BEFORE YOU BUY 
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THUSE DIRTY DISHES 


Good Housekeeping first made a survey of dishwashing habits. 


Then 


they surveyed 13,289 families who owned dishwashers. Here are results of 
both studies—effective sales ammunition for the dealer 


By ANNA A. NOONE 


66 HE dishwasher has come into 
its own” is a phrase so often 
encountered since the war in 

business and trade magazines, in 
speeches by manufacturers, distribu- 
tors and even by dealers, that Good 
Housekeeping Institute, long inter- 
ested in helping the American house- 
wife to become a better homemaker 
and at the same time help her to sim- 
plify her most troublesome daily 
chores, decided it was time to check 
into the facts and find out how its 
readers felt about dishwashing in gen- 
eral and mechanical dishwashers in 
particular. 


ELECTRICAL MERCHANDISING—SEPTEMBER, 


The need for information on dish- 
washers and dishwashing methods 
seemed of such importance that Good 
Housekeeping made not only the usual 
Consumer Panel survey, but in addi- 
tion secured from dishwasher manu- 
facturers the names of 13,289 dish- 
washer owners throughout the coun- 
try and sent thein questionnaires. They 
asked for frank opinions on the sub- 
ject of dishwashing from owners and 
non-owners alike and got 5770 replies 
from dishwasher owners and 2013 
replies from the Panel members. 

Results of these two surveys formed 
the basis for two consumer educa- 
tional articles by Mrs. Helen W. Ken- 
dall, equipment editor. In “What You 
Should Know About Dishwashing” in 
their August issue, Mrs. Kendall gives 


1949 


better, quicker ways to wash dishes 
by hand, based on replies received 
from the dishwasher survey sent to 
Consumer Panel members. She fol- 
lowed this up in September with an- 
other article on how to get best results 
with an electric dishwasher entitled, 
“The Electric Dishwasher—Push the 
Button and Relax.” 


Guide for Sellers 


Information brought out by these 
two surveys and made available to the 
industry at this time when consumer 
enthusiasm for the automatic dish- 
washer runs high is invaluable as a 
guide for dishwasher manufacturers, 
their distributors and dealers in plan- 
ning educational and sales promotion 
programs for the future. With the 


dishwasher, as with all other major 
household appliances, it is the satisfied 
user that is responsible for the bulk 
of new sales. Dishwashers on the 
market today have reached a high 
degree of mechanical perfection, they 
are high-ticket merchandise, and the 
consumer who lays ‘out an estimated 
average $275 for one is entitled to the 
best possible educational job on its 
proper use and care for long and satis- 
factory service. Armed with informa- 
tion contained in these two surveys, 
the smart retailer as well as his manu- 
facturer can plan a highly successful 


dishwasher promotion in his own 
community. 
Proof that the dishwasher is be- 


ginning to enjoy public acceptance 
(Continued on next page ) 
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THOSE DIRTY DISHES (continued) 


was brought home strikingly by the 
98.3 percent of dishwasher owner 
group who said they bought their ma- 
chine since the war (1945). Only .4 


percent had been purchased before 
1940. 
Most of the dishwasher owners 


(65.7 percent) agreed that the auto- 
matic dishwasher was highly satis- 
factory. Some found room for im- 
provement, some criticized a little, but 
almost everyone admitted they’d be 
lost indeed if they had to go back to 
the old hand method of dishwashing. 

Of the Panel members replying, 3.4 
percent said they own a dishwasher— 
more than double the national aver- 
age of 1.2 percent (EM—January, 


1949), 
Dishwashing Habits 


Dishwashing was listed as the third 
most disagreeable household task by 
non-owning members of the -Panel. 
Ironing came first, cleaning second, 
and dishwashing third. Over two- 
thirds of the families serve three or 
more meals a day, and only 4.4 percent 
gaid their dishwashing was done by 
a cook or a maid. In the balance of 
the homes the housewife, her husband 
Or some other member of the household 
does the job. Actual dishwashing 
averages fror: one hour to two or 
more hours each day, they say, plus 
additional time required to get the 
dishes, pots and pans ready for the 
wash-up. This averages anywhere 
from 15 minutes to an hour. 


Types of Sinks 


Forty percent wash their dishes in 
sinks that are from 10 to more than 
25 years old. A bare half of these 
sinks are the standard 36 in. height: 
23.5 percent are only 34 in. high; and 
14 percent are 32 in. from floor to 
top of rim, which adds to the back- 
breaking work incident to hand wash- 
ing dishes. Over three-quarters of 
the sinks are compartment 
types; only 38 percent have counter 
space on each side of the sink; and 34 
percent have only one drainboard— 
inadequate working space for hand 
dishwashing. 

More than half the Panel members 
said they use from two to four gals. 
of water to wash and rinse dinner 
dishes; 20 percent use from four to 
six gal. This is a talking point in 
favor of the automatic dishwasher 
since some of the automatics on the 
market take as little as three gal. hot 
water per load; and eight gal. is the 
maximum. 


single 


Automatic water heaters are used in 
71.5 percent (57.3 percent use gas 
fuel; 18.3 percent electricity; 10.9 per- 
cent oil; and 11.4 percent coal.) 

Dishes are washed in the sink by 
36.7 percent; and 61.3 percent use a 
dishpan in the sink or on the drain- 
board; 93 percent prefer the dishcloth 
to the mop or sponge. 


How They Rinse 


Ninety-eight percent give the dishes 
a clear rinse after washing. Rinsing 
methods vary from running hot water 
from the tap by 62.1 percent to pour- 
ing hot water from a teakettle by 14.2 
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percent, and dipping dishes in a pan of 
hot water by 12.7 percent. Eighty per- 
cent use a dishtowel for drying. 
Seventy-eight percent said they spend 
from 15 to 30 min. getting dinner 
dishes, pots and pans ready for wash- 
ing; 18.7 percent said it takes 30 min. 
to an hour; and 1.2 percent said it 
takes longer. 

The water in 40 percent of the 
homes was reported as soft; 46.5 per- 
cent have moderately hard water; and 
12.4 percent have very hard water. 
Seventeen percent said they soften 
their water for dishwashing. Pack- 
aged water softeners are used by 55 
percent of this group; mechanical 
water softeners are used in 21 percent 
of the homes; and 23 percent have soft 
water service. 

The question “If you do not plan 
to buy a dishwasher, why not?” 


cent plan to have a dishwasher-dis- 
poser-sink unit; 409 respondents, or 
20 percent of those not interested in 
purchasing a combination dishwasher- 
sink, are considering the purchase of 
a separate dishwasher, and 17.1 per- 
cent of these plan to buy in 1949. 
The order of purchase of new 
equipment was also revealing: 


Order of Purchase 


, 2 3 4 
Refrigerator .......... 12.5 39 3. 16 
BE edd accion) a areca 85 44 18 1. 
ee 47 67 36 17 
Automatic washer...... 98 57 32 19 
Ventilating fan........ 33 34 323 29 
Garbage grinder....... 2 34 3A 
Dishwasher ........... 28 33 a3 25 
eer 33 S77 33 29 
Home freezer......... & 2 & wae 
Clothes dryer......... ae ae os UF 
Water heater......... 7k 6 OUR 

64 5.1 2.7 22 


Vacuum cleaner....... 





For a good many years GOOD HOUSEKEEPING has made a 
practice of going to its readers for first hand consumer informa- 
tion concerning habits in all phases of homemaking, consumer 
opinions on products in use, new housekeeping methods and new 
types of products. The valuable information obtained in this man- 
ner also serves as a gauge of a product’s suitability or the need for 


improvement in feature or design. 


It also indicates the need for 


new types of products. These findings also provide basic data for 
many factual articles on homemaking which appear in the pages 
of the magazine. They also serve as a valuable guide for the manu- 
facturers and merchandisers of nationally distributed products. 


This system of feeling the pulse of the American housewife 
proved generally so accurate and so helpful that six years ago 
GOOD HOUSEKEEPING formed a Consumer Panel of Good 
Housekeeping consisting of a group of 2500 subscribers allotted 
geographically by state and city size groups in proper relation to 
their total circulation, which also serves as a well rounded’ 
cross-section of the average American family from point of income, 
home ownership, marital status, occupation, size of family, and 


size of home. 





brought forth some _ challenging 
reasons: 

Percent 
Family too small to need a dishwasher. 37.7 
Don’t mind washing dishes........... 23.7 
Sip NE OE IIR. sic ev axedcins cciv'es 20.2 


Don’t think dishwasher would save time. 13.2 
WP EE avevaiccnaeensteurkences 11.7 
Dishwashers won't wash pots and pans. 9.9 
Don’t think dishwashers get dishes clean 3.5 
Hard on fine china and glass........ 
Hot water not readily available....... 2.1 

Twenty-five percent, or 514 re- 
spondents, said they are considering 
remodeling their kitchens. Conven- 
ience in  meal-getting and _ other 
kitchen activities was the most popu- 
lar reason given; improved appear- 
ance; to gain storage space; to make 
room for new equipment; to add din- 
ing space; to combine kitchen with 
utility or laundry room were other 
reasons. 

Plans to replace old sinks with a 
combination dishwasher-sink were 
reported by 3.4 percent; and 9.1 per- 


In answer to the question “Why 
would you buy a dishwasher ?” Labor 
saving was named first by 22.3 per- 
cent; time saving came next by 19 per- 
cent; sanitary way of washing dishes 
by 15.5 percent; keeps hands out of 
water, 7.4 percent; and also dries 
dishes by 6.9 ‘percent. 


Automatic vs. Hand Dishwashing 


Among the satisfied dishwasher 
owners one woman writes; “Some of 
my neighbors say, ‘Since you still have 
to rinse dishes and put them in and 
take them out again, you might as 
well wash them, too.’ I answered, ‘Not 
on your life!’ The dishwasher is won- 
derful. It not only saves time, it is 
sanitary and everything feels so 
lovely and clean and sparkling out of 
a dishwasher.” 

This satisfactorily answers an objec- 
tion frequently voiced by non-owners. 
Actually, the time-saving effected by 
an automatic dishwasher is one of the 
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biggest arguments in favor of the ap- 
pliance. In the hand dishwashing 
study, for instance, it was found that 
from one to two or more hours a day 
was spent in actual dishwashing. This 
in addition to an estimated 30 minutes 
or more spent getting ready for wash- 
ing-up after dinner alone. So, actual 
washing time of one to two hours each 
day is saved. 

The mechanical dishwasher study 
also shows that with an automatic dish- 
washer there is a tendency to cut down 
from the usual three-times-a day 
routine to twice a day by 42 percent 
of the users; and to once-a-day by 
31.8 percent. 

And with good management of a 
dishwasher, even more time can be 
saved. Not a single dish, pot or pan 
should be washed by hand. Glasses 
and snack dishes that accumulate 
throughout the day or evening, can 
be stacked away out of sight in the 
dishwasher until it is filled. When 
entertaining a crowd, several loads of 
dishes can be washed without notice- 
able absence of the hostess. 


The Minutes Add Up 


“IT have two baskets,” writes one 
user. “When entertaining, one basket 
is being loaded while another load is 
washing. Dishes from the main course 
are run through while I am serving 
dessert and coffee. But such occasions 
do not supply my real time saving. 
The five or ten minutes on breakfast, 
lunch and clean-up after cooking— 
these are the minutes that count over 
the weeks and months.” 

Another satisfied user writes: “New 
Year’s Eve we had a buffet for 20 
persons, and between courses my two 
girls scraped and placed dishes in the 
machine so that when dinner was 
over all that remained were a few 
dessert dishes which were whisked 
into the machine and washed while 
guests visited. The noontime lift the 
machine gives is possibly the best, 
however. Tired from a busy morning, 
I can set the dishes going and go off 
to gardening or shopping—I always 
did resent having to stand at the sink 
for 45 minutes or more at just that 
time. This time-, hand- and_back- 
saving dishwasher is most welcome in 
our house!” 


Less Handling 


There is far less handling of dishes 
with an automatic dishwasher, regard- 
less of what women say. Many satis- 
fied owners say they leave the washed 
dinner dishes in the machine until the 
next morning—take out what’s needed 
for breakfast and put the rest away 
later. 

Users of long standing say the fin- 
est china and stemware can also be 
washed in a good dishwasher with less 
risk of breaking than the old hand 
washing operation. “I do not hesitate 
to put in my dishwasher rock crystal, 
stemware and fine china,” writes an- 
other respondent. “I believe the risk 
of breakage is less than with old 
methods.” Another says: “I rinse very 
thin goblets and iced tea glasses with 
warm water before putting in the 
dishwasher, as extremely hot water 
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62.7% have automatic water heaters 


may crack a thin cold glass—one that 
has had ice in it. The finest china 
comes out beautifully clean and shin- 
ing; satin finish silver does not spot 
as readily as highly polished flatware 
—the latter requires polishing with a 
tea towel.” 

Time and labor saving were pointed 
out as the dishwasher’s greatest as- 
sets; 88.1 percent said the mechanical 
dishwashers were less troublesome; 
and 85.1 percent said it was less time 
consuming. More than half (51 per- 
cent) said it saved from a half hour 
to an hour a day; and more than a 
third (39 percent) said it saved more 
than an hour a day. 

In spite of the general enthusiasm 
expressed by the majority of dish- 
washer owners there was evidence that 
not all the users know how to get the 
maximum in time and labor saving 
from their dishwashers. 


Hot Water and Detergents Important 


The main cause of dissatisfaction 
expressed by owners not completely 
sold on their machines was the fact 
that their dishwasher tends to spot, 
Stain, rust, tarnish, film glasses and 
silverware. This indicates a need for 
a more thorough job of consumer edu- 
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When Purchased 


Location in Kitchen 


No. Times Used a Day 


Twice-a-day 


Dry dishes in dishwasher 
China 


Semen (Less troublesome 


Wash pots, pans, baking dishes in dishwasher 


Use automatic water heater 


Number in family (4) 


More than four 


Since end of war (1945).... 


ee | 


ff 


7 


er 


Once-a-day .............. 


ed 
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Completely satisfied with dishwasher 


SCHSCHEK OSE HO COHH ECS EHS 


) Less time consuming 
Use a detergent and find it satisfactory 


Rinse dishes before putting in dishwasher 


Soak pots, pans, etc., before putting in 


Consider dishwasher a time saver 


eeoeeees eee e ere ee erseeseee 


Time saved a day—30 min. to 1 hr 
more than 1 hr 


Use water from 140 to 189 degs. F 
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DISHWASHER-USERS REPORT 


Percent 


98.3 


39.0 
43.8 


31.8 
42.3 


eeoeeeceee eee eee see eeeseees 
ee 
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CONSUMER PANEL REPORT ON DISHWASHING HABITS 


Housewife does all dishwashing 
Dishes washed in sink 
Three meals a day served 
Water soft to moderate hard 


Planning to remodel kitchen 


Reasons for buying 
Time saving 
Labor saving 
Sanitary ......... 


cation, for experienced users agree— 
if you have trouble with spotting and 
discoloration of dishes, it isn’t the 
fault of the dishwasher. The water 
used may not be hot enough, or the 
detergent may not be the best to use. 
If dishes take too long to dry the 
water temperature should be checked, 
for only very hot 140 degs. to 180 
degs. evaporates quickly. Water lower 
than that is not hot enough and the 
wrong detergent causes streaking and 
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Use no water softener for dishwashing 
Heat water with automatic water heater 
From 2 to 6 gal. used for dinner dishes 
Spend less than one hour doing dishes 
Spend from one to two hrs. doing dishes 


Interested in purchasing separate 


Cae a6 es 2h o eS: 8 6 Se 0 88.00% 


Ste eee) ke oe Owe 


Percent 


88.4 


spotting. Soap must never be used. 
Just any detergent won’t do. It must 
be a detergent that will work equally 
well in hard and soft water. It must 
dissolve quickly without oversudsing. 
And it must clean grease and film off 
the dishes thoroughly. 

More than 10 different brands of 
soaps and detergents were listed as 
being used by dishwasher owners. 
Manufacturers would do well to study 
the various brands on the market and 









































96.5% says it’s a timesaver 


in their instruction sheets as well as 
in their educational promotions they 
should specify the brands found most 
suitable for use in their machines. 

Hot water, at least 140 degs. F. is 
necessary for satisfactory machine 
dishwashing. This is a fact we have 
been trying to impress upon the con- 
suming public for many years. There 
is still an educational job to be done 
on this important phase of dishwash- 
ing, and some of the answers given to 
the question on hot water in the dish- 
washer-owner survey prove this point. 
For instance, to the question “How 
hot (degs. F.) is the water which 
comes from your hot water supply?” 
14.3 percent said they didn’t know; 15 
percent didn’t bother to answer; and 
4 percent said under 140 degs. F. It’s 
hard to believe that it is merely a 
coincidence that the total of these 
three groups adds up to approximately 
the number of dissatisfied users. 

On the hot water end one respond- 
ent says: “My dishes, glasses and 
silverware come out entirely dry in 
an hour at most and sometimes less, 
depending on how hot the water is.” 

Another writes: “My washer has an 
installed automatic hot water heater, 

(Continued on page 178) 
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INQUIRIES about a range or sink bring partner Dwight Robinson on the 
run with his complete kit for planning complete kitchens. 


— 


GETTING TO KNOW the family, its habits and desires helps Robinson 
? develop plans that will satisfy prospects as well as be ideals of efficiency. 





SALE COMPLETED, action is immediate. Robinsons pride themselves on 
4 doing jobs quickly with minimum of fuss and all materials on hand. 


CATCHING ORDERS FOR KITCHENS 


By TOM F. BLACKBURN 


FARMER who had moved on- 
A to an REA electrified farm 
near Athens, Ohio, said, “I’m 


tired of cutting wood 
something we can 
cally ?” 

That remark, made to Dwight Rob- 
inson of Robinson Brothers Appli- 
ance Co., Athens, Ohio (pop. 7,696) 
was basically what led this small town 
firm to engage in the selling and in- 
stalling of complete kitchens, a busi- 
ness which has run into big city vol- 
ume. 

For Dwight and his brother Donald 
E., recently out of the army, had de- 
cided they did not want to go back 
into the tire vulcanizing business. Ap- 
pliances looked good to them. So 
Dwight hopped into his car and, 
armed with a lot of literature and a 
little merchandise, started calling on 
the farmers REA 
power run into their homes. 


can’t we get 
cook on electri- 


who were getting 
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He had these ideas about small 
town dealer advantages: 
1. Robinson Brothers can deliver 


stuff at the exact time when wanted. 
(One housewife bought a complete 
kitchen on condition that it was done 
in time for an anniversary.) 

2. Employees are willing to work 
day and night to get the job done 
quickly. The whole bunch sheds coats 
when a kitchen is going in because 
the firm realizes that no one wants a 
house torn up, especially a kitchen, any 
longer than necessary. 

3. The cabinets, sink, and every- 
thing to be installed are picked up in 
advance so that there will be no wait- 
ing or haul backs when the job is 
going on. 

If you analyze this you will notice 
that these are angles not possible with 
the big time competition. The Robin- 
son boys cashed in on their position. 

When the farmer’s range went in, 
muscle man Ray W. Robinson, who 
is in charge of installirg, talked so 


convincingly about cabinets that it 
wasn’t long until the farmer walked 
in again and said, “I’ve a notion to 
shoot you guys. You have got my 
wife hipped on the idea of getting a 
mess of cabinets in the kitchen.” 


No Doorbells 


You can’t ring doorbells to sell com- 
plete kitchens. Not enough people 
have that kind of money. So the store 
employs these means of getting kitchen 
leads: 

1. Passing out 
women gather. 

2. Classified advertising. 

3. Direct mail. 

4. Using users. 

Literature spread out in a beauty 
parlor attracted one of the first nibbles. 
The housewife read the folder as she 
was waiting to be made beautiful. The 
Robinsons popped out, fixed her up, 
and used her as a user. 

Another way of getting leads is 
through cooking schools. The firm 


literature where 
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has a complete kitchen in its store and 
is able to roll out counters and seat 
75 women. A home economist from the 
power company presides. Incidentally, 
every item in the kitchen is in operat- 
ing condition, hooked up with elec- 
tricity and water. 

Whenever the phone rings and some- 
one asks about a sink or a cabinet, a 
Robinson representative puts on his 
hat and is out to the home in a flash. 
In goes Dwight carrying his Plan-O- 
Kit for laying out a kitchen. He tells 
the lady of the house he is interested 
in learning what she is planning to do. 
In a couple of shakes of a lamb’s tail, 
they are seated in the kitchen and she 
is reeling it off about her plans. 

“That’s mighty nice,” agrees 
Dwight. “However, there are a lot of 
new ideas being passed around about 
kitchen planning and I thought you 
might like to know how some of the 
experts would lay out your place.” 

The lady of the house nods and 
Dwight is off with a pencil to measure 
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FIRST IMPORTANT MOVE in actual planning is to make plans th~* ll 
please the housewife. Husband’s approval will be sought late 





FINISHING TOUCHES on shiny new kitchen are applied by Roy Robinson, 
service expert of firm, while owner’s relatives watch. 


Tireless legwork, quick installations, customer 
satisfaction, and more leg work is the Robinson 
Brothers formula for kitchen sales in Athens, O. 


up the place, explaining about cook- 
ing centers and how the refrigerator is 
usually closest to the door where pro- 
visions come in, and the range close to 
the dining room where hot food leaves 
for the table. 

He always makes it a point to call 
back for something when the husband 
is there. The plan is drawn out on 
the form and it is simple to flop it 
over and make it a signed order. 

Incidentally, to the husband, 
Dwight always launches into his dish- 
washer story. There are a lot of men 
in Athens who do the dishes and 
whenever you can catch one you will 
find he is interested in dishwashers 
much more than women, Dwight says. 

The Robinson close is always built 
around the details, the business of 
finding out what people want and how 
much they can pay. The average sale 
Tuns between $600 and $800 in Athens. 
The clinching argument is always built 
around the fact that the firm will go 
to Columbus and pick up the stuff 
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and not come near the house until they 
have everything ready. There is no 
waiting, no leaving the house torn up, 
and they can deliver the job when it 
is desired. These are all independent 
dealer advantages, and it doesn’t hurt 
to wind up by saying that all the boys 
will be over there working with their 
coats off. 


Installation Is Chief Interest 


Curiously enough, Athens, Ohio, al- 
though a university town, has not 
brought many kitchen sales from the 
professional ranks. It is the rural 
classes with their war money and the 
working classes in town that have 
formed the bulk of the business. Rob- 
inson Brothers have made sales as far 
as 50 miles away from Athens, from 
under the very noses of other houses. 

Sales of 36 kitchens (American 
Central) were made last year, which 
was about the first time the firm was 
able to get all the equipment it could 
sell. End 
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checkup. He’s already thinking of next lead, next prospect, next sale. 


6 BACK TO THE STORE goes salesman Dwight Robinson following final 





“a” 


KITCHEN LITERATURE left in such establishments as beauty shops, where 
women have time to read, gets prospects for Robinson Brothers. 
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The similarity of the experience of the utility and This appliance has the most even trend in the electric The electric range chart curves are distorted by the 
dealers is so close that one cannot deny that refrigera- field. The washer has good sales possibilities in any amount of inducements used to obtain public accept- 
tors do have a seasonal trend. Between March and month with the possible exception of January and Febru- ance. The 15-year trend indicates that the electric 
August, the utility sold 76 percent of its annual total ary. The utility, in order to fill in part of the dull sea- range has an appeal for summer coolness. The two 
and, in the same period, the dealers 74.2 percent. Actu- son for field salesmen, noticed there was a spring bulge three-year curves are distorted by the ending of wir- 
ally, four months accounted for 63.6 percent of the in the washer trend, and tying in promotional activities ing allowances. Dealers hustled to close out in 
total sales. Experiments prove that the trend can be of this and the ironer as a laundry campaign, has con- December. If the 1938-40 dealer curve was adjusted 
flattened and the public persuaded to buy earlier. sistently been able to make above average sales. for a normal December, the trend would be comparable. 

. + ial rt 
f . e e > e 
Don’t worry about inventory if the selling season is ahead, advises 
Ray Warren of the Public Service Co. of Northern Illinois 
RAY WARREN, Public Service Co. of 
Northern Illinois—for 37 years he has 
watched the appliance procession. 

Based on a seasonal trend figured from the monthly Between 1929 and 1935, electric clocks were just be- Here in the portable fan one finds an appliance 
sales made by dealers during 1938 to 1940, one cannot ginning to be accepted by the utility and the public, which everyone expects to have a seasonal trend. Well, 
help be surprised at the even trend shown from January and the March peak was the result of spring advertising it does, and how! 
through August, a variation of only 1.5 percent. June campaigns. In later years, they were pretty well left During the 15-year period, the utility made 94.5 per- 
bride gifts show the only upturn from January to July. alone to seek their own level and, as might be expected, cent of its total sales during June, July and August, and 
October, November and December accounted for 42.5 Christmas sales predominate. In the middle of 1949, for 1938-40 it hit 92.4 percent. Dealers during June, July 
percent of the three-year sales, with Christmas buying some manufacturers began sales promotions which even- and August also sold 86.6 percent of the three-year 
bringing December up to 22.4 percent of the total. tually may tend to level off the peaks. total. 
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Five months out of the twelve are above average for 
both utility and dealer sales. The dealer trend does not 
fluctuate as much as the utility's, and does not drop 
below 7 percent, nor go above 12.8 percent in Decem- 
ber. The utility has emphasized the spring and fall 
housecleaning peak and the Christmas gift peak. In the 
past, much of this product has been sold through crew 


operations—not local. 


PANIC swept over many deal- 
Ae last winter when they found 

they had refrigerators on their 
floors and they were not moving. It 
was a new experience for them. Armed 
with some old figures from ELectri- 
CAL MERCHANDISING, Lee Shafer, Kan- 
sas City distributor, went about re- 
assuring them. 

“Kid,” he would say, “In ordinary 
times you only sell 24 percent of your 
year’s volume in refrigerators in Jan- 
uary. Hold them for the peak that’s 
ahead. Don’t start dumping !” 

The gentleman who added something 
new to the formula of merchandising 


The variation is so small between the two curves that 
one must conclude that here is a traffic item which will 
ordinarily reach one-quarter of its year's business in 
December, and the balance will be spread almost evenly 
It would appear that any 
extra efforts spent during the year should be tied in 
with spring and fall house-cleaning when the curve 


over the other 11 months. 


might be changed to some extent. 
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— Utility lo- year trend 
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by amassing these statistics is Ray 
Warren, for 37 years with Public 
Service Co. of Northern Illinois. Few 
have had the privilege of watching 
business for so long from one van- 
tage point, and Ray, seeing the recur- 
ring tides, began to keep figures. About 
14 years ago ELECTRICAL MERCHAN- 
DISING published his findings. 

Public Service Co. of Northern IIli- 
nois, serving 345 communities with 
electricity, 124 with gas, and a non- 
duplicated total of 348 communities, 
and covering territory from farmlands 
to manufacturing districts, gave him 
a typical area to watch. There were 


: f+ Sa 


IRONER AND IRON 


--—-— Dealer sales 
**- Flatiron sales 


The effect of the utility’s laundry campaign is shown 
in the spring peak of the company’s 15 year sales, and 
also in its 1938 to 1940 records. The dealer sales closely 
follow the utility's trend, and the upturn for December 
represents Christmas giving. With on undoubted 100 
percent saturation of the electric hand iron, one would 
expect a close parallel of ironer sales and fiatiron sales. 
Flatirons sell best in summer and at Christmas. 


Here again it is shown that trends can be affected by 
promotion. Solid lines show that promotion can create 
a definite bulge in winter, but when left to itself it evens 
out except as a gift item for Christmas. A promotion 
necessary to create the upturn does not pay off in sales 
dollars for the average dealer. However, in normal times, 
the utility carries on table appliance demonstrations in 
dealers’ stores which result in an upturn here and there. 
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more than 800 dealers in this market, 
and their experiences were added to 
the files. 

From it all, Ray Warren arrived at 
certain conclusions : 

1. Each appliance has a peak. These 
peaks are reached annually. Sales pro- 
motion or advertising cannot change 
them. 

2. Sometimes the season’s top in 
sales can be reached in advance of the 
peak through promotion, but 
after it has been passed. 

3. Inventory is not a problem, as 
long as the peak is ahead of the dealer. 

4+. In a replacement market the pat- 


never 


/ 
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The electric water heater entered the field as a factor 
later than the gas water heater, and the breaking down 
of sales resistance has been made by special offers. 
Even so, the trend is similar to the gas water heater ex- 
cept for the three-year period when both utility and 
dealer sales were above normal. The December jump in 
dealer sales represents the closing out of special instal- 
lation allowance to get under the wire in 1939 and 1940. 


ELECTRIC WATER HEATERS 


Average 


/ 

~ Utility [5-year average 
—-— Utility 1938-40 
—-=- Dealers 1938-40 
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tern still follows the same bent. This 
forecasts what will happen when trade- 
ins become a large factor. 

In his records, Mr. Warren pur- 
posely omits the war years and the 
postwar boom era, as this is typical 
of nothing. The charts presented with 
this article cover normal periods, such 
as we may be now entering. Observa- 
tion of them, Mr. Warren feels, will 
(1) help dealers to schedule buying 
and selling properly, (2) aid salesmen 
in governing activities, (3) assist ad- 
vertisers in planning programs, (4) 
enable distributors to govern inventory 
better. End 


More than one-fifth of all the lamps were sold in 
December, and 40 percent during October, November 
and December. January and February reflect clearance 
sales, yet could be made to be good lamp months. 
Portable lamps look like a good dollar volume getter for 
the fall season and the Christmas holidays with some 
possibility for January, which is one of the worst months 
for the store with a field selling force. 
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Good reconditioning makes the cost of a 90-day guarantee practically nothing. Never sell used 
refrigerators “as is“. Always recondition them to improve their appearance and operating quality. 


Past experience of the Frigidaire Corp. with its guarantee plan shows that 
good display, good advertising and good reconditioning are essential when 


HIS is the year that is going to 
see a flood of refrigerator trade- 
As dealers contemplate the 
market, many of 


ins. 


used them have 
qualms as to what they should do. 


To 


ence 


get the answer and the experi- 
situation we 
must hark back to the year 1941, eight 
and the last 


refrigeration was a problem. 


for meeting the 


years ago, one in which 


used 
Nationally it was felt that 49.8 per- 
cent of all refrigerator sales that year 
which 


were replacement sales, meant 


the volume of used refrigerators com 
ing in was so great that they must be 
handled intelligently to round out the 
dealer's operation. Trade-ins were not 
ar models. 


s, 0% 


confined to any particul 
On moist-wall box« were re 


placements. 


On 8&-ft. boxes, 60° were replace- 
ments. 

On 6-it. boxes, 45% were replace- 
ments 


On stripped 6 it boxes, 41 o, were 
replacements. 

On popular-priced boxes, 39% were 
replacements. 

In fact, with the amount of 
used 
there is no way for a dealer to make 


money 


allowed on refrigerators, 


being 


money from refrigerators, unless he 


considers the disposal of trade-ins. 
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‘condition as 


“In all too many instances, second- 
hand merchandise is disposed of from 
some dark little hole and in dirty con- 
dition,” H. M. Kelley of Frigidaire, 
an authority on the subject, told ELEec- 
rRICAL MERCHANDISING. “It is essen- 
tial that used refrigerators be displayed 
and sold under as brightly lighted a 
merchandise. It is 
that they be checked over 
carefully and put in a good operating 
condition. Third, they must carry a 


new 


essential 


cuarantee.”’ 
The _ best that 
used refrigerators back in 


handled 
1941 did 
not resemble junky, dingy, dark sec- 
ond-hand stores in the slightest. And 
did resort to 
battle of buyer-beware 
tactics to get satisfact ry purchases. 


operations 


customers not have to 


any wits, or 


The T.A.G. plan was being used 
successfully by many dealers eight 
years ago. It was built around: (1) 


Tested, (2) Approved, and (3) Guar- 
anteed merchandise. 

The dealer did the testing and guar- 
anteeing. 
Many 
cost of guaranteeing his old refrigera- 
tors today 


a dealer, contemplating the 


feels that he is reaching 
into the unknown. 

He does not realize that giving the 
buyer of a used refrigerator a 90-day 


guarantee is something that is well 
worth a much greater expense than is 
involved. A guarantee adds materially 
to the saleability of used refrigerators, 
and enables the dealer to get higher 
prices for them. Satisfied users of re- 
conditioned refrigerators will do more 
to bring him prospects than anything 
The guarantee shows the cus- 
tomer that you, too, have faith in your 
product, and thus gives him faith in 
you and in any product you sell. 


else. 


Cost of Guarantee 


In 1941 the Refrigeration Equip- 
ment Co., Miamisburg, Ohio, wrote 
that out of the first 24 TAG (tested, 
approved, guaranteed) refrigerators 
sold, only two required service—an 
allowance of 50¢ per box was ample 
for maintaining the guarantee. R. A. 
Scott & Sons, Frankfort, Ky., declared 
that out of 13 TAG boxes sold, 90 days 
or more, only four service calls were 
required. The cost of service was less 
than one-third of a call per box sold. 

T. E. Kuykendall, merchandise 
manager of the West Texas Utility, 
Abilene, in 1941 placed a great deal of 
importance on the load building value 
of TAG used refrigerators. Their 
lower selling price enabled him to 
build important load among his mini- 
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Good advertising is 
should include prices, should empha- 
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important. It 


Selling 


mum bills, or low user customers. In 
the West Texas area it was estimated 
that refrigerator saturation was 50 
percent. Sales records for 1940 showed 
replacements running in excess of 29 
percent of all refrigerators sold. Rec- 
ords were available in 1,400 replace- 
ment transactions which indicate an 
average reconditioning cost of $11, an 
average selling price of these used 
refrigerators of $48. 

In 1941, George W. Dutton of Per- 
kins Bros. Co., Greensville, Texas, 
said that to date their average cost of 
repairing and reconditioning a refrig- 
erator was around $10. During Febru- 
ary and March they sold 77 used 
refrigerators, at an average price of 
$61.20 each. The Perkins Co. summed 
up the situation this way: 

1. Because of improved appearance, 
they got higher prices for the boxes 
when sold, 

2. Because of dependable service 
setup, customers are confident they will 
get good service on used refrigerators 
and are easy to sell. 

3. Salesmen’s confidence in used re- 
frigerators has caused them to take an 
unusual interest in pushing the sale of 
used boxes. 

4. The reconditioning plan created 
a demand for used refrigerators in 


1949—ELECTRICAL MERCHANDISING 






















2 2 @4 












>] 


In 
1ated 
s 50 
ywed 
»f 29 
Rec- 
lace- 
e an 
1, an 
used 


Per- 
exas, 
st of 
ofrig- 
ebru- 

used 
ce of 
nmed 


rance, 
boxes 


ervice 
y will 
rators 
ed re- 
ike an 


sale of 


reated 
yrs in 


SING 





ee 





size that merchandise is used, has 
been reconditioned and guaranteed. 


February and March, whereas before 
they had never been able to sell them 
until later in the season. 

5. They found that used refrigerator 
ads convinced customers that they 
were allowing them a fair price for 
their old refrigerator when taken in 
trade. 

6. Public confidence in their com- 
plete servicing reconditioning setup 
has helped them to sell many new re- 
frigerators. 


Used Advertising Different 


The advertising of used refrigera- 
tors is somewhat different than that 
offering new models. There are some 
very definite “do’s” and “don’ts” which 
are important in the effectiveness of 
the advertisements. Any copy placed 
should be checked against these points. 

1. Every used refrigerator adver- 
tisement should feature a TAG seal to 
identify the dealer as a seller of quality 
reirigerators. 

2. The brand of new refrigerators 
your store carries should also be fea- 
tured in the illustration and prices of 
your used box, regardless of the other 
refrigerators advertised. 

3. The brand of new refrigerators 
the firm sells should be the highest 
priced used refrigerator in the adver- 
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GOOD DISPLAY 



























































Good display is essential to proper merchandising of used refrigerators. They must not be crowded 
into some dingy hole in the wall, but be spotlighted and featured in a clean, attractive looking store. 


Used Refrigerators 


tisement, regardless of other makes 
advertised. 

4. Never advertise used refrigera- 
tors “as is.” Always sell them on the 
TAG plan and make the word “guar- 
anteed” prominent in display type. 

5. Don’t be afraid to have the head- 
line of the advertisement say exactly 
what the refrigerators are: “Used re- 
frigerators.” 

6. Always have the model that you 
advertise the day you advertise and 
have it for sale: Build customer con- 
fidence with legitimate advertising as 
well as profits. 

7. Don’t price or sell your used re- 
frigerators too cheap. 

8. In addition to display advertising, 
classified ads will pull out prospects. 

“Can you make any money on used 
refrigerator sales?” asks today’s dealer. 
Well, back in 1941, Finch Pruyn Co. 
of Glens Falls, N. Y., wrote that with 
replacement sales running about 40 
percent of their total business, the use 
of the TAG plan enabled them to 
realize a 15 percent profit on their 
used refrigerator operation. Their 
average stock of 12 TAG refrigerators 
showed a good turnover. Prospects 
came in as a result of the weekly dis- 
play ads and daily classified ads on 
TAG refrigerators. 


1949 


“Our average cost of reconditioning 
used refrigerators is $12,” said sales 
manager G. H. Brewer, “and we real- 
ize a 15 percent profit. Every used 
refrigerator sold carries a 90-day guar- 
antee with a cost of not more than $1 
to the company to maintain it.” Brew- 
er’s salesmen got the same rate of 
remuneration in 1941 for a used re- 
frigerator as for a new one. 


Sales Built Around a Guarantee 


It cannot be overstressed that the 
force that makes the TAG plan suc- 
cessful is that it is built around a 90- 
day guarantee. It has been found that 
used automobiles carry only a 90-day 
guarantee and they are used only a few 
hours a day. A refrigerator is used 24 
hours a day. 

The thinking behind the guarantee 
principle is as follows: 

1. The public, through used car pur- 
chases, is satisfied with 90-day guar- 
antees and expects no more. 

2. The public is reluctant to buy 
anything without some guarantee. 

3. The sales advantage is in the fact 
that used merchandise is guaranteed, 
rather than “how long” it is guaran- 
teed. 

4. Standard practice of guarantee- 
ing for 90 days will bring about public 





acceptance of that practice and longer 
guarantees will not be expected. 

5. lf the 90-day guarantee practice 
is broken down by extending the guar- 
antee for longer periods, competition 
will until a longer period of 
guarantee will become standard and 
the cost of handling will consequently 
increase, 

6. Experience shows that a properly 
conditioned used refrigerator will op- 
erate for 90 days with practically no 
service necessary, making the cost of 
the guarantee practically nothing. Ob- 
viously six, nine or 12 months or even 
longer guarantees will call for increas- 
ingly greater service expense and cor- 
respondingly decreasing profit realiza- 
tion. 


follow 


Bigger Dollar Volume Possible 


It is felt by those who have had long 
experience in the business that the 
permanent dealer should 
enter the replacement market. A trade- 
in properly handled will increase the 
dealer’s total dollar volume of sales. 
For example, it was thought in 1941 
that on a sale of a $150 unit (where a 
trade-in allowance for used refrigera- 
tor of $20 was given) the sales value 
of the conditioned trade-in itself could 

(Continued on page 200) 
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+ + Cumulative Cost Analyser 
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LL electrical dealers will agree 
that they must keep down costs 
in this buyers’ market, but com- 

paratively few realize that to do this 
eifectively one must vse cost control 
systematically. To achieve this ob- 
jective it is necessary to use forms 
auxiliary to the financial records in the 
journal and ledger. These records 
show how much you sold and how 
much’ it costs you to operate, but the 
over-all figures which they contain are 
not precise enough to keep costs at 
minimum and profits at maximum. 
The auxiliary records needed to do 
an effective job of cost control are: 
1. Budget. This is a forecast of sales, 
cost of goods sold, overhead expense 
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10 WAYS to CONTROL 


Auxiliary records 


such as job costing forms, collection cards, daily 


business analyzers, and others, are important aids to the dealer who 
wants to know from day to day just how his business stands 


and net profit, the estimated figures 
set up for a forthcoming period from 
three months to one year. The ex- 
perience figures in your books pro- 
vide the basis for budgetary calcula- 
tions. The sales figure is an estimate, 
based upon a survey of sales potential- 
ities in the territory and the ability of 
your organization to make the quota 
set. The quota should be a mark to 
shoot at, but not set so high that it 
discourages selling effort. 

Effective cost control is based upon 
a budget because a budget is a plan and 
a dealer who doesn’t plan in a buyers’ 
market won’t earn maximum profits. 
Budgetary figures should be com- 
pared with actual operating figures 


monthly. Any substantial variance 
should be checked. The form shown 
covers estimated and actual operating 
figures for a year. 

2. Proft and loss statement. This isa 
tabulation of operating costs and profit. 
It should be prepared monthly. In the 
sellers’ market, the dealer’s big job 
was to find goods to sell. If he could 
get the goods, he could sell at a profit, 
and so, most dealers felt satisfied with 
a statement once a year. Today, he 
must keep his eyes close to his figures 
if he wants to earn a profit; that means 
a monthly analysis of the profit and 
loss statement. Watch each item on 
this statement and if it deviates from 
the norm for your business, check back 
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at once. If you prepare a statement 
only once annually, you cannot control 
your costs because the year has gone 
by and it is too late to do anything if 
costs are too high and profits too low. 
The monthly statement enables a 
dealer to spot loss-leaks almost as soon 
as they materialize and he can take 
steps to nip them in the bud. 

The statement shown here (Form 
#2) lists ratios. Profit and loss state- 
ment analysis is as much a matter of 
ratio analysis as it is an appraisal of 
dollar figures. If ratios are kept in 
line the profit will be satisfactory. If 
dollar volume increases, dollar costs 
may increase, and so, operating ratios 
should be considered. Regardless of 
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ment =} an increase in dollar costs to meet an from tracing profit or loss to source, an easy way to keep a check on the check back on job losses. Form #4 
ntrol increase in dollar volume, operating which is essential to effective cost yearly trend while the profit and loss enables you to record the profit or loss 
gone ratios should not deviate much from the control. statement spots the monthly variances. on each repair job. In the aggregate 
ng il customary percentages for your busi- 3. Cumulative cost analyser. Ana- 4. Job costing form. The financial! they provide experience figures that 
low. | ness. Compare this statement with lyzing instruments in the repair de- accounts show income and outgo, they serve as guides to future estimating. 
sa budgetary figures monthly. partment save time because the repair- _ record sales, trade-in allowances, pur- Accurate estimating is essential to cost 
soon The dealer who lumps sales and costs rian can detect mechanical defects chases, overhead expense, net profit, control. If you do not estimate ac- 
take } for his business as a unit cannot effect quickly. This form provides a similar _ assets, liabilities and net worth, a his- curately, you won't make a profit no 
z | maximum cost control. He should de- service in business operation. It gives torical record of your business in dol- matter how effectively you control 
‘orm partmentalize for sales of goods and a month-to-month picture showing lars and cents, but they are not set up costs. 

tate- } sales of repairs. Some dealers break the trend of costs in ratio to sales. to provide adequate cost control on 5. Jnventory sheet. The inventory 
fr ol} down their re-sale volume to large When the ratios get out of line the service and repairs. To keep a tight figure is an important factor in de- 
al ol : appliances, table appliances, radios and dealer can take immediate steps to rein oncosts in your repair department termining profit or loss, hence, it is 
a television, etc., depending upon the adjust them. The profit and loss state- you must keep records for each job essential to cost control. If the in- 
,. It f business, so that they know how much i ment provides figures for comparison _ so that you know its cost in materials, ventory figure is inaccurate, the profit 
costs they earn from each department. month to month. Form #3 provides labor and overhead expense. If you will be distorted and mislead you as 
‘atios Lumping the sales obscures losses on _ a quick check on the cumulative figures keep these costs only in total as shown to real costs. You can’t plan for effec- 
ss of } “weak sisters” and prevents the dealer covering the prior 12 months. It is on your financial accounts, you cannot (Continued on page 96) 
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Cutting Unnecessary Costs 


By CLOTILDE G. TAYLOR 


HEN Bruce Hannah of the 
\ \ Grabe Electric Co. of Tucson, 

\riz., made his usual end-of- 
the-year check-up of his business in 
January of 1949, he was fairly well 
satisfied with results. December busi- 
ness had been $111,668 as compared 
with $106,479 for the same period in 
1947. Sales for the entire year were 
$60,000 above those of the year pre- 
vious. And yet, with all this, net prof- 
its for the year fell about $10,000 be- 
low those of 1947. With this warning 
bell ringing in his ears and with the 
knowledge that the year ahead was 
likely to be one of rising sales costs, 
he decided to check over the entire 
business to see just what should be 
done to make sure that 1949 would 
continue to bring in profits. 


Tracing That Disappearing Profit 


He sat down to do a little figuring 
and learned that the year 1948 had 
shown more discount and _ trade-in 
sales, amounting to approximately 
$75,000, which would account for about 
$10,000 decrease in what profits might 
otherwise have been. Necessity of dis- 
counting rather than holding contracts 
and more bank borrowings had cost 
the firm about $3,000. Service costs 
were definitely up. Present cost of do- 
ing business is about 24 percent, of 
which 10.3 percent can be reckoned as 
selling expense—commissions, delivery 
and advertising. These are 
which tend to increase rather than 
drop in a competitive market. As 
margins today average not more than 
28 percent, it is obvious that a pretty 
tight rein must be kept on expendi- 
tures, if any profit is to be made at all. 


items 


No Cut in Selling 


This does not mean that the sales 
force should be cut. Grabe Electric has 
always kept records which show clearly 
each month just what sort of a job 
each individual salesman is doing, for 
himself and for the business. Non-pro- 
ducers had been dropped as soon as it 
became apparent they were not effec- 
tive that the year was 
started with good material, capable of 
making the most of their opportunities. 
It was Mr. Hannah’s concern to help 
open up those opportunities. 


salesmen so 


Ways to Sell—Bring Them In 


From past records in prewar days 
he had learned that the largest number 
of sales in normal times originated in 
the store. This was partly due to an 
excellent location on the best shopping 
block in the main business district and 
partly to a long established record of 
good service and generous treatment. 
Underlying this is Mr. Hannah’s con- 
viction that a prompt follow-up of 
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Reducing book inventory of appliance parts and 


store fixtures, reallocating servicemen’s jobs and 


keeping track of turnover are three of the ways in 


which Bruce Hannah of Grabe Electric, Tucson, Ari- 


zona, is insuring a favorable profit-volume relation- 
ship for his business in 1949 


store inquiries will produce volume 
returns for any merchant. During the 
past few years promotional activities 
designed to increase store traffic have 
not been necessary. But with the return 
of a condition of abundant merchan- 
dise, store traffic naturally tends to 
taper off. It is time once more, Mr. 
Hannah feels, to bring the store to the 
attention of Tucson. 


Get Acquainted Survey 


In the past he has devised many ways 
of bringing people into the store where 
the merchandise can be seen. Cooking 
schools with awards of prizes in the 
store, free gifts at Christmas of sur- 
plus merchandise, payments to clubs or 
church women who have sent in 
friends to the store have all proved 
effective. 

This time the primary need was to 
bring the firm to the attention of the 
many newcomers to town and to renew 
friendship with old customers. To do 
this a survey of Tucson has been out- 
lined. Men have been employed to call 
from house to house, doing no selling, 
but simply leaving a card which in- 
vites the householder to come into the 
store for a small gift. Payment is on 


the basis of 25 cents per card for every 
one turned in at the store, plus five 
cents for other cards distributed (with 
a personal contact made), up to a limit 
of three times the number of cards re- 
turned to the store. 

Salesmen and their wives are eligible 
to distribute the cards also. The recipi- 
ent must sign the card with.name and 
address before it is good for the small 
gift, so that duplication is not possible. 
Because of the higher return on used 
cards, the workers check up daily on 
the returned cards and frequently call 
up a second time to remind the house- 
wife that she has not yet taken advan- 
tage of the offer. 


Benefits in the Future 


No attempt is made to sell anything 
to the holder of the card when she calls 
in for her present. The object is to 
establish a friendly relationship and to 
make her acquainted with the firm in 
a friendly way. For this reason distri- 
bution of the gifts is always made at 
the rear of the store, so that the visitor 
is exposed to the entire display of mer- 
chandise. 

It is expected that this survey may 
continue for an indefinite period. Tuc- 
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son has grown tremendously in the 
war and postwar period, which means 
that there are many new families to be 
introduced to the store. By the time 
the entire city has been covered, there 
will be other newcomers and it may 
be that a second covering will follow. 

Another method used to bring people 
into the store is to keep on hand a 
selection of interesting merchandise 
which is in itself an attraction. Toys 
and records are carried because they 
are both traffic builders, as well as for 
their own profitable sales. Both, inci- 
dentally, are displayed at the rear of 
the store—toys on the rear mezzanine. 


Keep Merchandise Moving 


Store arrangement, incidentally, is 
on the principle that appliances should 
be out where they are seen. There is 
no standard plan—except the plan to 
move things around every few weeks 
so that they will present a fresh aspect 
to visitors. This serves to bring new 
(and old) things to the attention of 
customers—and it may be said, to the 
attention of the salesmen as well. Too 
fixed a store arrangement, in Mr. 
Hannah’s opinion, leaves some appli- 
ances always in the background where 
no one really makes any effort to sell 
them. “Move our merchandise,” he tells 
his employees, “if not out of the store, 
at least from one part of it to another.” 

But what good are sales, says Mr. 
Hannah, if there is no profit made on 
them? Margins, of course, should be 
higher, but in the meantime much can 
be done to keep overhead down. During 
the sellers’ market both management 
and employees tended to become lax 
and to allow many small leaks to de- 
velop, which, now that selling costs 
are up, will prove a really serious drain 
on the store. 

Early this year, for instance, he 
found that there were far too many 
unpaid accounts. Grabe Electric uses 
the system of making salesmen respon- 
sible for taking the first step when col- 
lections are slow. Inasmuch as final 
payment of their full commission is de- 
pendent on payment for the merchan- 
dise, they are glad to have the oppor- 
tunity of following it up. The fact that 
the salesman was the one to make the 
arrangement and settle on terms in the 
first place makes it easy for him to ap- 
proach the customer. A general follow- 
up by salesmen early in the year 
brought practically all accounts back 
on a paid-to-date basis. 


Service Department Leaks 


Another drain on the business about 
which it seemed something might be 
done was found in the service depart- 
ment. Mr. Hannah sets rather a high 

(Continued on page 196) 
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into this ‘‘impulse window” where it gets concentrated at- 
tention and invites prospects into the store. 


PUNCH 1 : Any new model small appliance goes PUNCH 2: “Small appliances must be glamorized,’’ says Wildberger, which is why he spent $5,000 on 
this display fixture, a packaged small appliance department. 
shelf samples ready for immediate delivery. 


Lower cupboards hold pre-wrapped duplicates of 


INE-TWQ Sales Punch For Small Appliances 


AKING a success of small ap- 

pliance merchandising requires 

just as much programmed sales 
effort as television, refrigerators or 
any major appliance division, accord- 
ing to C. E. Wildberger, veteran ap- 
pliance retailer at 1340 Kingshighway 
3oulevard in St. Louis, Mo. 

The C. E. Wildberger Co., a 15-year 
old Frigidaire dealership, sells around 
15 percent of its annual $200,000 
volume in small appliances as the re- 
sult of careful promotion and a “one- 
two sales punch.” “We like to sell 
plenty of small appliances for several 
reasons,” the dealer said, “first, be- 
cause they are steadily profitable, and 
second, because many of our refrig- 
erator and laundry equipment custom- 
ers were originally attracted into the 
store by the small appliance depart- 
ment.” 

Unlike many appliance retailers who 
consider traffic appliances as accom- 
modation merchandise and scatter them 
here and there through the store, Mr. 
Wildberger has given them the No. 
1 spot in the store from several stand- 
points. The entire small appliance de- 
partment is a package unit just inside 
the doorway, on the left, where a 25- 
foot, custom-made blonde-wood display 
fixture is devoted exclusively to small 
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C. E. Wildberger of St. Louis catches the customer's 
eye with a small window near the door and the cus- 
tomer himself at a super deluxe small appliance 


display fixture prominently featured in the store 


appliances. Concealed fluorescent lamps 
illuminate the shelving, and there are 
spotlights in the ceiling to highlight 
any particular section. 

Mr. Wildberger spent $5000 for this 
custom fixture, with plenty of reason. 
‘Small applignces must be glamorized 
to sell,” he said, “particularly in our 
own case. We are located next door 
to a chain department store on one 
side, and a huge furniture store on the 
other. Both carry small appliances as 
well as major appliances, and we have 
to make our lines stand out in order 
to keep up sales.” 


Origin of the ““One-Two” 


Presence of the big display unit 
led directly to establishment of Wild- 
berger Co.’s one-two punch merchan- 
dising plan. When the store front was 
recently remodeled, a small projecting 
space was left, forming a four-foot 
short wall to the left of the entrance. 
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This space has proven ideal for a ver- 
tical display window, 18 inches wide 
by six feet high. “Almost everybody 
who passes the store at night stops to 
look over the display,” Mr. Wild- 
berger said, “whether they’re interested 
in small appliances or not. To help 
this along, we installed a time clock 
system whereby the window is kept 
lighted until late at night.” 

The entire display is changed every 
week to show a different group of na- 
tionally advertised appliances. As fast 
as any new model is received, it goes 
into the impulse window, where, with 
thousands of people streaming by daily, 
it is bound to get concentrated atten- 
tion. 

“Our one-two punch selling system 
means merely that when a prospect is 
brought in by a small appliance appear- 
ing in the window, an expert salesman 
greets him, takes him to the section 
of the small appliance department 


which contains the appliance con- 
cerned, and stays on the subject until 
a sale is made,” Mr. Wildberger said. 

Thus, the plan consists of the small 
window creating interest in specific 
appliances, and the big fixture backing 
it up with all brands and price ranges 
per sample in front. As shown, each 
shelf bears a price card for the appli- 
ance shown. “We have found it very 
important to display prices,” Mr. Wild- 
berger said, “inasmuch as many people 
who stop at the window and read them 
remember when the time comes for 
anniversary or holiday gifts. Almost 
daily we make sales to customers who 
saw the small window weeks before.” 


Heavy Inventory 


Inventory is purposely kept heavy. 
There are five lines of mixers, eight 
of irons, three of sun lamps, half a 
dozen toaster brands, and as many 
waffle irons, grilles and coffee makers. 
All must be nationally favored, guar- 
anteed models. The pre-wrapped stock 
in the lower cupboards saves both cus- 
tomer and store a lot of time; it often 
requires less than five minutes to sell 
a customer and send him.on his way. 
All are steered around the store to 
look over major appliance lines, of 

(Continued on page 194) 
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REACHING PROSPECTS at Colfax Radio 


~ 


Ft YS, 


is the function of this mechanized 


direct mail equipment which makes it easy to contact 20,000 people a week. 


Sales 


Some $600 worth of equipment prints letters and addresses mail. 


MAIL and MOVIES 


Colfax Radio & Appliance Co., Denver, elimi- 


From 


nated the need for outside salesmen with inex- 


pensive direct mail which attracts prospects to 


the store—where motion pictures sell them 


lr isn’t necessary for the appliance 
dealer to trust his future success 
entirely to crews of outside spe- 
cialty salesmen according to Frank 
Bednar, sales manager of Colfax Radio 
& Appliance Co., Denver, Colorado. 
Unlike many 
hustling up outside sales crews on the 
theory that more doorbell ringing will 
3ednar has gone 
the other way. His merchandising pro- 
gram is based on two points which will 
supplant the outside sales crew theory. 
“We did a volume upwards of $20,- 
000 a month all through 1948, with no 
outside men whatsoever,” Bednar says. 


dealers who are 


produce more sales, 


“By developing methods which actu- 
ally draw in prospects, we believe that 
we are saving ourselves the disadvan- 
tages of constant turnover of specialty 
salesmen, lost drawing-account ad- 
vances, etc.” 


The two methods which Bednar 
counts upon to maintain the store’s 
volume are first, a “movie theatre” 


in the rear, which will operate con- 
tinuously to educate prospects to ap 
pliance advantages, and 
machine-operated direct-mail depart- 
ment, which can contact as many as 
20,000 potential prospects in a single 
week. Both departments are new, but 
in a few months’ time, have demon- 


second, a 


strated their ability to provide a con- 
tant flood of interested prospects. 

The two customer-attracting fea- 
tures described above were both 
adopted by Bednar shortly after the 
turn of the year. His first step was to 
purchase a multilith machine, and an 
addressograph machine, at an invest- 
ment of $600, which can produce 4,000 
printed pieces per hour. Around this 
handy machine, which prints not only 
direct-mail pieces, but invoice forms, 
statements, credit applications, etc., 


Bednar has built up a “bombardment” 
direct-mail program. ‘“‘We can contact 
as many as 25,000 people in the space 
of a few days,” he said, “with both 
in operation handling the 
printing 


machines 
addressing and operations 


simultaneously.” 





A typical direct-mail promotion was 
run during March, when Colfax blank- 
eted all of East Denver, with 25,000 

















MAKING CUSTOMERS out of prospects, Colfax’ own movie theater puts on 


as many as 40 shows a day in space that would otherwise be wasted. 


“All 


prospects,’’ says Frank Bednar, ‘‘are hustled back here to sit down. From there on, 


we let the films do the selling job.” 


“personalized letters” inviting home- 
owners in the area to visit the store, 
and witness a series of films in the 
movie theatre which would educate the 
housewife to “modern electrical liv- 
ing.” For this promotion, Bednar used 
sheets provided by the manufacturer, 
which contained  attention-building 
copy, and utilized the multilith ma- 
chine to print in the Colfax letter- 
head, plus a personal invitation to “Mr. 
and Mrs. Denver” to attend. Where 
does he get his direct-mail list? The 
telephone book is the most logical spot, 
according to Bednar, because of the 
fact that any entry in the phone book 
means that the telephone subscriber 
is actually ‘on deck” when the mail 
reaches him. 

Bednar writes most of his own 
direct-mail copy, much of which resem- 
bles hand-written letters, and makes 
every attempt to stay away from stere- 
otyped copy. Most of his letters are 
written directly to the housewife, with 
work and time-saving the theme up- 
permost. 

A heavy percentage of the $600 
original cost of the direct-mail ma- 
chines is being amortized through 
printing up needed forms and papers 
for store use. Colfax operates another 
store, some distance away, and all di- 
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rect mail, forms, letterheads, cards, 
etc., used in both stores, are being 
turned out on Bednar’s machine. Sav- 
ings of as much as $25 to $30 a month 
are being accomplished in this way, 
and it will not be long before the 
machine has actually paid for itself. 


Entertain the Prospect 


The next investment was the min- 
iature theatre with which Bednar plans 
to keep his store extremely interesting 
to all visiting prospects. “Our outlook 
for the future is that it is the appli- 
ance dealer’s job to keep his store en- 
tertaining and cheerful for visiting 
prospects,” he said. “Therefore, all of 
our advertising is aimed at sending the 
prospect out of the store literally en- 
tertained and appreciative over her 
visit. The movie theatre has proven 
ideal for this purpose.” 

The theatre consists merely of a 
20x10 ft. space at the rear of the 
store, enclosed behind a portable par- 
tition. From 10 to 20 chairs may be 
accommodated, facing a roll-a-way 
screen. At the rear of the theatre, an 
old desk has been transformed into a 
projection booth equipped with a new 
sound movie projector, and a standby 
unit for use in the event of failure. 

(Continued on page 200) 
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Freight Forwarders 


Can Cut Your Costs © 


Less-than-carload lots of freight are picked up, consoli- 


dated and delivered by these modern shipping agents 


who save time, money and accounting headaches 





By JAMES BOLGER 


F YOU are interested in cutting 
I costs (and try to find a business- 

man who isn’t), you will probably 
try first to keep your inventory at a 
minimum. In your concern with hold- 
ing handling charges down, you won't 
overlook the possibility of economiz- 
ing on transportation. And, in this 
connection, don’t overlook the freight 
forwarder. 

What is a freight forwarder? He’sa 
shipping agent who consolidates and 
(listributes less-than-carload freight. 
He picks up this I.c.l. merchandise from 
shippers’ loading platforms, usually by 
truck, within a radius of 250 miles of 
key points. He consolidates several dif- 
ferent loads and makes up full cars or 
truckloads, then routes and expedites 
them the fastest, cheapest way—by 
railroad, truck, water, or even a com- 
bination of all three. Upon their arrival 
at the destination points, he unloads 
the shipments and trucks them directly 
to the consignee’s door. 


One Bill to Pay 


Since the forwarder issues his own 
hills of lading and assumes full respon- 
sibility from the shipper’s platform to 
the receiver’s door, shippers and re- 
ceivers avoid red tape, and can simplify 
their billing and auditing. The for- 
warder uses many different carriers, 
true—but he provides his through- 
transportation service under one name, 
and under a single undivided respon- 
sibility. Besides large trucking fleets 
in key cities, he has contract arrange- 
ments with local truckers in thousands 
of smaller communities, 

Forwarders pay full-carload rates; 
their customers pay a maximum of es- 
tablished railroad _less-than-carload 
rates—in many cases, even less. This 
difference in rates is what enables the 
forwarder to provide extra services in 
handling and trucking without extra 
charge to the customer. 


Most forwarders consolidate and 


ELECTRICAL MERCHANDISING—SEPTEMBER, 


ship merchandise the same day it is 
picked up. They deliver it to store- 
doors the same day it arrives at the 
“break-bulk” (distribution) point. 
Most long haul jobs handled by for- 
warders are shipped by way of the big 
railroads, which have taken great 
strides, especially since the war, in 
scheduling and speeding up freight. 
For instance, there is more and more 
use of “merchandise trains,” equipped 
with passenger wheels and operating 
on regular schedules. Something like 
200 overnight merchandise trains run 
between key points, such as New York 
to Buffalo, New York to Cleveland. 
Chicago to St. Louis, Los Angeles to 
San Francisco, ete. 


Damage Kept to a Minimum 


The nature of the freight forwarder’s 
service makes it important that goods 
reach consignees undamaged. Both 
railroads and forwarders have designed 
special freight cars for specific classes 
of merchandise, and forwarders have 
gone a few steps farther by developing 
their own techniques for handling. 
Skids and rollers take the place of 
human hands when merchandise must 
be kept clean. To handle major appli- 
ances, freight forwarders’ trucks have 
elevator tail gates. A refrigerator or 
washer is rolled from the truck body 
onto the tail gate, which is lowered to 
street level. Another trick used is effi- 
cient routing and re-routing to reduce 
the number of transfer points, thus 
cutting down possibilities for delay, 
loss, pilferage and damage. 

In spite of extraordinary precau- 
tions, damage claims will arise. Re- 
gardless of where the fault lies, the 
freight forwarder—because his success 
depends to a great extent on repeat 
orders—makes prompt _ settlement, 
even before he has collected from the 
railroad or trucking company. Instead 
of dragging on for six months or a 
year, claims are usually settled in a 
matter of weeks. 

When you use forwarder service, 
you can trace l.c.l. shipments easily. 
Unlike railroads or express agencies, 
the forwarder can inform you at any 
time exactly where merchandise is, be- 
cause he keeps a record of every in- 
dividual shipment. He can expedite, 
or even divert, goods in transit. With 
no obligation to use any one means of 
transportation, he can employ all sur- 
face facilities. 

(Continued on page 198) 
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LOADING the customer’s merchandise onto trucks is the first step in the forward- 
er’s operation. From here it goes to a central railroad depot, where it becomes 
part of a carload lot. It travels by rail to a “break-bulk”’ (distribution) point. 
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UNLOADING at the distribution point is carried out with careful regard for the 
shipper’s instructions. At this stage, trucks take over again, hauling the less-than- 
carload lots to individual receivers, and collecting C.0.D. payments where necessary. 
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For years the biggest sales hurdle facing quality equipment 
for homes has been that on short-term financing the higher 


first cost outweighed the lower maintenance and operating 


costs it made possible. 


lo help quality products jump this hurdle, ARCHITEC- 
TURAL Forum eight years ago sponsored and put across the 


“packaged mortgage,” 


under which home buyers in almost 


every state can now pay for their stoves, washing machines, 
refrigerators and many other appliances (even carpeting) 
over the 25-year period of their mortgage, instead of having 
to pay for them with short-term financing during the first 
costly months of home ownership. 


For the past few years ForuM has sponsored a new type 
of financing which would offer the same kind of encourage- 
ment to the use of quality merchandise on remodeling 
projects that the packaged mortgage had offered on new 
homes. This proposal has come to be known as additional 
advance financing. Under this plan, home owners wishing 
to improve, modernize or remodel their homes can get the 
money to pay for their alterations from the holder of their 
original mortgage and can pay for the alterations, not over 
the three-year maximum provided under the FHA Title I, but 


over the remaining term of their mortgage. 


Herewith a 


report on the progress of this new type of financing. 





The “Open-End Mortgage’ 


A new kind 


) installment credit is the magic 
wand that has opened a mass 
market to many an American mass 
producer, the manifold uses of credit 
are only beginning to be understood 
and exploited by that well-known in- 
dustrial laggard, the housebuilding in- 
dustry. Since credit is a means of 
stretching consumer buying power, it 
is not a subject of much interest to 
producers in periods when consumer 
buying power is high-—as it conspicu- 
ously has been in the decade now draw- 
ing to a close. But this spring, as 
appliance sales dropped 40 percent 
below last year’s level, as housebuilding 
starts dropped 10 percent below last 
year’s record rate, producers in all 
fields looked to see what credit could do 
for their markets. 

In this scrutiny, the housebuilding 
industry was more fortunate than some 
others. For it could discover a new 
credit tool ready-at-hand, put on a 
sound legal footing over the last five 
years but not much used while cash 
buying power was high and inflation 
the biggest economic threat. This is 
a credit tool which can open a new 
market to builders, lenders, material 
producers and dealers. It also prom- 
ises to do more to improve the quality 
of U. S. housing than any other single 
step since the institution of FHA 
mortgage insurance. 

The FHA system opened the oppor- 
tunity of home ownership to millions of 
additional families by making long- 
term credit at a low interest rate widely 
available to house customers. Now 
lenders have a way to make long 
term, low-interest credit widely avail- 
able to owners who need to modernize 
or repair their homes, who want to 

*Reprinted from the June, 1949, 
Architectural Forum 
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of credit can double the home modernization market 


buy new equipment or even carpeting. 
This is the “open-end” mortgage—a 
mortgage agreement which permits 
the lender to advance additional funds 
to the home owner when he needs to 
repair a leaking roof or put in a new 
furnace. Last year lenders loaned 
about $100 million in additional ad- 
vances under such mortgage agree- 
ments. 


$4 Billion Market 


Some 75 percent of U. S. homes are 
over 20 years old and the U. S. an- 
nually replaces less than one percent 
of its total housing supply. Obviously 
the market for home repair and mod- 
ernization is enormous. Lenders who 
have studied long-term modernization 
loans believe that an active program 
to make homeowners aware of the 
possibilities of such cheap credit could 
double or triple the $2 billion spent for 
improvements last year. 

The kind of credit now most widely 
used for home repair and improve- 
ment is the FHA Title I plan. These 
loans are made by banks and savings 
and loan associations under FHA in- 
surance at a five percent discount. 
Since the discount is based on the 
total amount of the loan and not, like 
simple interest, on the declining bal- 
ance, it amounts to an effective inter- 
est rate of about 94 percent. The max- 
imum term permitted is three years 
and 31 days. Thus $1,000 borrowed 
for remodeling would have to be paid 
back at the rate of $31.90 a month. A 
typical homeowner may already be pay- 
ing $57 a month on a $7,100 mortgage. 
Adding an additional payment of 
$31.90 would bring his monthly pay- 
ment to over $88. Since 80 percent of 
all U. S. families, according to the 
Federal Reserve Board, still live on 
incomes of less than $5,000 a year, this 


size monthly expenditure is clearly out 
of the reach of most homeowners. Thus 
needed property repair and .improve- 
ment is neglected or cut down to what 
is absolutely imperative, and the hard- 
pressed owner is obliged to settle for 
the cheapest materials available. 

Contrast these short-term credit 
terms with the repayment plan possible 
if advances are made under the original 
mortgage and if the property is con- 
sidered as a continuing security for 
whatever additional credit the owner 
needs! Suppose homeowner John Doe 
has paid off $2,500 of the $5,000 mort- 
gage on his house. He has been living 
in this house for a good many years 
and he wants to install an oil burner, an 
electric water heater, maybe a new 
roof. So he goes to the local savings 
and loan which holds the mortgage on 
his house and talks over his plans. 

Lender Smith has known borrower 
John Doe ever since he bought his 
house. He knows that John Doe is a 
responsible man in the community and 
an excellent credit risk. He has, there- 
fore, two good reasons for making an 
additional loan to owner Doe: 1) the 
modernization means that the property 
on which he holds a mortgage will be 
increased in value; 2) since Doe now 
owns a large equity, an additional loan 
to him means that the lender can put 
more money to work in the safest possi- 
ble way. 


How Doe Benefits 


So lender Smith offers John Doe a 
$1,000 loan and spreads repayment 
over the remaining term of his origi- 
nal mortgage. If this term amounts to 
ten years, John Doe will be able to pay 
off the $1,000 advance at the rate of 
$10.61 a month—or just one-third the 
monthly payment the same loan would 
have cost him under the Title I plan. 
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Moreover, when Federal Reserve 
Board curbs on installment credit are 
removed, John Doe will be able to use 
this additional advance to buy such 
items as a range, a refrigerator or 
even wall-to-wall carpeting—which 
may not be purchased under Title I 
rules. 

Now John Doe is in a position to 
consider realistically the price of the 
various types of equipment which he 
can select. If he is advised, for ex- 
ample, that one type of oil burner cost- 
ing $100 more than another model will 
reduce his monthly heating costs by 
$10, he will quite naturally choose the 
better product and cheerfully pay the 
higher initial cost. Lender Smith will 
be glad to see him make this decision: 
he knows that the more the monthly 
cost of home maintenance is reduced, 
the easier it will be for John Doe to 
pay off his loan. 


Better Credit Risk 


Savings and loan lenders who have 
been making these additional advances 
consider them an important part of 
their security. The First Federal Sav- 
ings & Loan Association of New 
Haven, Conn., one of the first to offer 
this simple credit plan, says: “Our 
collateral is not safe if the owner is 
dissatisfied with his house. The owner 
who can borrow additional funds to 
keep his property in a good state of re- 
pair makes a much better credit risk.” 

If, then, the additional advance plan 
has obvious advantages for owners, 
borrowers—and can open a whole new 
market of John Does who could not 
otherwise afford modernization—why 
isn’t it more widely used? Why do 
many lenders still propose—and many 
borrowers _ still accept—short-term 
Title I loans? One lenders’ association 

(Continued on page 186) 
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AA AAA AL and FINEST in the HOME FREEZER FIELD! 





THE FRANCHISE 
WORTH ITS WEIGHT IN PROFIT 

Mrs. Housewife wants the convenience of a home freezer. 
Her thrift-minded husband wants the money a home 
freezer saves. It’s the product everyone wants. Man and 
wife both know the name of the world’s first and finest 
home freezer—Deepfreeze home freezer. What a sales 
opportunity for profit-minded appliance dealers! And 
these dealers are backed by an aggressive manufacturer, 
a company that helps them sell! 


WHAT DEEPFREEZE WILL DO RIGHT NOW TO MAKE 
YOU SUCCESSFUL IN THIS BUSINESS! 

® Give you the greatest franchise in home freezers 
DEEPFREEZE. 

® Give you a Special Sales Promotion Package—an un- 
heard of value at an amazing low price. 

® Give you a New Window Display FREE! 

® Give you a New Complete Line Wall Hanger FREE! 

® Assist you immediately in conducting training meetings. 

® Assist you with a Special Promotion that will help you 
sell Deepfreeze home freezers right now. 


The PRODUCT everyone wa 
with the NAME everyone Kr 


EZE 


$ 
TRADE- -MARK REG. U. S. PAT. 


ADVERTISING THAT WORKS AND WINS 
IN YOUR MARKET! 


The Deepfreeze national advertising program includes 19 
magazines covering every possible market. And... there’s 
liberal local cooperative advertising of every kind! This is 
advertising that makes sales! 





THE DEEPFREEZE FRANCHISE 

MAKES DOLLARS AND SENSE! 
Your Deepfreeze distributor will gladly explain the details 
of the Deepfreeze franchise. Ask him about the national 
advertising program and the many practical selling aids 
available to Deepfreeze dealers. You can sell ‘em by the 
carload for a handsome profit! Don’t delay—see your 
distributor today—or write us direct for details about 
America’s Number 1 home freezer franchise. 











DEEPFREEZE DIVISION © MOTOR PRODUCTS CORPORATION © NORTH CHICAGO, ILLINOIS 
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Deluxe Model C-10 

Holds more than 350 
pounds of assorted 
food. Price, delivered 
and installed— $424.50 


Deluxe Model C-6 

Holds more than 210 
pounds of assorted 
food. Price, delivered 
and installed—$249.95 
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Model B-10 

Holds more than 350 
pounds of assorted 
food. Price, delivered 
and installed— $369.50 


Model B-6 

Holds more than 210 
pounds of assorted 
food. Price, delivered 
and installed—$229.95 


Deluxe Model C-18 

Holds more than 612 pounds 
of assorted food. Price, deliv- 
ered and installed—$599.50 
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HOME RADIO DIVISION + WESTINGHOUSE ELECTRIC CORPORATION + SUNBURY, PA. 
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Handling Appliances the Lazarus Way ... 


MERCHANDISE entering Lazarus’ huge, one-story warehouse is immediately 
placed on an assembly line where it is uncrated and inspected. 


Cutting Appliance 
Handling Costs 


F. & R. Lazarus Department Store, 
Columbus, uses new approach in han- 
dling, inspecting, delivering appliances 


T is no secret that the department 
store has the highest operating ex- 
pense in the merchandising field. 
Department store executives freely 
state that it costs them around 30 to 34 
percent of their gross to do business. 
Contrast this with the small appliance 
dealer’s expense of anywhere from 18 
to 26 percent, and it is plain that the 
downtown store is handicapped. Even 
Professor McNair of Harvard Univer- 
sity, in his bulletin 128, reporting on 
the functional division of expenses in 
stores whose sales ran $50,000 and 
over, gave this kind of breakdown: 


Administration and general expense.. 6.5% 
Occupancy, operating, heat and light, 

rok hikes i dd ome nahen esa 5 
Publicity, advertising, display, etc.... 3 
Buying and merchandising 3 
Selling and delivery............... 11 


Total Expense 30.1% 


News that the 97-year-old F. & R. 
Lazarus department store of Columbus, 
Ohio (Federated chain) is applying an 


axe to this high cost in a new way 
by means of a bulk storage warehouse 
—has national significance. 

Too often in reducing expenses man- 
agement cuts down on the fuel that 
makes sales go—sales commissions and 
advertising. But not F. & R. Lazarus. 


Hitting Handling Costs 


Special targets of the Lazarus at- 
tack are handling and delivery costs. 


Of particular interest to the appliance 


trade is this project, since Lazarus is 
believed to do one-fifth of the appliance 
business in Columbus and Franklin 
Counties, estimated from sales tax fig- 
ures as around $9,478,642 annually. 

What precipitated the plan was the 
realization that during the war, as ex- 
pense rose, volume rose, too, but that 
today, with volume leveling off and ex- 
penses rising, the only solution lies in 
cutting expenses. 

Moreover, Lazarus suffered from an 
archaic arrangement of four ware- 
houses, full of elevator bottlenecks, 
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INSPECTION stations are equipped with water, electricity and gas for testing 
all incoming appliances. Defects are corrected on the spot 





WHEELED FLOATS carry each item until its final delivery to the consumer. 
Tractor trains facilitate easy movement to or from storage area. 


from which merchandise was delivered 
to the store on trailers drawn through 
Columbus’ hilly streets. Some 90 per 
cent of the appliances needed touching 
up after being in the store for display, 
management maintained. 

Essence of the Lazarus operation is 
a $14-million bulk service building, a 
mile away from the appliance annex. 
Here most of the big stuff passes 
through without ever being fingered by 
acustomer. Everything from tricycles 
to television sets, appliances and rugs 
goes through its portals. Customers se- 
lect from samples alone in the down- 
town annex store. 

The warehouse is a long building 
which has 265,000 sq. ft. of storage 
space. Of this, 165,000 are on the main 
floor, and 100,000 on a mezzanine deck. 
All goods move across the width, rath- 
er than the length of the building in a 
steady flow in one direction from box 
cars to delivery trucks. There are no 
conventional elevators, no interior par- 
titions. 


Merchandise arriving at the new 
bulk warehouse is unloaded on any one 
of 13 docks, and an accordion pleated 
protector permits handling in any 
weather. Fork lifts get appliances out 
of a box car in approximately one- 
sixth the time that husky men would 
take with two wheeled hand trucks. 

Merchandise is immediately placed 
on an assembly line and “processed.” 

This term includes uncrating, assem- 
bly, adjusting and operation. Items 
likely to get soiled are again wrapped 
for protection. 

Gas and electricity are on hand and 
the crew immediately tests appliances 
to see how they operate. It is estima- 
ted that it takes about 40 minutes to un- 
crate and go over an item. With about 
two percent of the total coming through 
defective, this immediate inspection 
pays off. The idea of sending the re- 
pair man to the merchandise rather 
than the merchandise to the repair 
shop is new. 

(Continued on page 180) 
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DOUBLE YOUR DEMONSTRATION AUDIENCE: To increase the visi- 


sibility of her ironer demonstration, Mel Williams, lronrite home service adviser, 
uses a mirror. The shot was taken at the Builders Show space of O. B. Lank & 
Son, Harrisburg, Penna., where crowds found that they didn’t necessarily have 
to be in front of the ironer to get a good view of the proceedings. 


Small Appliance Volume 
Can Be Kept High 


Novel display counters, workable sales compensation 
system, effective advertising and good service make 
Southern Electric Appliance Co., Nashville, successful 


: N orderly mass display in which 
4 at least one dozen of every item 
is is the 


shown most practical means 


of keeping small appliance volume “up 


to snuff” according to W. C. Tune, 
Jr., and Paul Richardson, owners of 
Southern Electric Appliance Co., 


Nashville, Tenn 
The Southern electrical dealership 
has rung up the exceptionally high 


percentage of 24% of yearly volume 
in small appliances, as contrasted with 
the usual 5 to 10%. The reason, ac 
ording to Mr. Richardson, is simply 
that “we put the same kind of mer- 
chandising effort on traffic appliances 
as we do on refrigerators, electric 
kitchen washing machines, etc.” 


“T’ve heard a lot of dealers complain 
that small appliances are a drug on 
the Mr. Ricl 
“Usually the dealer who says so is the 
same man who small ap- 
pliances into any nook or cranny of 
the and 
them until someone asks to see a par- 
ticular item. We realized when we 
went into business that jewelry stores, 


market,” lardson grinned 


crams his 


store pays no attention to 


department stores, auto supply firms, 
etc., are all selling small appliances, 
and that to make a success of them, we 
would have to sell them energetically. 
\t the same time we figured that traf- 
fic appliances bring in about ten times 

customers as a major ap- 
display, thus doubly 
worthwhile to the business. We can’t 
get along without them, and so long as 
this is true, we’re going to push them 
hard.” 

The traffic appliance department has 
two display windows of its own, a 
separate entrance, and the store sales 
office is located at the rear where 
someone is always handy to wait on 
walk-in customers. “If the customer 
is there to look at small appliances, 
we've made sure that nothing will 
distract her,” Mr. Richardson smiled 


as Many 


pliance being 


Movable Fixtures 


Thus located, the department was 
amplified by installing some unusual 
traffic appliance display fixtures. All 
of these displays can be “mixed up” by 
simply shifting the lightweight ply- 








MOBILE PHONE SPEEDS UP SERVICE: Savings galore are claimed by M. C. 


Dooley, Ben-Hur freezer distributor of Watseka, Ill., for his mobile phone-equipped 
service truck. During one month, by taking calls from headquarters while on the 
road, he saved 500 miles of travel and five days’ time, made 50 percent more calls, 


and gave greater dealer satisfaction. 


wood fixtures to another position. The 
store never gives the same appearance 
two weeks in a row, as a result. 
“Occasionally we move an entire sec- 
tion over to the major appliance side,” 
Mr. Richardson said. “Always in large 
quantities, wherever they are set.” 
Next, recognizing the fact that 
small appliances are often ignored by 
salesmen anxious to earn larger com- 
missions by selling washing machines, 
refrigerators, etc., Mr. Richardson 
solved the whole problem by putting 
all of his seven salesmen on a straight 
salary basis, large enough to average 


out to about what a good specialty 





man earns on straight commission. 
“This setup is one of the surest means 
of getting small appliance volume,” 
he indicated. “The customer who 
comes in for a $10 toaster gets just as 
much personal, pleasant service as the 
woman who wants a $300 refrigerator, 
because both sales mean just as much 
to the salesperson. The men are out 
to make a quota of a set number of 
sales, and every one is equally accept- 
able. Perhaps eventually we'll have 
to go to compensation 
when outside calls are the rule, but | 
am hoping to stay on this salary basis 
as long as possible.” 


commission 


beneeas { RECTNIC 


NEAT SMALL APPLIANCE DISPLAY occupies one half of Southern Electrical 
Appliance Co. Mr. Richardson and Mr. Tune designed and built these flexible counters, 
which can be worked into a variety of shapes and sizes. 
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COOKING CONTEST PROMOTES RANGES: How do you like your tor- 


tillas—big, small, crisp, floppy? You could take your choice during the recent 
range promotion featuring a tortilla-making contest among Spanish-American 
women held by Globe Furniture of Phoenix, Ariz. Merchandise prizes were 
awarded. Most of the women came from simple homes, but they buy appliances. 


Luring small appliance customers in 
are two kinds of promotion. First, the 
Southern Electrical Appliance Co. 
contracts for 500 lines per week of 
newspaper advertising with the lead- 
ing Nashville paper, almost all of 
which is devoted to traffic appliance 
advertising. 

Backing up the ad program are two 
“mass display windows” which the 
partners swear by. Only one type of 
appliance is shown at a time in each 
window, but invariably there are from 
12 to 24 models of the same in each. 

Incidentally, Nashville’s busiest bus 
stop is in front of Southern Electric 
Appliance Co.’s windows. The re- 
sultant crowd often includes house- 
wives who drop in, buy a small appli- 
ance and hurry out to catch the bus. 


Service Is the Ace 


All of these solid fundamentals would 
have no purpose without the store’s 
“big gun” in small appliance merchan- 
dising, however, according to Mr, 
Richardson. “Our big ace is our serv- 
ice department,” he pointed out, 
“which right away distinguishes us 
from the jewelry stores, auto parts 
stores, etc., which have windows full 
of small appliances. We have three 
full-time mechanics who are experts 
on rebuilding or repairing small ap- 
pliances, and thus we advertise that 
we service everything we sell, with 
same day service if the customer wants 
it. All of our customers know that, 
and that every small appliance will 
come back re-guaranteed, with the 
chromium polished, paint replaced, 
ec.” 


Name It and 








PROLONGING THE FAN SEASON: The fan season need not end when 


summer ends. You can prolong it by emphasizing these year-round uses: a fan 
pointed at a radiator will pep up the warmth of a room and give the fan an 
all-winter job; a bathroom drying job can be done in much less time if a little 
air is kept playing on the laundry. 


You Can Have It 


Mabbett Home and Auto Supply in Roches- 
ter, N. H., has found a way to move small 
appliances with a local giveaway radio show 


CLEVER idea in radio “give-a- 

way” promotion has consider- 
ably increased the sale of small elec- 
trical appliances at Mabbett Home & 
Auto Supply Co., in Rochester, New 
Hampshire. 


Not Enough Women 


When small appliance sales volume 
began to falter in early spring of 1948, 
Albert Mabbett, head of the store, 
began checking into the reason, and 
found that the store simply was not 
attracting enough women. “Major ap- 
pliance sales, including refrigerators, 
home freezers, ranges, washing ma- 
chines, etc., were holding up well,” he 
explained, “because most of these items 
were being bought by men for their 
families. Our small appliance depart- 
ment, however, despite a complete 
stock of nationally-advertised brands, 
was not getting the results it should. 
To offset the situation, we began 
casting around for some form of pro- 
motion to bring more women into the 
store.” 


The result was Mabbett’s highly un- 
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usual “Name Game” contest, which is 
presented five days a week over radio 
station WWNH in Rochester, The 
program, which costs the appliance 
dealer only $35 per week for radio 
time, is presented at 10:05 each morn 
ing, when it is certain that the largest 
number of housewives will be tuned in 
The radio show consists of two com- 
mercials, the “Name Game” and one 
phonograph record—and has built 
up one of the largest listening au- 
diences of any “in between” radio 
show offered by the New Hampshire 
station. 


Free Appliance for the Right Answer 


On each daily program, the radio 
announcer offers housewife-listeners a 
chance to win a small electric ap- 
pliance of one type or another merely 
by listening to a “clue” presented in 
limerick or sentence form, with just 
enough information contained that an 
alert-minded listener can reason it out. 
The prize, chosen from Mabbett’s 
large small-appliance inventory, may 
be a toaster, bottle-warmer, sandwich 


grille, mixer, bracket 
waffle iron, iron, etc. 


can-opener, 


Drew Traffic 


\ typical limerick may read “I can 
be hot, and I can be cold, and I am 
fun for young and old”. This limerick, 
referring to an electric bathroom 
heater, is an excellent example. Eleven 
women came into the store with vari- 
us guesses as to the appliance before 
it was correctly named. Each of these 
listeners, plus others who came later 


in the dav, was “taken on tour of the 


store” to look over the major appliance 


department, with the name and ad- 
lress taken for future mailings 


Consolation Prizes, Too 

Every prize winner, of course, must 
come into the Mabbett store in ordet 
to identify the item and claim it as 
a prize. To alleviate the disappoint- 
ment of correct-guessers who did not 

ake it to the store soon enough, Mr. 
Mabbett gives away notebooks, 
‘Things To Do Today” pads, pot- 
holders, and other consolation prizes 
which eliminate any potential ill-will. 
Since the program gives away chiefly 
small appliances, and every woman 
lured into the store is subjected to 
skilful salesmenship on all appliances, 
sales in this department have nearly 
doubled since May. “The show has 
also given us an opportunity to get rid 
of off-brand and left-over items from 
our war stock,” Mr. 
“all of which make acceptable prizes, 
but which are difficult to sell in com- 
petition with established national 


brands.” End 


Mabbett says, 
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HERE IS THE JENKINS SHOWROOM, READY TO WELCOME DEALERS AND THEIR PROSPECTIVE CUSTOMERS 


A Place for Dealers to Take Their Customers 


Jenkins Music, Kansas City, helps cut dealer dis- 


play costs by throwing open its own showrooms 





Bigger 





KEN G. GILLESPIE started out peddling radios, wound 


up as wholesale sales manager for 


IKE an old hen with her chicks, 
L« wholesale division of the 

Jenkins Music Co., Kansas City, 
today offers a place into which dealers 
can scuttle—with their prospects. For 
K. G. Gillespie, sales manager, thinks 
the appliance business is approaching 
this situation! 

1. The little specialty shop is going 
to do the most business in appliances. 
a Appliances sell best when they are 
tied up with a beautiful background 
and intelligent presentation. 

3. We are coming 


Sure efa 


into a low pres 


How It Operates 


In the near future a dealer will hear 
that a home economist from some line 
he carries is going to be in town. He 
will invite his load 
into a car and whisk them over to the 
Wyandotte plant of Jenkins Music. 


prospects, them 


There is lots of parking space, and 
upstairs they will go into a luxurious 


Jenkins Music Co. 


showroom which tar 
thing any retailer has in Kansas City. 
Marching into the auditorium they will 
sit down and watch the demonstration. 
Softened up and instructed, prospects 
are going to be a lot easier to close for 
a right-now delivery. 

One of the features of this comfort- 
able auditorium in the Jenkins’ plant is 
a coffee bar, in which one can drop 
back and get a cup while a meeting is 
There is a ramp up to the 
stage over which even a woman can 
roll equipment to be presented. The 
television room—now filled with radios 

has an accordion-pleted door which 
may be rolled shut, shutting out light 
and extraneous noise. 

In the opinion of Ken Gillespie, at 
the present moment there are too many 
lines in dealers’ shops. The dealer has 
been through a period in which he 
grasped anything in order to get deliv- 
eries. This year is seeing a cutting 
down of numbers. 


Surpasses any 


going on. 





Other factors being equal, Mr. Gil- 
lespie feels that the distributor who 
performs the most service to the dealer 
is the one who is going to stay in the 
picture, 


Dealer Meetings Hard to Manage 


He has discovered something that 
most manufacturers are not aware of. 
During the war most retailers selling 
electrical appliances diversified widely. 
No one line dominates their attention 
any more. As a result, with a mini- 
mum of help in the store, the retailer 
finds it very difficult to get to meetings 
designed to present new merchandise. 

Manufacturers have no trouble in 
getting distributors into their meetings, 
and holding them for a couple of days. 
3ut they do not realize that dealers 
simply cannot get away. Afternoon 
and night meetings are poorly attended 
as a result. Ken Gillespie has found 
that his auditorium, plus a 10 o’clock 
meeting in the morning, is the best 
thing to get the trade out. Mornings 
are their dull times of day, and with a 





chance to pick up that cup of coffee at 
the coffee bar they turn out fairly well, 
85 percent attendance in some _ in- 
stances. Where the meeting lasts long 
enough—and three hours he considers 
a maximum—a lunch is thrown in with 
steam tables being rolled in back of the 
stage while the show is going on. 

“There is no shortage of money in 
this territory in the pockets of the pub- 
lic,” declares Mr. Gillespie. “While 
what they read in the newspapers and 
hear from Washington has-scared them 
off, nevertheless sales can be made if 
done on a home specialty basis. Never 
has there been a time when a man 
could bring in so many specialty sales 
if he works at them as we used to. No 
one is hungry, people have money and 
the presentations will produce results. 
The trouble is, the art of specialty sell- 
ing has lapsed. Back in the 20’s, when 
I was peddling radio for Stromberg- 
Carlson, I would have been tickled to 
death with conditions stich as we have 
at the present moment.” 

(Continued on page 182) 


FINER POINTS of the culinary art of electric range cooking receive the close 
attention of the Jenkins Wholesale Division’s salesmen. Home economist Sally 
Stephens puts E. S. Nobles (left), Gibson divisional manager, and salesmen 
McCord, Murphy, Stock and Casebeer through kitchen capers. 
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More Profits 
with ARVIN 





Effective 





September 1, 1949 





on all ARVIN Electric Appliances 
in Master Carton Quantities... 


Here’s the best news appliance dealers have 
had since the war! To help offset the constantly 
increasing costs of doing business, to provide 
more liberal profit margins, Arvin now offers 
40°. discount off retail list prices on all Arvin 
appliances in master carton quantities. Yes sir, 


pre-war profits are back for Arvin appliance 
dealers! Coupled with new reduced retail list 
prices this announcement means more sales, 
greater profits on the fast-selling Arvin line, 
just in time for your biggest selling season! 
Come on in, dealers, business is wonderful! 





NEW LOW LIST PRICES 





The same famous Arvin 4-Square Automatic 
Waffler we’ve nationally advertised at $22.95— 
now priced at $20.95 for greater value. Bakes four 
full size waffles at a time, as light 
or as dark as desired. Automatic 
heat control. Signal light tells 
when to pour, tells when waffles 


are ready. Under- $90 


writers’ listed. 


L\ODEL 2300—-ARVIN DUAL-CONIROQOL IK 

Was $12.95—now $11.95! Magic Watchman 
ends risk of scorching with a too-hot iron, ends 
effort wasted with a too-cool iron. Extra long 
8-foot cord, reversible for right or left hand 
ironing. Double thumb rest. Under- $1195 


writers’ listed. 

Model 2200 — Arvin Automatic Iron 
Weighs 3 lbs. Automatic heat control. A truly 
modern iron at a low price. Under- $ 95 
writers’ listed, of course. 5 





FOR FULL DETAILS — WRITE, WIRE OR PHONE YOUR DISTRIBUTOR NOW! 


NOBLITT-SPARKS 
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INDUSTRIES, 


Columbus, Indiana 


Still the No. 1 value in 
cooking convenience, 
but $2 lower in price! 
Cooking area equals 3 
ten-inch skillets. Holds 
16 hamburgers, 8 pan- 
cakes, or 4 toasted sand- 






wiches at a time. Automatic heat con- 
trol, signal light, insulated base and 
handle, and beautiful chrome finish all 
make strong selling points for gift shop- 
pers. Dealers report that Arvin Lectric $ 95 
Cook is the fastest selling gift item in 20 
the appliance field! Underwriters’ listed. 


FOR EXTRA SALES — ARVIN 34GR GRIDS 


Add Arvin Waffle Grids to every Lectric 
Cook sale for easy extra profit! Sell two 
appliances in one—because these grids 
make the Lectric Cook into a fully auto- 
matic waffle baker. Pre-seasoned — no 








INC. 
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NATIONALLY ADVERTISED $ 50 
TO MORE THAN 38 MILLION 21 


ABLE-TO-BUY READERS OF 


PAGE 


ARVIN ANNOUNCES the new 


automatic 
toaster 








The Toaster with the exclusive 


ARVIN STA-WARM SHELF 


that keeps toast warm until ready to serve. 





Given at no extra cost! Helps build Sales! 











THE NEWEST AND BEST POP-UP TOASTER 
with all these fast-selling features: 


The Saturday Evening Post 
Ladies’ Home Journal e Every slice uniformly light or dark as wanted 


Better Homes & Gardens 
Country Gentlemen 
Successful Farming 


Progressive Farmer 


82 


e Fully automatic; cushioned pop-up 


e Turn of knob releases toast for inspection without 
disturbing timing cycle 


e Hinged crumb tray for easy cleaning 


e Cool, smooth plastic handles and base 





e Underwriters’ listed 


ORDER NOW for the big appliance season ahead! 


NOBLITT-SPARKS INDUSTRIES, INC., COLUMBUS, INDIANA 
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ARVIN ANNOUNCES the new 





Model 223 


Tan Hammerloid Finish, 
Model 223 


Safe-Guard automatic switch; 
handy toe switch; tan hammerloid 
finish in synthetic enamel. De- 
livers 42 cu. ft. of warm air per 
minute. Induction type motor, 
no radio interference. * 
Operates on AC only. $] 2% 


Ivory Enamel, Red Light, 
Model 223A 


Safe-Guard automatic switch; 
handy toe switch; red glow light 
shows when heater is on. Ivory 
synthetic enamel. Delivers 42 cu. 
ft. of warm air per minute. In- 
duction type motor, no radio in- 


terference. Operates on * 
AC only. $] 3% 


Burgundy Enamel, 
Red Light, Model 223B 
Same as Model 223A in every 


respect except for color of finish, 
which is rich, new Burgundy syn- 


thetic enamel. $] 395" 


Model 52 





NOBLITT-SPARKS 


f : A 
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Model 103 


Arvin Model 103 
Economy Fan-Forced Heater 


Same heating and fan unit as in 
higher-priced models. Handsome 
pastel green hammerloid finish. 
Chrome grille and guard rails. 
Underwriters’ listed. Dimen- 
sions: 10” high; 93,” x 61,” at 
base. Operates on AC $995* 





only. 


AC-DC Radiant Heater, 
Arvin Model 52 


This is the finest radiant heater 
built. Operates on either AC or 
DC. Oversize heating element 
and brilliant corrugated reflector 
spread warmth over wide area. 
Bronze-colored hammerloid fin- 
ish. Safety guard rails. * 
Underwriters’ listed. $995 


*Slightly higher in Zone 2. 
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Sate-Guard 


electric heater 





Model 2238 





Current shuts off instantly 
if heater is upset! 


When the first chilly nights bring customers flocking in to trade dollars 
for Arvin Electric Heaters—be sure you'll be ready for business! 


This beautiful new line is the finest in Arvin history! Attractive new 
design, smart new colors, appealing new convenience—AND AMAZING NEW 
SAFETY! The exclusive new Arvin Safe-Guard is the strongest selling 
electric heater feature since Arvin pioneered fan-forced heaters! If the 
heater is tipped in any direction, current is instantly shut off—a big 
new safety factor every parent will appreciate. Underwriters’ listed, 
of course. 


Low prices and generous discounts. National advertising to millions 
of readers. Big, new, dramatic point-of-sale display. Don’t get caught 
with the temperature down. Order now! 


Sell Arvin Heaters for All These Uses: 


INC., COLUMBUS, INDIANA 
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If washing machines were sold like washing powder, then perhaps, 
you could make a “fast buck” selling them. But with appliance sales 
now on a highly competitive basis, it’s the Blackstone dealer with 
his protected, margin of profit, that makes the “honest dollar”. 


Blackstone Policy says: “Only those dealers who can make an ad- 
equate profit, can be profitable to Blackstone.” When a dealer’s 
legitimate profit is cut in order to reduce list prices, it’s like “biting 
the hand that feeds you.” 

The record shows that Blackstone has maintained dealer profit 
margins. It has, however, reduced prices by increasing the value it 
offers consumers through constantly improved products... from the 
finest Automatic Washer that money can buy to a quality Wringer 
Washer that is tough competition for even the cheapest “ price 
leader”. Yes, the “Fast Buck” is a Fast Fader. Sell Blackstone and 
be sure. BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 


7." . - 


Continuous Dealer Promotions that build store traffic and Sell 
= = 
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They're Taking a Cut at High Costs 
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By doing everything from eliminating ineffective 
advertising to getting the last inch out of pencils 
and sweeping the floors themselves, these five New 
Orleans dealers maintain a healthy profit ratio 


HAT can you do about the 
high—and increasing—cost of 
operating an appliance store? 

Ever since hostilities ceased, store 
operating costs have zoomed higher 
and higher. With sales leveling off, it 
becomes imperative this year to do 
something about high costs. But it 
is equally imperative that the shaving 
process does not hurt sales. A drop 
in effective advertising, for example, 
usually means a drop in sales as well 
—often a big drop. 

Five dealers—some large, some small 
—were interviewed in New Orleans. 
Two businessmen were the appliance 
managers of furniture stores. The 
other three were heads of independent 
appliance outlets of various sizes. All 
five agreed on one thing: You can’t 
cut the selling sinews and survive. 
“Cuts in advertising money and in 


* salesmen’s salaries and commissions are 


a fast road to the bankruptcy court,” 
one pointed out. 

Most of them try to get more sales 
from the same cost dollar, thus achiev- 
ing a better balance between income 
and overhead; they watch marginal, 
incidental expenses and shave these to 
the bone; and they go light on inven- 
tory now that it is possible to get 
immediate deliveries on any appliances. 


Wasted Advertising 


A. J. Berner, owner of Berner’s 
Appliance Service at 4716 Freret 
Street, is a neighborhood operator. His 
store is located in one of the many 
smaller business districts that dot New 
Orleans, a sprawled-out city covering 
360 square miles. 

“We found,” Mr. Berner says, “that 
we were wasting advertising money. 
I am definitely not a believer in reduc- 
ing advertising expenditures. But 
when the cost squeeze hit us, we made 
a study of the advertising we were do- 
ing. And we discovered an alarming 
fact: That we were paying to reach 
a lot of people who were not prospects. 
By adjusting that situation, we now 
get more sales for the same cost dol- 
lar. 

“In a neighborhood spot like ours, 


the residents of city sections far away 
are definitely not prospects. The mer- 
chant in a main business district can 
draw from all over the city. We tried 
to do it by investing in space in the 
daily newspapers. And our advertising 
just didn’t carry its weight in sales. 

“Now we are spending as much for 
advertising, but it, and other store 
costs, are more in line with the volume 
because the volume is higher. We con- 
centrate our advertising in an area 
where we know the residents are real 
prospects. Most of our appliance ads 
now go out by mail to several thou- 
sand homes in the uptown section of 
New Orleans only. The same advertis- 
ing appropriation gives us more sales 
because the ads reach true prospects. 

“Evaluating the effectiveness of our 
advertising, and working out a system 
to step it up gave us the answer to 
higher costs—it was simply this: Get 
more for the same cost!” 

Mr. Berner also watches expendi- 
tures like a hawk. “You can’t quit 
spending or you quit selling,” he ex- 
plains, “but every time I sign a requi- 
sition, I ask myself, ‘Will this help? 
Is it needed ?” 

“Furthermore, I keep close track on 
the business done in every department 
— refrigerators, washing machines, 
home radios, TV sets, repairs. If a 
department isn’t paying its way, I want 
to know why—and make any changes 
in selling plans necessary to put it 
back on its feet. A store can’t be com- 
pletely healthy if some of its depart- 
ments are sick.” 


Fzrsonal Supervision 


A. L. Bango, of Bango-Salzer, de- 
scribes the system found effective in 
his Howard Avenue store: 

“Check everything personally—re- 
ceiving and shipping. Personally su- 
pervise as much as possible, because 
employees are negligent, no matter how 
good they are. Make as many sales 
as you can yourself; this eliminates 
lots of commissions and you usually do 
a better job than the salesman. Keep 
drawing a large volume of business. 

(Continued on page 184) 
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CHANGED ADVERTISING methods helped A. J. Berner cut his costs. He 
substituted direct mail pieces like the one in his hand for newspaper space 
that reached more people but fewer real prospects. 


4 THE WASHER THAT 
— COULDNT HAPPEN 


WONDERTUB 


INVENTORY INVESTMENT is kept to a minimum by Ralph Miller of the 
Electric House by personal and regular checks. He goes over every 
purchase and all records for small opportunities to save. 
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The beautiful, matching 

Consolette Base for Model 
9T246 helps sell the set... 
and boosts your profits, too! 


ONLY RCA VICTOR MAKES THE VICTROLA 
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..-. your Profit Maker... it’s the 9T246! 


Now you can offer your customers bril- 
liant, locked in tune Eye Witness tele- 
vision in a handsome cabinet . . . at a 
“never before” price! 

Yet—the RCA Victor Model 91246 
offers your customers the same high 
quality that has made RCA Victor Eye 
Witness television America’s favorite. 
It is such an outstanding value that it 


“Victrola” —T. M. Reg. U. S. Pat, Off. 


will be your store-wide sales leader— 
and your star “‘sell-up” set to the more 
expensive receivers! 

Like all RCA Victor instruments, the 
9T246 has faster turnover because it 
offers your customers the highest pos- 
sible quality at the fairest possible price. 
It’s our anniversary present to you... 


and to your customers! 







ONLY RCA VICTOR 
HAS THE “GOLDEN 
THROAT” 


CA [ICTORCP® 


DIVISION OF RADIO CORPORATION OF AMERICA 
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Here's why your profits 
are greater with this 


RCA VICTOR 


Yigher qualiy and oulstending selling points of” 
MLL RCA VI CTOR smstument® heep Juinover high / 


Look a the features of this Special Anniversay Model! 















Big 61-Square-Inch Screen—that offers 
your customers a newer, wider view of 
famous RCA Victor Eye Witness pictures. 
“Power On” circuit makes the face of pic- 
ture tube glow white when the television 
station has gone off the air and the set 

has been left on! 


Graceful Cabinet —smartly finished —for America’s favorite RCA Victer 


with a wood graining and deep maroon that’s 
baked on for greatest beauty and perma- 
nency. Specially woven grille cloth .. . 
flecked with shining. copper-colored metallic 
thread . . . enhances its outstanding beauty 
that’s a lovely addition to any home. 





Now, thanks to extensive RCA Victor 
research, all new RCA Victor televi- 
sion chassis incorporate changes which 
make it possible to satisfactorily pick 
up low signals in spotty “fringe” areas. 
Because “‘television-educated” prospects 


RCA VICTOR—WDorld Leader in Radio. . 
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PLUS ... another example of RCA Victor quality! 


are now looking for a set which gives 
them top performance in these trouble- 
some “fringe” areas . . . you stand a 
much better chance of closing more 
television sales when you sell the new, 
outstanding, complete RCA Victor line. 





om 


1949 


Eye Witness Television! It’s a 
special low price for a special 
occasion! It’s a price that 
makes our anniversary 
your celebration! 





. First in Recorded Music... First in Television 
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another 


reason why... 
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| GAS RANGES 
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arein demand! 

















“GLO” Broiler Burner 


This: special burner broils with fast, 
penetrating, Infra-Red heat. Broils 
steak uniformly throughout. Chars outer 
surface, if desired. A ROPER “‘exclu- 
sive” that your prospects will surely 
want to enjoy. Ask us about it now. 


Personalized Selection 
With ROPER you can offer a wide 
choice of ranges, including 36-inch, 
38-inch, 40-inch and extra-capacity 
“Town and Country" models. ROPER 
Gas Ranges are built for use with all 
kinds of gas, including liquefied petro- 


leum (bottled) gas. Ideal everywhere. 


D } 
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GEO. D. ROPER CORPORATION e Rockford, Illinois 




















Other Sood of 


Cooking Performance 


® “Staggered Cooking Top 
&, “Simmer-Speed" Burners 

° “Insta-Matic" Clock Control 
@® Large ‘3-in-1" Oven 

) Scientific’ Charts 












KNOW-HOW in cleaner selling was imparted to recruits for Best’s outside selling cam- 


paign by S. M. Osborn (left), G-E representative who helped plan and run the campaign. Five 


women were on the sales force. 


Cleanup on Cleaners 





A brand new outside force sold 638 
cleaners in 15 days for the Best Hard- 


ware Co., lowa. Now they’re at it again 


i employed by the Best 
Hardware Co., which serves three 
small communities in eastern Iowa, 
sold 638 General Electric vacuum 
cleaners during 15 selling days last 
winter. 

During the same period the firm ran 
an “old cleaner” contest. About 250 
persons entered the contest and from 
these prospects Best salesmen closed 
197 vacuum cleaner sales. 

Behind these sensational sales per- 
formances lies a well-plaaned cam- 
paign built around effective sales train- 
ing. Planning the promotion were Bill 


Bockes, vice-president of Best Hard- 
ware and Steve Osborn, G-E cleaner 
representative from Kansas City. 

Bockes emphasizes that the intensive 
and practical selling sessions run by 
Osborn did the training trick. 


You Sell Me, I'll Sell You 


A veteran of the cleaner business, 
Osborn’s training program was simple. 
“T sold each of Bill’s salesmen a G-E 
cleaner. Then they had to turn around 
and sell the same cleaner back to me. 
Then we did it all over again.” 

(Continued on page 92) 





FIRST PHASE of the promotion was an oldest cleaner contest which produced 250 entrants 
and 197 sales. Entries in the contest were displayed in the firm’s three eastern lowa stores. 
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® UL APPROVED. Conforms to NEMA standards and 
ess, specifications. 
ple. ® Heavy gauge, galvanized steel tank, hot dipped. 
7-E Made and galvanized in Mertland’s ultra-modern 
und tank and galvanizing plant. 
. ® Snap action thermostat, fully automatic, adjustable, 
me. 


controls temperature accurately. 

Quick heating, efficient immersion type unit. 
Working pressure guar. 150 Ibs. (Tested 300 Ibs.) 
Deluxe models protected from corrosion by Mert- 
land magnesium anodic rod, 10 year guarantee. 
Thick, blanket type fiberglas insulation all around 
tank. 

Eight coats of white enamel baked on heavy steel 
jacket. 

Inlet baffle evenly distributes incoming water, 
Heavy gauge copper wiring. 

Internal trap prevents hot water circulation through 
house system except when drawn. Saves fuel. 
Wattages and voltages to your specifications. Can 
be furnished wired for limited demand without 
extra cost. 

® Black base, conceals mop marks, flush to floor. 

®@ There is a wholesaler near you who will be glad to 
give you the facts about Mertland Automatic Electric 
Water Heaters. Write for his name and address. 


eee 





~— 
” 


PROTECTED FROM 
CORROSION BY 





} —— > 

(MERTLANDS 

MAGNESIUM 

ANODIC 
Cua t¥ ow = © 6A, 

rants 
tores. 
ING 


ELECTRICAL MERCHANDISING—SEPTEMBER, 


THE HEDGES LINE 





that builds your business 


4 


that mean profits to you 





~MERTLANDSG 


L J 


AUTOMATIC ELECTRIC - 
HOT WATER HEATERS 


Mertiand can find out what you want. 











. » give it to you FAST... 
because Mertland is an organization of water heater specialists, who make 
water heaters and only water heaters. A desirable change which might 
take three months in a more cumbersome organization can be put into 
effect in a few days at Mertland. Your Mertland line is always quality 
built, and always a step ahead. 

And your Mertland line has been, is, and will be, priced right . . . to the 
consumer . . . and to the people that handle it, so that everybody benefits. 

For construction:features, the facts on the line that add up to better built 
heaters, study the cut-away view of a Mertland Automatic Electric Water 
Heater shown on this page. Every model in the complete 10 to 100 gallon 


Mertland line of Automatic Electric Water Heaters is 






built as you, and your customers, want it. 





2k rect 
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M. M. HEDGES MANUFACTURING COMPANY, INC. 
ROD MEMBER OF NATIONAL ELECTRICAL MANUFACTURERS ASSOCIATION ® WATER HEATER SPECIALISTS 
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Honeywell 
Startling New Heat 


FOR HAND-FIRED HEATING PLANTS 








Tus regulator is new throughout and gives you everything you 


want—including an attractive low price to meet today’s market. 


The new power failure motor is remarkably simple, has ample power, 
a built-in transformer, and is plugged in for ease of installation. An 
efficient impulse pump provides the hydraulic action to operate the crank 
arm and compression spring—when the circuit is broken normally or by 
power failure the spring slowly returns the crank arm to the closed 


position. Safe against fire hazard—the dampers operate quietly—and a y’ om 0 
complete set of fittings are supplied with each package. ; } ) 4 
The new sensitive thermostat is especially designed to give short 
regulated operations that save fuel and contribute to accurate control 


of room temperatures. LIST 241 @ = 


The new type Y219A Electric Janitor Regulator will be available for 
October delivery—place your order now. Minneapolis-Honeywell 


Regulator Company, Minneapolis 8, Minnesota. In Canada: Leaside, 
Toronto 17, Ontario. 
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MWOUNCES... 


Regulator Package!! 


NEW 
SENSITIVE 
THERMOSTAT 

















Rone Honeywell 
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WASHINGTON’ FRUGAL 


‘NEW-STYLING 

. ae, “NEW FINISH 

=/ PAA SS 

a z i=) 35. NEW VALUES 





Two new Models that Strike Pay Dirt! 


Your customers are demanding better values... 
they want heating appliances with plenty of plus 
features. You can satisfy them with 49-ers . . . oil 
burning heaters of outstanding beauty and power- 
ful capacity; designed and produced by one of the 
early pioneer manufacturers of oil burning heaters. 


Write today for folder featuring these and other 
WASHINGTON Heating and Cooking Appliances. 


Plenty of plus features .. . 


Down-draft Hot-Blast tube spreads flame, increases heating 
capacity on high fire, makes possible less oil consumption 
on low fire. 

Radiant heat is provided by Ray-Dors and grille in lower 
front. 

Three hot-air ducts in rectangular combustion chamber pro- 
vide greater radiation surface, increase heating efficiency. 

Insta-Liter available for quick starting. 

Waist-high oil control. Cheerful fire-glow window. 

Approved by Underwriter’s Laboratories. 





*WORTHY OF THE NAME 





) 

\f 
Js <= ... Beautiful 
\Y Blonde Model 
A new light finish of 
exquisite tone that har- 


monizes with modern 
furnishings. 


_ 


Model No. 4938 








Model No. 4926 


WASHINGTON FRUGAL DISTRIBUTORS 


a. ‘y HAMILTON San Francisco, Calif. McLAIN DISTRIBUTING CO.....Charlotte, N. C. REPUBLIC SUPPLY CORP......... Detroit, Mich. 
Cc. BLACK CO .Minneapolis, Minn. McGOWIN-LYONS HDWE. & — — SIDNEY SCHRAYER & CO........ Chicago, Ill. 
BRANDON co ...Little Rock, Ark, bile, Ala. SIEG HOME SUPPLY CO........ Davenport, Ia. 


ROWN-CAMP HDWE. CO Des Moines, Ic. MILWAUKEE STOVE & FURNACE REPAIR co. 


ALIFORNIA HDWE. 25 Los Angeles, Calif. 
CANTON HARDWARE .Canton, Ohio MYER- BRIDGES ee 
DEALERS APPLIANCE co -Kansas City, H. C. 


A. HARTLEY & CO..... Gettysburg, Penna. PHILLIPS HDWE. CO.... 
NOFEMAN HDWE. CO... Los Angeles, Calif. THE PIONEER TIRE CO 
GUY H. LANDON .... Colorado Springs, Colo. G. . , ee 
THE LEE HDWE. CO. LTD...... Shreveport, La. PRICE iS | 


NC. 
LONG-LEWIS HDWE. CO Birmingham, Ala. RED FEATHER OIL CO. 


Milwaukee, Wis. THE JOSEPH B. 


SMALL & og rer . Evansville, Ind. 


RR: Toledo, Ohio 


SMITH 
errr Te Louisville, Ky. SPOKANE PAPER 4 aeuneeens * _ 
Mo. | See Omaha, Neb. 
wet oy ys aa CO... .Portiand, Ore. OZARK MOTOR & etal CO. .Springfield, Mo. 


kane, Wash. 


STAMPFER’S FARM & HOME STORE Dubuque, Ia. 


ooecied Cambridge, Md. STANLEY DISTRIBUTING CO... .St. Louis, Mo. 


seewadeuned Tampa, Fia. TAY-HOLBROOK, INCORP.. San Francisco, Calif. 


imatae ~~ Wis. wr gh rye & METAL CO. .Los fe eles, Calif. 


olk, Va. LLIAMS 


IS PINS Gee. ‘aso, Texas 


. Salt iaive City, ‘Utah KinBy ‘SALES Sey East F 4 N. Y. 


ma Sic ent eens dian tned 
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Cleanup on Cleaners 
CONTINUED FROM PAGE 88 =e 


First step in the campaign was the 
insertion of want ads in the help 
wanted columns of local papers in 
Fairfield, Charles City and Marshall- 
town, Both Osborn and Bockes agree 
that the ad asking for salesmen to fill 
an “executive type” vacancy drew best 
results. 

Osborn quickly went to work with 
the salesmen hired. The final group 
in each city included many who were 
not experienced salesmen. Five women 
were also included and turned in 
creditable sales jobs. 

In the meantime Bockes and Osborn 
laid the groundwork for a continuing 
advertising campaign. A minimum of 
20 ads was scheduled for each com- 
munity. Radio spots were used on two 
available stations. 

The old cleaner contest furnished 
the initial list of prospects. The en- 
thusiasm of the sales force soon ex- 
hausted the possibilities from this 
promotion and the remainder of the 
sales were made either from door to 
door selling or by demonstrations in 
the store. 

Proof of the effectiveness of Os- 
born’s training sessions is an incident 
that took place one day during the 
campaign when one of the saleswomen 
was demonstrating in the store. A by- 
stander, having overheard the sales 
pitch, stepped over to another clerk 
and said, “I’ll take one of those clean- 
ers if you have another.” 

All of the campaign’s statistics are 
outstanding. Leading individual sales- 
man was Leonard Metcalfe, who sold 
93 cleaners. On the best single day, a 
Saturday, 87 cleaners were sold. In 
addition to the 638 vacuums, 66 sets of 
attachments for the uprights were sold. 
Not a single cleaner was taken in on 
trade and less than a quarter of those 
sold were on time payments. 

Convinced that he now has the most 
important single element in selling 
cleaners—a well-trained sales force— 
Bockes already has a second cleaner 
campaign underway and a third one 
scheduled for spring. End 


“IT’S THE LATEST THING—AN INDOOR 
ANTENNA IN DISGUISE.” 
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says ALEXIS SMITH ° 
co-starring in “MONTANA” 


a Warner Bros.’ production 
Color by TECHNICOLOR 


as 
advertised 


LIFE 


FULL COLOR 
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AMERICA'S. most BEAUTIFUL TORS 
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Now a sensational new Proctor Custom Toaster 
advertising campaign ... starting in LIFE, Sep- 
tember 26th with a full-page, full-color adver- 
tisement featuring Alexis Smith... followed by 
ads featuring other leading stars in large space 
in color...an outstanding campaign in interest 
and selling power... brilliantly presenting the 
new Proctor Custom Toaster in its new beautiful 
presentation package. Look for it. 





a rg NEW BEAUTIFUL PACHA 


Designed in blue and gold, richly printed 
On its glossy surface, this new package 
enhances the distinction of the new 
Proctor Custom Toaster and makes it ideal 
as a gift. Lifting the cover discloses toaster 
nestled on a suede finish gold-edged base. 
Makes beautiful display. The package can 


PROCTO 


PROCTOR ELECTRIC COMPANY, 


be instantly transformed into a handsome, 
attractive display by simply setting tray 
base with toaster on top of the cover. Tie 
in with this sensational new advertising 
... Cash in on the appeal of the beautiful 
precision Proctor Custom Toaster in its 
appealing package. Order now. — 


© Choice OF , x 
+ Hol yupod 





PHILADELPHIA 40, PA. 
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ESTATE HEATROLA . MOORE'S 
- GAFFERS & SATTLER OCCIDENTAL 
GARLAND ODIN BEAUTYRANGE 
/ GLENWOOD ‘ O'KEEFE & MERRITT 
GRAND : ORIOLE 
HARDWICK QUALITY 


UNIVERSAL 
WEDGEWOOD 
WESTERN HOLLY 


cROWN 


DETROIT JEWEL 
on farms 
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For all types of gases in cities, towns and 




















GAS RANGE DEALER'S 


TO-BORDER, COAST-TO-COAST 





\ 

HERE IT IS! The tried and proven sales maker that smokes out prospects — UPS SALES — 
UPS PROFITS! It’s timed right — aimed right — backed by a million-dollar promotion of 
44 manufacturers and every gas utility to sell 1,000,000 GAS RANGES and put nearly 
$200,000,000 into gas range dealers’ pockets this fall. Of the 25,000,000 gas ranges in use, 
12,500,000 are more than 10 years old. ONE OUT OF 4 IS MORE THAN 15 YEARS OLD. 
What a replacement market! AND A MILLION MORE NEW HOMES will buy gas ranges 
this year. What a new market! This big, nation-wide, industry-wide Old Stove Round Up will 
bring old ranges out of hiding, AND PUT DOLLARS IN YOUR POCKET. You can’t lose. 
TIE IN AND CASH IN. Get full details from your gas utility, manufacturer’s representatives 
now — or write: 


Gas AppLIANCcE Manuracturers ASSOCIATION 
60 EAST 42nd STREET > NEW YORK 17, N. Y. 
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tells your 
heater selling story? 


EMERSON -ELECTRIC 
Radiant and Fan-type Heater 


Here’s the heater that offers the proof of 
lasting value demanded by this season’s 
hard-to-satisfy customers! The Emerson- 
Electric Heater is a triumph of engineer- 
ing skill, with 32 exclusive patented fea- 
tures that offer you unmatched demon- 
stration possibilities . .. now offered in 
the popular walnut finish plus a striking 
new lustrous-ivory finished model for 
extra sales appeal. Feature the heater 
that GLOWS as it BLOWS. ... delivering 
more heat and cozier comfort, thanks to 
its exclusive individual Heatray-Reflector 
design. The sales-clinching proof of 
quality is right on the tag .. . the FIVE- 
YEAR GUARANTEE that has built sales 
and reputation for America’s largest- 
selling fan line—Emerson-Electric! 
Write today for Catalog and Sales Help 
Folder No. 800. 


THE EMERSON ELECTRIC MFG. CO; 
St. Louis 21, Mo. 


For A.C 
115 volts, 
60 cycles 








NEW FOR '491 


Lustrous ivory baked enamel finish... 
blends perfectly with any modern room 


setting! 


Glows as it blows! 
Four chrome Heat- 
ray-Reflectors com- 
bine radiant and 
fan-forced heat. 


Cx ~a& 


Free Merchandising 
belps! Animated dis- 
play, colorful con- 
sumer folders, and 
newspaper mat 
service. 


EMERSON “7:5 ELECTRIC 


MOTORS « FANS 
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10 Ways to Control Your Costs 


CONTINUED FROM PAGE 69 

















Form #7 Collection Card 
CUSTOMER'S NAME Prone 
TERMS 
. * 
DATE OF SALE AMOUNT PAST DUE Date FU MEDIUM DATE NEXT FU PAYMENT Date 





“*FU STANDS FOR FOLLOW-UP. 











tive cost control if your figures aren’t 
right. The only inventory figure that 
is really accurate is the physical count 
and too many dealers take this count 
unsystematically. The dealer should 
record each item with the current 
market price and segregate all items 
that are shopworn or obsolete. Take 
inventory at cost or market, whichever 
is lower. In this buyers’ market with 
the sands shifting all the time, the 
annual inventory will not-provide maxi- 
mum cost control. Try to take a 
physical court quarterly and at least 
semi-annually. 

6. Stock control card. The movement 
of repair parts and re-sale items is 
recorded on stock control cards or 
sheets; thus at the end of the year 
the dealer knows the turn on each 
item, which is a guide in buying. Stock 
control forms enable the dealer to buy 
and sell right because they show maxi- 
mum and minimum quantities for each 
item. Thus they prevent the dealer 
from tying up too much money in stock 
and draining his working capital so 
that he can’t discount his bills, prevent 
over-buying and keep stock in line 
with customer demands. Stock con- 
trol spots slow movers so that they 
can be sold before they become shop- 
worn or obsolete. It keeps turnover 
on a profitable cycle. Without some 
form of stock control the dealer buys 
and sells blind. This increases his 
costs and he loses money in more ways 
than one because his inventory is too 
high or too low for his business. In 
the former case, his carrying charges 
on inventory, insurance, depreciation, 
space and interest on the excess funds 
tied up in superfluous stock increase 


**MEDIUM—LETTER, PHQNE CALL, PERSDNAL CALL. 


ee ee 




















his costs unduly (this cost may run as 
high as three percent of purchases a 
month); in the latter case he loses 
the profit on sales that he couldn’t 
make because his stocks are never com- 
plete. The lower the volume, the 
higher the cost ratio to sales. Some 
form of stock control is a cost-reducer. 
7. Collection card. Money has tight- 
ened, bad debts are increasing. Col- 
lection expense is an important ele- 
ment in cost control. But you can’t 
keep down this expense unless you 
give credit with care and dun de- 
linquents systematically. For this you 
need a collection form on which is 
listed the delinquency, which is fol- 
lowed up with a letter, phone call or 
personal call. This form is filed in a 
tickler system, which has tab cards for 
each day of the month from 1 to 31. 
When a delinquent is followed up, the 
card is filed ahead to the day you 
want to follow up again if the debt 
is still unpaid. If the delinquent pays 
in the meantime, the card is withdrawn 
from the tickler file, filed in another 
file and not used again until the same 
debtor becomes delinquent again. The 
dealer who sells on installments will 
find that a form of this kind is a big 
cost-reducer on collections. It enables 
him to punch up delinquents system- 
atically and gets away from the hap- 
hazard writing of collection letters only 
when the dealer needs money. 

8. Daily business analyzer. This form 
enables the dealer to make a test-check 
of his profits daily. The calculation 
will not be accurate to the dollar, but 
this form will give a general idea of 
how business is coming along. The 

(Continued on page 100) 

















Form #8 Daily Business Analyzer 
MONTH OF 
SALES Cost —OVERHEAD NET BUOGE TED 
Date CASH CHARGE OF SALES MARGIN Fixeo VARI ABLE PROFIT WET PROFIT 
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The NEW 


PAKA WAY, 


TRADEMARK REGISTERED 








The First 
REAL SPACE SAVER 


in Home Freezer History 


Here’s something new! The Schaefer PAK-A-WAY 
Freezer Bin for small homes and apartments where 
space is limited. And Schaefer offers a PAK-A-WAY 
for every need—each priced, designed and styled to 
make them sell! Size for size PAK-A-WAY is the 
greatest value in the home freezer industry. 
Investigate the PAK-A-WAY line! Compare it 
with any other. Then you'll see why PAK-A-WAY 
gives you everything you want in a home freezer— 


at a price to sell. 


MADE BY 


SINCE 1929 e MINNEAPOLIS 





Manufacturers of Schaefer Ice Cream Cabinets, Clearview Ice Cream and Frozen 
Food Merchandising-Display Cabinets, Pak-A-Way Home and Farm Freezers. 
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CREATES 
an entirely 


NEW MARKET 


FOR 
FREEZER 
SALES 


A Model for Every Need 

PAK-A-WAY 800—8 cu. ft., PAK-A-WAY 1500—15.07 
cu. ft., PAK-A-WAY 2100—21.33 cu. ft., each with mony 
new and exclusive features and all priced to sell. 
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A SUPERB AUTOMATIC BY MEN WHO HELPED PIONEER THE pop-UP TOASTER 


See the automatic toaster America has wanted for years— 
the 1950 Camfield with Tete-a-Tete Controls—the only poP- 
up toaster that can be fully controlled from either end! 


Yes, there’s a complete set of controls at each end of the new 
Camfield . - - including automatic pop-UP lever, color selector 
and finger-tip release. 


Sales Features Galore! 


What's more, this brilliant 1950 Camfield has the exclusive Equa- 
Therm, that amazing “toast minder” which automatically com- 
pensates for voltage fluctuations. All the other great sales clinchers 
are included —features which have helped make Camfield the 
toaster that’s growing fastest in popularity! 


Its smart new design is made all the more striking by 


{ 
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Backed by Record Advertising Campaign 


Camfield’s fall and Christmas advertising campaign will be just as sensa- 
tional as the new toaster. Fach ad will reach 61 million readers and the ads are 
the kind to which any dealer can hitch his own promotion and rake in the sales. 
Spearhead for fall will be plenty of full pages in full color in LIFE, America’s 
No. 1 advertising medium! There'll be lots of these full pages all through 
October, November and December. Supporting LIFE will be full-color, full- 






by another heavy campaign after the first of the year. 


page roto ads in America’s leading Sunday newspapers. This will be followed 


Camfield’s traditionally fine finish —mirror-bright chrome that 
outshines even the most highly polished silver. 


Bright, too, is the profit opportunity offered to dealers by 
Camfield, the Blue-Ribbon Toaster. And now is the time to act! 


MORE SELLING FEATURES — MORE BUYER APPEAL: 
Tete-a-Tete Controls. Oven-type Construction. 


Equa-Therm. Keeps Toast Warm. 


Automatic Pop-Up. Operates on AC or DC. 


Beautiful New Design. Twistproof Cord. 


Mirror-Chrome Finish. Approved by Underwriters 


Quiet Operation. Laboratories. 


Hinged Crumb Tray. One Year Guarantee. 








e@e@000080 


© 


All Materials Dealers Need 
To Tie In With National 
Advertising! Portfolio of 
Selling Tools Now Ready! 





See Your Jobber or Wire 


SEPTEMBER, 
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Cade Scrap for le Gift Tradl 


NEW 10-PIECE TOASTESS SET 
With Camfield Beautywood Tray, 


Toaster and Four Serving 


Plates and Matching Cups. 


CAMFIELD Manufacturing Co., Grand Haven, Mich. 
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now a new 


Simerican Beaut 





ustable-automatic ELECTRIC IRON 





The thermoscope type American Beauty adjustable- 


automatic electric iron is now available in two weights— 


light and medium. The new, light weight model 





Catalog 


No. 39-AB—is equipped with soleplate of aluminum-alloy 


and the medium weight—Catalog No. 


79-AB—with one 


of iron. Both will fulfill the requirements of the most 


exacting user. Both may be recommended with the assur- 


ance of rendering long and trouble-free service—the kind of 


service that creates good will for the store that sells them 


Only American Beauty 





ESTABLISHED 


graduations (Rayon, 


guide to the user in 


has THERMOSCOPE—a 
visual indicator which 


shows on its dial in fabric 


Silk, 


Wool, Cotton, Linen) the 
operating temperature of 


the ironing-surface. It is an 


accurate and dependable 


the 


choice of the proper heat 
for the work at hand. 


18689 4 


AMERICAN ELECTRICAL HEATER COMPANY 
DETROIT 2, MICHIGAN 
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10 Ways to Control Your Costs 





dealer may use the figures on Form #3 
to get his daily overhead. If overhead 
for the past 12 months is $12,000, based 
on 300 business days a year, the daily 
burden is $40, or 300 divided into 
$12,000. Get the cost-of-sales figure 
from price tickets carrying the cost in 
code or from suppliers’ invoices. 
Knowing the daily cost of sales and the 
overhead, the daily net profit is a 
simple mathematical calculation. 

9. Trade-in allowance analysis sheet. 
Trade-ins will be on the increase from 
now on. Often the dealer’s profit is 
tied up in the item taken in trade, and 
so, he should use this form to tell him 
how much he is losing or gaining on 
trade-ins sold and how much money 
he has tied up in used units. Dealers 
must handle their trade-in transactions 
with care if they expect to make maxi- 
mum profits in a buyers’ market. Loss 
on trade-ins is really a cost chargeable 
under overhead, and this cost must be 
controlled as well as any other operat- 
ing cost. 

10. Sales control card. This form 
shows the information that should be 
listed on sales control cards. The 
dealer should keep a card on each 
prospect contacted in the showroom 
and on the outside by his men. The 
salesman should keep a record also 
but the type record he keeps may be 
left to his judgment as long as the 
dealer has a master record, which en- 
ables him to check up on his men at 
any time. 

The information on this form is 
taken from the salesman’s report form. 
At the end of the month the dealer can 
make up a Monthly Sales Summary 
(Form 10A) from his control cards 
and this will give him a good picture 
of selling efficiency and profitability. 
If his salesmen are not making enough 
contacts or callbacks or getting enough 
live interviews, he can investigate to 
find out why. 

The back of the card may be used for 
a transcript of the sale when closed, 
showing selling price, trade-in allow- 
ance, finance charge and terms on pay- 
ments. The cards should be put in a 
tickler file according to call back dates 
so that the dealer has before him every 
morning the names of the prospects his 
salesmen should call on and can check 
them on results. When a customer is 
sold, the card is taken from tickler 
file and put in “User” file, which should 
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Sales control is cost cotrol in reverse 
because the bigger the sales volume, 
the lower the cost ratio to sales, the 
fixed operating expense remaining the 
same regardless of volume. The dealer 
who isn’t a competent sales director 
will have limited success with cost 
control. 

Without an adequate and accurate 
accounting system the dealer cannot 
utilize cost control effectively no matter 
how many auxiliary forms he uses. 
So, check up on your double-entry 
technique to make sure it qualifies. If 
it needs reconditioning, have that done 
first. 

The layout on these forms varies, 
particularly on job costing and sales 
control. We have prepared these 
specimens especially to show you the 
type of information you need. If you 
require additional headings to obtain 
the information you want, add them. 
Strict compliance to layout is not 
needed, nor is it desirable, because all 
businesses differ, so cost control forms 
must be flexible. Financial records are 
fairly well standardized, but cost con- 
trol records vary greatly. You can 
buy ledger and journal forms for 
financial accounting in the stationery 
store. You won’t find cost control 
records there. Since they must be 
fitted to the business, they are specially 
printed, mimeographed or typed. 

We do not suggest that you use all 
the forms. Use those that you need 
to give adequate information. How- 
ever, the types of forms shown here 
are being used to advantage by differ- 
ent dealers, and are practicable. They 
have been selected after careful study 
and will provide a well-rounded system 
of cost control for the medium-sized or 
larger dealer, although the latter may 
find it necessary to use additional 
forms. 

A mimeograph is a handy and profit- 
able piece of equipment on which to 
prepare cost control forms and other 
business matter. They can be used on 
direct-mail work also. 

Other equipment, such as adding 
machines, check writers and metal files 
are an aid to cost control because they 
speed up work, further accuracy and 
systematize the routine. Cash regis- 
ters are also helpful and a time-saver. 
By using special keys, the dealer can 
departmentalize automatically. 

File all forms systematically in files 




































































be followed up periodically for leads. or folders for ready reference. End 
Form #9 
Trade-in Allowance Analysis Sheet 
| RECONDITIONING SALESMAN Soto 
{Tem Mooft | YEAR ALLOWANCE € XPENSE COMMISSION FOR Loss GAIN 
| 
| 
| L 
ee 
TOTALS [KKK KM KKK KKKKK) $ $ $ $ $ $ 
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EOPLE who send in Youngstown Kitchen coupons aren’t kidding. 
Of the 20,000 or more coupons sent in each month from national 
advertising, 72% are good inquiries. 
They come from people who are interested in buying (and able to 
buy) Youngstown Kitchens— people who mean business! 
Here are the facts: 
@ More than 15° of those sending in coupons, on a national 
average, spend money for kitchen equipment immediately. 


@ Many alert, capable dealers sell 25°06 of their coupon prospects 
a Youngstown Kitchen within sixty days! 

e Another third go into the dealer file as future prospects. 
These figures are taken from the dealers’ own reports. They prove that 
coupon returns from Youngstown national advertising in more than 16 
top magazines bring the Youngstown dealer valuable, productive leads. 
They’re only averages; individual dealers are converting more and 
more of these leads into immediate sales as they solve their manpower 
problems, and employ the sales helps and kitchen-selling techniques 
being improved and developed constantly. There’s no ceiling to the 
percentage of returns that can be converted into immediate sales. 


And these valuable inquiries have been pouring in at more than 
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mean business! 





20,000 a month since 1944— proof of the tremendous interest in 
beautiful, practical Youngstown Kitchens. 


No wonder the Youngstown Kitchen franchise is the richest in the 
home-appliance field! 


Local Dealership Opportunities 


Nearly three-quarters of all Youngstow n coupon returns mean business 
— for the man who'll follow through, capably and enthusiastically, to 
get the business! 


Youngstown Kitchen franchises are frequently available in various 
parts of the country. One may be open in your area now. If you're 
interested in profits ... in a selling field where innumerable, prospects 


mean business ask us about the availabilities in your locality. 





Le 
OUNGMOU }, 4} 4 / yy?) 72} 
BY MULLINS 
MULLINS MANUFACTURING CORPORATION @ WARREN, OHIO 


World’s Largest Makers of Steel Kitchens 
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Biggest, Most Darihg Ad Push in Electric 


Shaver History Booms Retail, Profits | 





<< 


C, ar NEW SCHICK ELECTRIC SHAVER MUST 


OUTSHAVE BLADE RAZORS 


> ...OR VOR MONEY EC! e= “in 


: mieten 
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YOUR MONEY iq@ BACK 
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SCHICK <<<“ SHAVER 
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ZOOMS 
SALES !! 


MAGAZINES! NEWSPAPERS! 
| TELEVISION! RADIO! 


Deluge of Smash Advertising Brings 








“Outshaves Blade Razors” Challenge to Millions! 





Tie your store right in with the biggest and 
hottest Electric Shaver Promotion that’s ever . E AT U be r 
been seen. Send to Schick for free newspaper mat 

service, free window-counter display card and free 
counter folders. Be ready to run your own news- T on t ] @) ina D AY 
paper ads and to set up a special Schick Electric t 


Shaver window when the big campaign goes into 
high gear on September 14 with a double-page 5 Ni 
smash in THE SATURDAY EVENING POST T R j A L ia L A 

and follows through with an avalanche of adver- 


tising in LIFE, TIME, ESQUIRE, VARSITY, 
SPORT and SENIOR SCHOLASTIC ...in | Ni fe) U > 
NEWSPAPERS FROM COAST TO COAST... 


and over KEY TELEVISION and RADIO S Ke R E 
* 





STATIONS. 


SCHICK, INCORPORATED, Stamford, Conn. 
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Gi hewe,.eud ie beoupl/ 
THE NEW GENERAL ELECTRIC 


TRIPLE-WHlP MUAER 


With juicer and many other made-for-sales' features... 





| 








oe 






"THREE EASY-T0-CLEAN BEATERS! | 


| © Three newly designed beaters for faster, 
more thorough mixing. And they're a snap 
to clean. No center shaft . . . no corners, no 
| hard-to-get-at places! 





I2 SPEEDS 


¢ New Speed Selector offers the user a 
range of 12 speeds to choose from. And 


power—even at the low speeds! 





housewives get lots of power, and constant 

















BUILT-IN LIGHT! 


¢ Shines directly down into the bowl. 
Housewives love it. And it makes as effec- 
tive a point-of-sale demonstration as you'll 
ever come across! 








SO LIGHT-AS A PORTABLE! 


¢ When used as a portable, the new General 
Electric Triple-Whip Mixer weighs only 
3% pounds ... is one-third lighter than 
before. Customers can feel the difference! 





FINE JUICER 


* Look at the fine, worksaving juicer that 
comes with every new Triple-Whip Mixer. 
Each mixer also includes a half-gallon and 
a full-gallon bowl, of course! 














LOW STORAGE 


¢ Demonstrate“ flip over” feature that lets 
women store this mixer under low shelves. 
Appliance & Merchandise Dept., General 
Electric Company, Bridgeport 2, Conn. 
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TRIPLE-WHIP 
MIXER 


with two bowls 
and juicer 


$34.95" 





*(Incl. fed. exc. tax) Price subject to change without notice. 


You can put your confidence in— 


GENERAL @@ ELECTRIC 
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sales proven! 


IN LEADING DEPARTMENT STORES 


Se Fn 











Housewife! 


The Fryryte quickly 

prepares golden 

brown platters of 

food — done to the 

satisfaction of the 

entire family! It's Re a a 
mes “giao sap tetas hy aan 





ing compounds, 
cooks faster, tastier, 
and without muss or 
fuss. 


AUTOMATIC « ELECTRIC 


DEEP FRYER 


Here’s the newest and easiest way 
to deep fry everything from chicken 
to donuts. The FRYRYTE — fill with 
oil, plug in, and it’s ready. Imagine! 
Deep frying as easy as boiling water 
—and fast! 


The Fryrvytewill cook 
most anything in- 
cluding chicken, 
shrimps, onions, po- 
tatoes, steaks, chops, 
vegetables, frog legs, 
clams, crabs, oysters, 
fillets, dough- 


nuts, fritters, etc. 














Sales are also fast with this newest 
of kitchen appliances. Over 37 lead- 
ing department stores in the country 
have proven the FRYRYTE sales. It’s 
taking the country by storm. 


NEW! 
DIFFERENT! 


There’s nothing like the FRYRYTE on 
the market. It’s a masterpiece of 
designing and engineering featuring 
patented thermostatic control to in- 
sure uniform results every time. This 
means Golden-Brown Deliciousness 
ot every meal. 


FOR THE 
Chefs “Touch 


IN HOME COOKING 


the ~Jrytryte. 


is GUARANTEED 


for one full year! It’s guoranteed safe, too. No dangerous and 
messy handling of cooking compound after each use. The cooking 
compound remains in fryer for repeated use. Mirror-chrome finish 
wipes clean with damp cloth. 











WHAT THE AVERAGE 
HOUSEWIFE SAYS... 


“1 like FRYRYTE because it’s easy to 
use . .. no cross taste. Food settlings 
go into the “cold well” and do not 
burn . . . keeps cooking compound 
cleaner and usable again and again.” 


ORDER NOW! 


Get your orders in now for 
the cream of the fall trade. 
Our production is increasing 
daily and we'll be able to 
supply your needs. 





WHAT A GIFT! 


The FRYRYTE is truly 
the gift supreme! Needed 
in every home for easier 
frying. As a wedding 
gift—Christmas gift—or 
just for home use it'll be 
appreciated. 

Fair Trade Retail Price 

$24.95 














SEE YOUR JOBBER OR WRITE US DIRECT TODAY 


Call your jobber now or drop us a line. We'll be glad to send you 
complete information about the FRYRYTE. This is your opportunity 
to carry America’s Finest Kitchen Appliance! 


Dulane 





754 W. JACKSON 


CHICAGO 6, ILL. 
MANUFACTURING CO. 
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SMALL INFORMAL GROUP brings instructor and pupils closer together for discussioa 
of product information and specifications. 


I-H Service Schools 
Help Rural Dealers 


Experience in selling farm equipment 


enables International Harvester to train 


WiitH years of experience selling 

and servicing farm implements, 
it is not surprising that International 
Harvester Co. has a store of “know 
how” when it comes to working with 
farmers. It has thousands of dealers 
| located throughout the United States. 
It hasn’t been too much of a problem 
| to tie home appliances in with the al- 
| ready established dealers carrying milk 
coolers and other equipment. 

The country has been divided into 
six regions, manned by service repre- 
sentatives with headquarters in their 
territories. Under these men work 
some 75 district service supervisors, 
working directly with the dealer organ- 
izations to bring the service training 
program down to the dealer’s level. 
These supervisors have an average of 
at least ten to 12 years’ experience in 
servicing IH equipment. District office 
territories are divided into zones, into 
which dealers and their service men 
are called for periodic training and 
sales meetings. 

Of most importance to Mr. Farm 
Customer when he buys a refrigerator, 





Harvester freezer at a training class. 
not a one-man job. 





SEPTEMBER, 





dealers in appliance trouble shooting 


home ireezer or milk cooler is the 
fact that he is protected for service 
through a migratory arrangement 
whereby he can secure service in any 
community from the authorized IH 
service organization. This particularly 
appeals to the tenant farmers, who fre- 
quently have to pulf up stakes at the 
end of a year or two, sometimes mov- 
ing into other states. A one-year guar- 
antee is given on the complete unit 
refrigerators and freezers, and five 
years on the enclosed refrigeration 
system. Out-of-warranty service is 
charged for on the basis of time and 
material, plus transportation charges. 
In the service setup, the dealer must 
have tooling equipment for all re- 
pairs, and necessary handling equip- 
ment. He handles his own payroll. 
Often the service employees divide 
their time between refrigeration and 
tractor and implement repairs. 
While district representatives and 
regional service supervisors are fur- 
nished outlines for meetings as planned 


(Continued on page 108) 





OFF COMESthe crate from an International IN THE FIELD, the men apply their service 
It’s 


training knowledge. Here the freezer is un- 
crated in the truck. 
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New Home onthe range... 


To convert his corn into beef... the Midwest farmer for 
seventy-five years has brought in feeder cattle from the West... 
as many as 2.5 million annually. Of late years, the increased 
market for meat in the growing Pacific Coast population, and Yi 
other factors, has reduced the supply and raised the price of 
young cattle. 

Now Corn Belt farmers consider raising their own feeders. . . on 
$50-60 pasture land and rough terrain. While initial costs still favor 
imports . . . the home grown calves are fresher, unaffected by shipping, 
other ailments. Fields gain by a pasture period, and rotation ups corn 
yields . . . tipping the profit scale in favor of the home-raised beef. 

As a business . . . farming is subject to change as are all businesses, 
and good farmers today make changes to meet changing conditions. 
Because of the importance of the subject, SuccessrFuL FArMinG presents the 
results of first hand study in this month’s issue and the next. Advertisers 
alert to broad changes in the market .. . look for ‘Raise Your Own, or Buy 
Westerns?’ page 40, August SuccEssFUL FARMING. 


Don’t know what you’re missing? 


Most general media miss the majority of the 

best farm families in the 15 Heart States... 

with the best soil, greatest yields, largest property investments . . . a market 
adequately penetrated only by SuccessFuL FARMING . .. whose audience has 
spendable surplus above urban income equivalents. Of SF’s 1,200,000 
subscribers, approximately a million in the Heart States averaged some $10,000 
in gross income during °47 and ’48—about $4,000 above the US farm average 
... represent the best electric goods market in the world . . . indispensable to 
advertisers, if your national advertising is really to be national. For full facts, 
call any office. SuccessruL FarminG, Des Moines, New York, Chicago, 
Cleveland, Detroit, Atlanta, San Francisco, Los Angeles. 
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Corn Popper 


MAKES POPCORN EASIER (AND MORE FUN) THAN EVER BEFORE 
You'll really enjoy selling this appliance. It’s so simple Visible popping 


to demonstrate. Show them how the glass cover lets you 
see the corn popping. Tell how it pops without stirring. 


Point out the quick-heat well that provides extra-fast Extra-quick action 


action. Stress the new ease in cleaning. Feature the en- 
joyment of popcorn with television. Millions of popcorn 


= 
enthusiasts make a market that’s bursting at the seams. Ads_ Simple fo clean 


in 6 prime magazines this fall will help pre-sell your 
customers, too. The retail (a popular one) — omly $6.95. 


Order a sample today from your distributor and see for Holds 2 quarts 


yourself how easy it is to make popcorn now. 





For other foods 
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I-H Service Schools 
Help Rural Dealers 


—eemmn= CONTINUED FROM PAGE 106°" 


by the Chicago refrigeration service 
division, there are no ‘canned’ talks, 
states R. J. Kretz, heading up this 
service. The programs are planned and 
fitted to the particular needs of local 
conditions, and almost always include 
a questions-and-answers session. Large 
charts, it has been found, work out 
well, but movies usually aren’t used as 
they are too fast to get over the ideas 
the meetings are intended to bring out. 
Slides occasionally are used but often 
have to be run several times. 


Farm Boys Good Service Men 


These dealer service schools are put 
on as the need arises. Sometimes there 
are new models to be introduced, or 
again it may be a brushing up that is 
necessary, especially where there has 
been a large turnover of service men 

As these service training meetings 
are all tailored to suit the organization 
and local conditions, recently a refrig- 
eration “clinic” type meeting was held 
in one middle eastern district. This 
course was divided into six units, each 
in charge of an instructor, and cov- 
ered various phases of refrigeration 
service. Students were divided into 
small groups which afforded individual 
instruction on various service opera- 
tions actually performed before the 
students. The five-day refrigeration 
clinic was broken down into two 23 
day sessions, one group starting on 
Monday morning, the next group tak- 
ing over on Wednesday afternoon. 
Classes were limited to about 60 men. 


Manual Gives “How To” 


A 17-page manual furnished to the 
district service supervisors gives in- 
formation to cover practically any 
question or exigency that may arise 
during a meeting. Attendance should 
be limited to 15 service men, although 
the dealer and his salesmen may at- 
tend if feasible. It is noted that it re- 
quires approximately seven hours to 
adequately cover a subject, and pre- 
ferred are full-day meetings or a series 
of evening meetings. Equipment needed 
for these service meetings includes 
charts and tools, also needed are one 
crated refrigerator, an uncrated refrig- 
erator, a replacement unit, and assorted 
parts. Also required are a service kit 
and an appliance handling truck with 
protective pad. The subject of han- 
dling, including in and out of the 
crate, installation and trouble-shoot- 
ing, all come in for careful attention 
in the training program. 

In addition, the International 
Harvester Co. maintains a sales and 
service training school at 1100 N. 
Clark St., Chicago, where regional and 
district supervisors, as well as occa- 
sional groups of dealers and service 
men are brought in. Into the Evans- 
ville plant of the International Harves- 
ter Co. go the regional supervisory 
men to be brought up to date on the 
refrigerator line. 

Service work requires an all-year 
training program as summer finds no 
letup on refrigeration repair work. 

End 
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Many of America’s important manufacturers of TV re- 
ceivers will presently announce fo your customers a wider 
variety of screen sizes in PROTELGRAM-equipped receivers. 

These manufacturers have already introduced to the 
trade their sets featuring the popular 192-square-inch 
picture (16” x 12”, 20” diagonal, square corners). 

Look to them for early news about these two companion 
sizes—130 square inches with 16” diagonal and rounded 
corners, and 234 square inches with 20” diagonal and 
rounded corners. 

And the latest version of PROTELGRAM for the projec- 
tion of a giant 3’ x 4’ picture on a home-movie type screen 
is now available from several well-known makers, with 
others soon to be announced. 


= \PROTELGRAW 
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Television 


... ina choice of picture sizes! 


PROTELGRAM is the result of nearly fifteen years of devel- 
opment by the world’s greatest electronic laboratories. 
It is an entirely new conception of quality television 
picture reproduction—a big /ife-size, more life-like image 
free from glare and easier on the eyes—at the lowest cost 
per square inch of viewing area. 

PROTELGRAM has been adopted by leading TV manu- 
facturers because it is the perfect answer to your customers’ 
demand for bigger, better, more true-to-life television. 
It is your best bet for bigger television profits in 1949. Get 
the facts today on the profit-making opportunities in 
PROTELGRAM-equipped receivers. North American Philips 
Company, Inc., Dept. PF-9,}100 East 42nd Street, New 
York 17, N. Y. 


dn exclusive develofr ment of 
NORTH AMERICAN PHILIPS 
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ALWAYS FIND OUT FIRST WHAT 
FEATURE A PROSPECT IS LOOKING 
FOR IN A RANGE...OR WHAT OBJECTIONS 
SHE HAS. THEN HAMMER. AWAY. 











SALESMAN 



















HERE COMES SOMEONE NOW. 
T'LL SHOW YOU WHAT —— 
I MEAN 








1D LIKE TOLOOKAT 4 
A RANGE THAT'LL STAY 
CLEAN ANP NOT MESS 
UP THE WHOLE _ 
KITCHEN 

















NOW ILL SEE IF THIS +, 
GUY KNOWS WHAT HES 
TALKING ABouT! 


Nw 














WE HAVE QUITE A SELECTION 
... AND SINCE YOU MAKE A POINT 
OF CLEANNESS, SUPPOSE WE 
LOOK AT ELECTRIC RANGES. 
CLEANNESS |S ONE OF THEIR 
_ FINEST FEATURES 



















I 









ELECTRIC RANGE CAN KEEP MY 
KITCHEN WALLS CLEANER. 


THIS OVEN VENT TELLS YOU WHY, its 
SMALL. IT DOESN'T HAVE TO BE LARGE, 
BECAUSE THERE'S NO FLAME IN THE OVEN, 

SO NO LARGE VOLUME OF AIR FOR. 
COMBUSTION HAS TO BE BROUGHT IN AND 
OUT. BROILER SMOKE IS MINIMIZED 

BECAUSE THE HEAT IS CONTROLLED. AND 
WHEN YOU FRY FOODS ON THE TOP UNITS, 
CONTROLLED HEAT MINIMIZES 
SMOKING ANP SPAT TERING 











STILL CAN'T SEE HOW AN 























BUT WHAT ABOUT COOKING |) ELECTRICITY, YOUR COOKING 
ON TOP OF THE RANGE 2_/ UTENSILS STAY CLEAN...LESS 












WHEN YOU COOK WITH 


SCOURING. THAT'S BECAUSE THERE'S 
NO FLAME TO SMUDGE THEM. YOU CAN 
PROVE THAT BY WIPING YOUR. FINGERS 
OR A CLEAN HANDKERCHIEF UNDER THEM. 
ELECTRIC COOKING IS CLEAN 
AS ELECTRIC LIGHT 
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When cooking is clean—of course, it’s electric! That's why... 


another million American families switched to electric cooking last year! : ‘ 
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ELECTRIC RANGE SECTION 
National Electrical Manufacturers Association 
155 East 44th Street, New York 17,.N.Y. - 
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THIS OVEN HEATING UNIT PRACTICALLY 
CLEANS ITSELF. AND THE METAL HEAT 


a / 
OH, I DON’T 


BUT WITH AN ELECTRIC RANGE You ) 
DON'T HAVE To LEARN To COOK ALL 





































































KNOW HOW HELL OVER. AGAIN... YOU JUST SIMPLIFY DISTRIBUTOR IS EASILY WIPED CLEAN. YOU'LL NOTICE 
TO MOE THAT | ¢ HAVE TOBE )\ THE OLD WAY...AND ELECTRIC COCKING )\ THE ONE-PIECE OVEN LINING WITH ROUNDED CORNERS THAT 
KIND. IT'S HOUDINI IS CLEAN AS ELECTRIC LIGHT. SIMPLIFY CLEANING, AND THERE'S NO FLAME TO CIRCULATE 
TEN 70 GET OUT ') > LOOK AT THIS SMOOTH, WHITE. HEATED AIR OUT OF THE OVEN THROUGH THE VENT, 
Being pi NU, FHS PORCELAIN FINISH. IT’S AS EASY 
ONE! TO CLEAN AS A CHINA DISH...NO ; 
THE ONE I DIRT-CATCHING SEAMS AND HES SURE 


HAVE NOW 









CORNERS A FAST 



































ED 
ON AN ELECTRIC RANGE, SPILLED TESMAN REPEATED WHAT BO ic, 
FOODS BURN RIGHT OFF THE E EXPERIENCED SIT Te ECTRIC COOKING = EON, 
HEATING ELEMENT, ANP THIS 4 SUMMING UF, UDING THE POINTS THAT ELEY eT eacy T 








BUT FOODS 
ARE BOUND To 












L 
SPILL ON THE / REFLECTOR IS EASILY WIPED py COVERED... DERN, ECONOMICAL, z. y THE 
BURNERS, / CLEAN WITH A DAMP CLOTH. ANY AST COOl, FOOLPROOF, aa F00D TASTE BETTE NALLY BROUGHT UP © 
YOu 












N 
SPILLED LIQUIPS RUN THROUGH WAsis ON THE FEATURE ee CTRIC COOKING IS CLEA 
THIS HOLE INTO ADRIP PAN BELOW. } whe cose WITH EM ee ue REPEATED THAT 
YOU COULD DIP THIS HEATING PECT...CLEANNESS: | "eV ECTRIC LIGHT : 
ELEMENT INTO STICKY MOLASSES, \\ PROSPEL'. AS 
ANP IT WOULD BURN ITSELF 
CLEAN IN AFEW SECONDS 











T'VE NEVER. SEEN A 
RANGE LIKE THIS ONE! 
CLEAN AS A WHISTLE, 
AND COOKS LIKE A 
DREAM. WISH I'D 
HAD IT YEARS AGO! 
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TLL SAY YOUVE \SELLING ELECTRIC RANGES IS 


CERTAINLY SHOWN _/To FIND OUT WHAT THE PROSPECT 
ME HOW To poIT! 


ADMIRAL - COOLERATOR - CROSLEY + FRIGIDAIRE 












“> GENERAL ELECTRIC - GIBSON - HOTPOINT 






OBJECTS To, AND START WITH 

THAT FEATURE...BUT DON’T EVER FAIL. TO 
STRESS...ELECTRIC COOKING IS CLEAN 
AS ELECTRIC LIGHT 


KELVINATOR - LEDO + MONARCH + NORGE 













QUALITY + UNIVERSAL +. WESTINGHOUSE 
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Products that Produce 





OSTERIZER .. . the original liquefier and 
blender. An “indispensable” kitchen ap- 
pliance that simplifies and speeds meal 
making. Liquefies, blends, mixes, chops, 
beats, whips, grinds, purees, pulverizes. 
Only OSTERIZER has all these features 

- easy-to-clean, easy-to-empty glass 
container open at both ends . . . agitator 
assembly comes apart for thorough clean- 
ing . . . container base threaded to fit any 
standard fruit jar . . . sloped motor base 
with no openings to permit damage to 
motor from drainage. Retail price $34.95. 
Chrome base, $39.50. 


Additional Business 


Here are four basic reasons why Oster 
electrical appliances are successful 


STIM-U-LAX JUNIOR... 


OSTERETT ... the new low-cost POWER- 
FUL electric two-beater portable mixer 
that does every food mixing job. . 
mashes, mixes, creams, whips, beats. 
Opens a new mixer market . . . the mil- 
lions who have long wanted but could 
not afford a big mixer. Perfect for those 
who live in apartments or have small 
kitchens without room for big mixers. 
Ideal for those who want a lightweight, 
yet powerful, portable mixer for use any- 
where in the kitchen with any container, 
for any food mixing job. Retail price 
$14.95. 


. the world’s 





finest massage instrument. Delivers sev- 
eral thousand mildly soothing, deeply 
penetrating, Swedish-type massage 
movements to fingertips every minute. 
The motor rotates on eccentric bearing at 
front and pivots on spring at rear. No 
other massage instrument has this sus- 
pended-motor action. That’s why STIM- 
U-LAX JUNIOR is more relaxing to the 
nerves, toning to the muscles, stimulating 
to the circulation. Retail price $24.50. 





AIRJET . . . America’s new standard in 
hair dryer performance and appearance. 
Tilts to any angle, has new type combi- 
nation handle and stand — gracefully de- 
signed. Dependable, lightweight, and 
easy to use, with handy, fingertip-con- 
trolled, hot and cold air switches. Many 
extra home uses give AIRJET a “family” 
appeal. It brings added sales in small 
appliances, is ideal as a companion item 
on the cosmetic counter and as a traffic- 
builder in notions. Retail price $14.95. 





RACINE 










examples of new products that are in- y: 
creasing sales and profits for retailers th 
- se 
throughout America. ga 
W 
he 
Ci 
as 
m 
ADDED BUSINESS AND EXTRA PROFITS from 
old customers. Any good store’s best customers are its ge 
regular customers and the first place to look for extra th 
profits is in new merchandise that you can sell to old ti 
customers. Oster appliances increase volume and he 
profits from regular customers, without increasing in- er 
ventory in the conventional brand-name appliances bi 
that compete with each other. 3 
a 
b 
NEW BUSINESS AND NEW PROFITS from new S| 
customers. All Oster appliances are creating new n 
customers, too. Each has its own strong, special it 
appeal—each satisfies certain unusual consumer ii 
needs as well as serving general home uses. Oster t! 
appliances are drawing new shoppers into stores . 
across the nation, opening up new avenues of traffic p 
and sales. 
i! 
f 
NATIONAL ADVERTISING backs up the full Oster : 
line. Increasing consumer demand is being built up 
continuously by prominent advertising in big, na- h 
tional magazines including Life, Good Housekeeping, 
Better Homes and Gardens, Collier’s, National Geo- P 
graphic, True, and other magazines and newspapers. 4 
Vv 
0 
CONSUMER SATISFACTION GUARANTEED on ; 
all appliances Made by Oster. The splendid dealer and ‘“ 
consumer acceptance of these appliances is not sur- 2 
prising. Since the first Oster motor-driven hair clipper - 
was made, over a quarter of a century ago, Oster vs 
electric products have given satisfaction to millions te 
of customers. The Oster name stands for Highest ‘ 
Quality Always. fe 
2 
a 
it 
<Sou>. diae FR 7 
&* Guaranteed by > - 
hy Housekeeping t 
as e 
SZAS ApverristD THE n 
UNDERWRITERS’ he 
APPROVED ie 
sh 
The Good Housekeeping seal, which provides H 
replacement or refund of money if not as adver- oc 
tised in Good Housekeeping, has been granted to a 
OSTERETT—STIM-U-LAX JUNIOR— OSTERIZER. le 





JOHN OSTER MANUFACTURING COMPANY | : 
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REALISTIC appraisal of cur- 
rent merchandising facts and 
the will to work are necessary to 
sell in today’s market, H. P. Nelli- 
gan, president of the American 
Washer & Ironer Mfrs. Assn. and 
head of Easy Washing Machine 
Corp., recently told more than 300 
association members at the summer 
meeting at Mackinac Island, Mich. 
“At the end of 1941,” Mr. Nelli- 
gan stated. “we were hailed from 
the housetops for achieving an all- 
time prewar high in manufacturing 
household washers, dryers and iron- 
ers, but now, when our production, 
based strictly on demand, is running 
30 percent ahead of that year, we 
are confronted by dealers whose 
faces are so long that barbers would 
be justified in charging $4.75 for 
shaving then.” He added that too 
many dealers are “wandering about 
in a dream world of their own mak- 
ing, victims of a process of idle 
thinking which makes them utter a 
‘women aren’t buying’ plaint as Gos- 
pel truth.” 

Cites Industry Statistics. Prelim- 
inary estimates of the industry’s 
factory sales of washers, Mr. Nelli- 
gan stated, show that the June vol- 
ume will total 250,000 units as 
compared to 214,000 in May and a 
half-year average of 215,000 washers 
per month. He corrected a recent 
statement by the Federal Reserve 
Board that washer sales in 1946-48 
were 1,300,000, 2,500,000 and 3,000,- 
000 units, respectively, and that sales 
for all 1949 were estimated at 1,400,- 
000. “Actually,” said Mr. Nelligan, 
“our sales in the three years were 
2,023,981; 3,783,632 and 4,311,000 re- 
spectively, and sales for the first six 
months of 1949 alone will be close 
to 1,300,000.” And don’t forget, he 
added, that we are manufacturing 
for a market which is increasing by 
2,000,000 wired homes annually with 
a population 16,000,000 greater than 
in 1940. 

Need For Field Training. W. R. 
Dabney, vice-president, Ironrite 
Ironer Co., and chairman of the as- 
sociation’s ironer division, observed 
that today’s retail home laundering 
equipment salesmen are in great 
need of actual field training, and 
washer, ironer and dryer manufac- 
turers and their representatives, as 
well as distributors, should definitely 
show them how to approach Mrs. 
Housewife. “Prewar selling meth- 
ods worked well and they will work 
as well again as they did then,” he 
said, “but only if the manufacturer 
leads the way by actually going into 
the field to prove it.”” He stated that 
manufacturers keep telling retailers 
and wholesalers that the “honey- 
moon is over” and to go back to 
selling. As good as this advice is, 


Washer And 'Ironer Group Told Of Need 
For Realistic Approach And Hard Work 


Nelligan cites market increase of 
2,000,000 wired homes annually and 
16,000,000 postwar population boost 


he declared, it is ineffective without 
action. 

People Have Money And Want 
To Buy. Harry G. Moock, recently 
retired vice-president of the Ply- 
mouth division, Chrysler Corp., told 
the conference that the laundry 
equipment industry faces one big 
problem. “Like most other indus- 
tries,” he said, “you are confronted 
by the problem of whether you shall 
build what you can sell, or sell what 


you can build. If the decision is to 
sell what you can build, sales mana- 
gers will come up with right results 
or else. There can be no doubt of 
our ability, our know-how, to pro- 
duce goods.” He stated that today’s 
overall business situation depends on 
what each individual wants to see, 
but no one can deny that millions of 
women want to buy and have the 
money. But they will have to be 
shown that the product gives more 


Wholesalers Told Credit 
Control Must Be Tighter 


NEWA Pacific group hears 
of need for discretion 


A general tightening of credit by 
electrical wholesalers can be ex- 
pected in the balance of 1949 and in 
1950, according to J. H. Wendt, 
Central Pacific district credit man- 
ager, Graybar Elec. Co., Inc., at 
the semi-annual convention of the 
Pacific Zone National Electrical 
Wholesalers Assn. at Salt Lake 
City, Utah. Speaking to the more 
than 100 west coast wholesalers and 
manufacturers representatives, Mr. 
Wendt said, “We may have to 
tighten up on credit wisely because 
collections are slower, business fail- 
ures are climbing, more accounts 
are overdue, bad checks and post- 
dated checks are cropping up more 
frequently . . .” 

Risk a Little More. However, he 
inferred that such tightening of 
credit would not be a slap-down. 
“We wholesalers must take a little 
greater degree of risk. We must 
put first things first and therefore 
give first importance to our cus- 
tomer’s character and capability, his 
location, our coverage in that com- 
munity. .. A capable dealer or con- 
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CREDIT TERMS must be stricter in 
1949-50, J. H. Wendt, Graybar Electric 
Co., Inc., told west coast distributors at 
the recent NEWA convention. 


tractor will usually make up in en- 
ergy, ideas and efficient merchan- 
dising what he may lack in capital.” 

Arthur I. Appleton, president, 
Appleton Electric Co., Chicago, em- 
phasized the importance of inven- 
tory control for the wholesale dis- 
tributor. Not only is it important 
to the individual firm, he said, but 


satisfaction, more service and more 
pleasure than keeping their money. 

Adopt New Name. By unanimous 
vote, the association changed its 
name to the American Home Laun- 
dry Mirs. Assn. The motion had 
been made by the association’s dryer 
division, headed by F. M. Mitchell, 
manager, Frigidaire laundry equip- 
ment division. Mr. Mitchell said 
“We think the best interests of the 
industry-at-large would be served, 
and our Association objectives most 
clearly expressed, by dropping all 
product identity, instead of contin- 
uing to hook on more names like a 
booming law office”. 


(PICTURES OF CONVENTION 
ON PAGE 116) 


to the country as a whole as an aid 
in leveling the economic boom-bust 
cycles. 

Real Control. While inventory 
control has a general objective in 
gearing procurement to demand, 
saig Mr. Appleton, and has a theo- 
retical objective of having stock 
reduced to zero at the moment re- 
plenishment arrives, it serves other 
purposes for the distributors. Sound 
inventory control improves the dis- 
tributor’s service to his customers 
by insuring that goods will be on 
hand for immediate delivery; it per- 
mits better control of the distribu- 
tor’s operating expense; it provides 
a more profitable control of the dis- 
tributor’s investment in goods. It 
serves the distributor by establish- 
ing and regulating the amount of 
stock, when to order stock, how 
much to order, and it provides for 
procurement follow-up and for stock 
protection 

Sales Stimulants. With E. E. Kar- 
sten, Gough Industries, Los Angeles, 
as moderator, the wholesalers’ panel 
reported on plans to stimulate sales. 
These include boat and fishing trips, 
with each salesman inviting three or 
four customers as guests; bonus 
plans to compensate salesmen for 
increased volume and for bringing in 
new accounts; keeping the sales 
manager im the field for all but two 
hours a day to work more closely 
with the salesmen; and improving 
selling by “giving special service in- 
stead of special prices.” 
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He does *250,000 a year 
in appliances in a 
town of 16,000 





Clyne Chambers 


LYNE CHAMBERS, operating in a Chicago 
C suburb of some 16,000 population, has 
sold more than a million dollars’ worth of 
appliances. 

The most important appliance in his life, 
however, is one he didn’t sell. It’s the one he 
bought for his own home in 1929. 

How he parlayed it into an annual volume 
of more than $250,000 and built the largest 
independent outlet for electrical merchandise 
in Elmhurst, Illinois, is a depression-born suc- 
cess story every appliance retailer can read 
with profit. 

When you walk into the impressive, well- 
stocked establishment at 164 North York Street 
in suburban Elmhurst, you see what hard 
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A journeyman printer who bought an 
electrical refrigerator in 1929 decided every 
home ought to have one. So he 

started ringing doorbells and now owns 
the largest independent outlet for electrical 
goods in Elmhurst, Illinois. 


work, determination, optimism and sound 
judgment can produce from scratch in the 
appliance field. 


From Printer to Salesman 


His general manager, Frank Viola, likes to tell 
the story. “Up to 1931,” Frank will tell you, 
“Clyne Chambers never sold an item of hard- 
lines merchandise in his life. He was a journey- 
man printer, working in Chicago and living 
in Bensenville. 

“T first heard of him in 1931, when I was 
with the Kelvinator distributor calling on the 
old Elmhurst Furniture Company. As a result 
of the depression, his weekly paycheck, when 
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The Chambers Company store ao 164 N. York Street, Elmhurst, lil. 


he did get work, was amounting to just about 
a good day’s pay. 

“‘As he worried about the situation,” Viola 
sald, “he thought about his electrieal refrig- 
erator. He had had it some time and he and 
his wife were sold on it plenty. 

“One day he said to her: ‘You know, it 
ought to be a cinch to sell these new refriger- 
ators. I’m going over to the Elmhurst Furni- 
ture Company and see if I can’t make a deal 
selling refrigerators on commission.’ 


Sells 300 Refrigerators First Year 


“You hear a lot about the. importance of 
enthusiasm in selling. Chambers has it. On his 
first day out as a salesman, he sold a refrig- 
erator. The next day he sold two. In a few 
months, he was the best refrigerator salesman 
in town. 

“By 1934, Chambers was selling more than 
300 Kelvinators a year for Elmhurst Furniture. 
In that year, the store sold out and Chambers 
went with a hardware store down the street. 

“In 1935, he got the Kelvinator franchise 
and opened up his first store at 111 S. York 
Street. It was a family operation. His wife 
took care of the store while Chambers went 
out punching doorbells. 

“When he opened his first store, he suc- 
ceeded because he was happy in his work. He 
was no fly-by-nighter. In all his operations, he 
was looking forward to the future. 

“These principles paid off. In 1938, he took 
over a bigger store at 100 S. York. He took on 
additional lines and hired more people. But 
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he didn’t foresee the war and what it was going 
to do to the appliance business. 

“By 1943 his inventories were gone. So he 
moved into a smaller place at 155 N. York and 
opened a record shop. From there he kept in 
contact with his customers until things began 
to open up again after the war. When he opened 
this new place in October, 1945, he asked me 
to come with him as general manager, which 
I did in December, 1946. 

“We now have eight men on the job and 
even the bookkeeper sells. Chambers learned 
this business by ringing doorbells and we still 
ring doorbells. 


Makes Customers His Friends 


“Chambers doesn’t see anything unusual 
about his success. He thinks anybody could 
do the same thing. He’s sold on the things he’s 
selling. He’s more interested in making friends 
than in making customers. His customers be- 
come his friends because he’s really interested 
in seeing that they benefit from what they 
buy from him. 

“This business was built by going after cus- 
tomers, by going out in the field ringing door- 
bells,” Frank will tell you. “In one week, we 
can’t ring all the doorbells in our territory, 
yet in that same week a lot of people are 
going to become ripe prospects for a solicita- 
tion to buy something we sell. 

“So we use advertising to keep our name 
and merchandise before everybody we think 
we have a chance to sell. To us, advertising is 
just another way of ringing doorbells. 

“You know, it’s funny about advertising. A 
salesman may make fifty calls and never get a 
nibble. But he doesn’t consider the effort 
wasted because he knows that some day he’ll 
close a lot of the people who turned him down. 

“Yet that salesman, when he opens up his 
own store and finally is sold on putting a little 
money in advertising, will lose his faith when 
the customers don’t start stampeding his place 
right after his first ad runs. So he stops adver- 
tising, just because he hasn’t seen any evidence 
of what his advertising has done. 


Won't tip their Hand 


“In the appliance field, especially, it’s not 
easy to find out just what advertising does for 
you. Sure, once in a while somebody will come 
in and say ‘I'd like to see that washer or tele- 
vision set you advertised.’ But most of the 
time they never tip their hand as to what 
brought them in.” 

What kind of advertising does the Chambers 
Company do? 

During recent months, the manufacturers 
and distributors of seven different items sold 
by the Chambers Company ran campaigns in 


ADVERTISEMENT 





the Chicago Sunday Tribune using that news- 
paper’s selective area advertising plan. 

Under this plan, the Chambers Company 
gets virtually the full benefit of big-space ad- 
vertising, usually a full-page, featuring the 
store name and address in large type. All of 
the ads are of the retail-storatype. Each shows 
pictures of the merchandise, with strong copy 
urging action at the retail level. 


Big Space at Low Cost 


As published, each advertisement carries the 
names of only a few dealers. No dealer listed 
in any such advertisement is considered as a 
competitor by any of the other dealers named 
in the advertisement. Each store listed is 
located far distant from all others listed in 
any one advertisement. 

The cost of these campaigns is divided be- 
tween the manufacturer, the distributor and 
the dealers. The dealers’ portion of the cost is 
shared by the participating outlets spread 
thruout the five metropolitan zones which 
make up the 40-mile Chicago and suburban area. 

As a result, the cost to each dealer is ex- 
tremely low, as low as $19 for a full-page 
which would normally cost the retailer from 


$636 to $738. 


Go in on all Campaigns 


“We have participated in every campaign 
of this kind offered to us,”’ Viola said. ‘These 
participations cost us $727. That’s not much 
money when you figure what we got. I don’t 
know of anybody in Elmhurst who doesn’t 
read the Sunday Tribune. I mean that as an 


actual fact. So when we can get a full page ad 
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“This business was built by going after customers . . ."" 


in the Sunday Tribune for under $40, we 
think we have made a buy. 

“These pages keep our name before every- 
body we would think of calling on. With so 
many manufacturers and distributors using 
this kind of advertising, we get an almost con- 
tinuous string of big-space ads keeping our 
store out in front as a leader. This gives us 
not only strong, business-building promotion. 
It gives us a regular program keeping our 
name before the public—a program we couldn't 
otherwise afford to buy.” 


* * * 


MANUFACTURERS: €lyne Chambers is one of more 
than 1,100 appliance retailers in Chicago and 
suburbs who have participated in the Chicago 
Tribune's selective area advertising plan. 

So well does this plan of factory-controlled, 
agency-placed promotion fit the needs of the 
dealer, manufacturer and distributor that more 
than $550,000.00 has been spent under the plan 
to sell products ranging from shoes and records 
to washing machines and electronic products. 

Ask a Tribune representative to place before 
you specific suggestions for using this tested plan 
to develop your full potential in the Chicago 
market. Call him today. 


* * * 


Chicago Tribune 


June average net paid total circulation: Daily, Over 940,000— 
Sunday, Over 1,500,000 


Chicago Tribune representatives: A. W. Dreier, 810 Tribune Tower, 
Chicago 11: E. P. Struhsacker, 220 E. 42nd St., New York City 17: W. E. Bates, 
Penobscot Bldg., Detroit 26; Fitzpatrick & Chamberlin, 155 Montgomery St., 
San Francisco 4; also, +48 S. Hill St., Los Angeles 13. 
MEMBER AMERICAN NEWSPAPER ADVERTISING NETWORK, INC, 
FIRST 3 MARKETS GROUP, 
AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Laundry Convention at Mackinac Island 


PRESENT production, based strictly on 
demand, is running 30 percent ahead of 
1941, H. P. Nelligan, president of the 
Easy Washing Machine Corp. and head 
of the association, tells members at 
Mackinac Island convention. 


RESPITE from convention chores finds 
H. L. Clary, director of sales, Norge divi- 
sion, Borg-Warner, (left), and Harry G. 
Moock, Chrysler sales consultant, near 
golf links. Latter told convention people 
still have money but have to be sold. 





AMONG those more successful in the laundry business than on the golf course were: 
(left to right) E. L. Farquharson, Landers, Frary & Clark; O. L. Earl, Acme Aluminum 
Foundry Co.; Dave Hays, engineering consultant; and John M. Wicht, Blackstone Corp. 





SMILE of approval for the new association title of American Home Laundry Mfrs. 
Assn. comes from (left to right): James H. Wheeler, president, Essential Chemicals 
Co.; Elisha Gray, president, 1900 Corp., and Tom Egan, Emerson Electric Mfg. Co. 





SUMMER relaxation between sessions of laundry meeting gives executives a chance to 
talk over the business. (Left to right): C. H. Rippe, Jr., Hamilton Mfg. Co.; Hal 
Biddle, Ironrite Ironer Co., and Walter Hausser, Lever Bros. Co. 
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New low price 


on the newest model Hoover Gleaner 


oh 
parks Hoover is 
dealers sales! ~~. 


You'd expect Hoover dealers to sell quite a few Model 
115 Hoovers at this new low price... and they have. 
But that’s not the only reason Hoover dealers are hailing 
this reduced price and the way in which The Hoover 
Company is telling people about it with strong national 
advertising. 

A good many prospects, aroused by the offer, are look- 
ing at the complete Hoover line and finding that Models 
28, 61 and 50 also are outstanding values. The result: 
many a sale of another model Hoover that meets a 
prospect's particular needs or preferences. (And that 
goes for the Hoover Iron, too—which is benefiting from 
the advertising support given the whole Hoover line.) 

Hoover dealers have long had the most complete line 

. the best-known name... the strongest advertising 
support. Now they also have a sensational, dramatic 
value with which to open reluctant doors. 


Is it any wonder Hoover dealers are happy? 
THE HOOVER COMPANY, North Canton, Ohio; Hamiton, Ontario, Model 115 


Canada; Perivale, England. 












Hoover Iron 





@ Model 50 
Hoover Cleaner 


Model 28 
Hoover Cleaner 


Model 61 
Hoover Cleaner 
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Sylvania’s popular, fast-selling Residential inate shai einai enamine indians ye 
Fluorescent Fixtures sell even faster when - 2 they Oleginny Dead eile Gane denne 
you show them off to best advantage—mounted otis CGedes  Guetedh on 
j i x # j RW-220 $16.10 $ 9.60 S$ 6.44 
on this attractive 4 foot by 5-foot display oe a - - sien 
board. The board is shipped to you completely R422 26.46 15.88 10.58 loca 
assembled, with all fixtures mounted and wired. RO-114 9.15 5.49 3.66 po 
Just unpack it—set it up at any convenient a _ _ amen 
spot on floor or wall—plug it in to any outlet. bpm ‘dew gual ——— 
And you re all ready to sell! Retail value of these fixtures and socket covers is yt ay PRICE TAGS 
4 P $77.50. Cost to you is only $46.50—giving you a g the 
Red tise EE profit of $31.00 on your sales. And you get the Se letete 
board—-which costs $30 to build—for only $10, . onlbaat— 
making your total initial investment $56.50. o the sign “of 
‘ F. quality! 
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DISPLAY CARDS 
showing home appli- 
cations of Sylvania 
Fixtures. 


a ZA . = COUNTER OR WIN- 
s “ w DOW DISPLAY of 
V 3 * heavy cardboard, 
die-cut to take any 
of the fixtures. 













FOLDERS describing 
the Sylvania Resi- 
dential Fixture line. 
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RESIDENTIAL FIXTURE PROMOTION | 
F MAKES BIC PRoFiTs For you!” ; 


























R-422, equipped with four 20-watt white 
fluorescent lamps, is ideal for larger interi- 
ors, such as living and dining rooms, kitch- 
ens of normal size, dens, larger sun porches. 
Polished aluminum end caps, Miracoat-fin- 
ished reflector. 


R-228 is designed for high quality at a low 
price. It’s equipped with two 20-watt white 
fluorescent lamps, giving ample light for 
small kitchens, sun rooms, laundry and 
game rooms, workshops and hallways. 


CSG-120 is a smartly styled fixture with one 
20-watt lamp, particularly suitable for sup- 
plementary lighting. It's perfect for such 
locations as breakfast nooks, over sinks, in 
bathrooms and hallways. Matching unit 
CSG-140 is equipped with one 40-watt fluor- 


Remember 


A se di aie saa Lee ee Stone: Pi 5, ES, SRO ss tte I t x rs, 
CQO Set Pa tet 35 Sees bis a af 2 * i ok xy aeKE <5 
‘ oe OR 
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CSG-120 


CS-115 is a utility unit with one 15-watt lamp. 
Companion fixtures CS-120 and CS-140 are 
equipped with one 20-watt and one 40-watt 
lamp, respectively. These units are ideal for 
use in small nooks, over valances and pic- 
tures, flanking bathroom mirrors. 


RW-220 is an attractively styled, low-cost 
fixture with two 20-watt lamps for use in 
kitchens, bedrooms, bathrooms, workshops, 
breakfast nooks, pantries. Designed for 
mounting on standard outlet box. RWC-220 
is identical except for extension cord for 
plugging into wall or floor outlet. 


RO-114, using one 14-watt lamp is particu- 
larly well adapted to mirror lighting. Unit 
fits closely to wall, to eliminate annoying 
reflections of lamp in mirror. Has conven- 
ience outlet for electric razor or other appli- 
ances. Also supplied as R-114 without outlet. 













Sylvania Residential Fluorescent Fixtures—all with Good 
Housekeeping Seal of Approval—make fine gift items. Fea- 
ture, too, Sylvania Christmas Tree Bulbs. These multiple 
type C7'% Christmas Tree Lamps now available through 
your Sylvania distributor. Blue, green, orange, red, white. 
In strings or packed 10 to a box. 







SYLYV, 
ELECTRIC 


FLUORESCENT LAMPS, FIXTURES, WIRING DEVICES, SIGN TUBING; LIGHT BULBS; PHOTOLAMPS; RADIO TUBES; CATHODE RAY TUBES; ELECTRONIC DEVICES 
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Atlantic City Show... 


HOUSEWARES 
HUMANITY 


HEAT and 


NEW ALUMINUM and chromed-copper 
coffee makers were pushed by Cory’s 
R. N. Hoye, president James W. Alsdorf; 
and N. H. Schlegel, vice-president. 


DORMEYER’S ‘‘more and better features” 
were pointed out to R. B. Wall (center) 
by M. E. Allesee, vice-president, and 
Maurice Lipsich, asst. sales manager. 


G-E’S NEW mixer was described by R. E. Boian, G-E 
heating division, to Max Zuckerman, J. H. Simon, 
and John Porter, G-E traffic appliance ad manager. 


A TOUGH problem in merchandising 
kept H. S. Larson, sales manager for 
Natl. Stamping and Electric Works, and 
Earl Schara, Sylvania, on their feet. 


“YOU CAN WORK Camfield’s new 
toaster from either end,’’ spieled R. H. 
Sutcliffe (right) to Bernard Cohen of 
Bernard Housewares and J. Meyerowitz. 


UNDER THE ADMIRING eyes of Bert G. Cochrane 
and Joseph H. Cone, vice-president and president, 
Janet Ball demonstrated Casco’s steam and dry iron. 


CHICAGO ELECTRIC’S giant size juicer 
was displayed for promotional purposes 
only, but C. W. Byerly, who suffered 
from the heat, had other ideas. 


“WE'LL EVEN sweep people’s shoes to 
make a sale,”’ said, Rittenhouse’s Owen J. 
Keenan, general manager, but in prac- 
tice he limited the service to his wife. 


AMERICAN’S portable dishwasher drew 
the attention of Richard Julius and David 
Bluestone while Louis Amsterdam, dis- 
trict sales manager, explained. 


=, 


“MMM LER GE. 


o 


IT WAS probably cooler in Mansfield, 
Ohio, home base for Dominion Electric, 
but M. V. Rutherford, sales manager, 
and E. J. Downs kept comfortable. 





R. F. MARESH, sales manager for John 
Oster, varied his activities between sell- 
ing, giving foot massages to tired buyers, 
and acting as handyman. 


NEW COVERS for washing machines were 
introduced by Clarvan Corp. Frederick 
Edelston, vice-president and general sales 
manager, demonstrated with a model. 


HARD-WORKING Hildegarde Popper of ‘‘House & 
Garden” got details on Rival’s steam iron from Hack 
Miller of Martin Carlstein and Associates, Inc., N. Y. 
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DESPITE the heat, Arvin heaters were a hot subject 
with H. Stanger, B. Gertz and Co.; H. W. Biederman, 
Allied Stores; and Warren Pringle of Noblitt-Sparks. 


MONARCH CO 


t ESTs. wg 


“YOUR FIRM is a natural for our new hair dryer,” 
Birch Vermillion, general sales manager for Knapp- 
Monarch, told Albert Lowenthal, Read Drug Co. 


NOTE-TAKERS Paul Kramer, T. S. Martin Co., and 
W. C. Mcllvaney, Famous-Barr Co., got plenty of 
dope on Westinghouse products from V. E. Freeland. 


FRANK WOLCOTT, then general sales manager, and 
Elsie Greene, director of the consumer division, Silex, 
were happy to see Martin Sufrin of |. & M. Sufrin. 


WHY MANNING, BOWMAN’S line is such a good 
one is re-emphasized by John Sykora, vice-president, 
for A. N. Guimont, manufacturer's representative 


G. F. VELARDE, American Furniture Co., El Paso, 
heard about the Proctor steam iron from Joseph Tiers, 
sales manager of the distributor division. 


0. A. SUTTON’S fan exhibit was a mighty popular 
place and Robert Stein of Davega stores was in 
earnest with J. Farley, Jr., district sales manager. 


NESCO’S new president, W. H. Sahloff, peers into a 
casserole to explain a feature to A. C. Berg, the 
Higbee Co., and T. Stran Jones, district manager. 


BETTY GENGER, Woman's Home Companion, and 
Eleanor Cook, McCall's, teamed up on J. Don Mason, 
ad manager for Kitchen Aid Div., of Hobart Mfg. Co 


ALEX LEWYT held forth for Walt Daily, Helen 
Kendall and T. L. Henderson of Good Housekeeping, 
and Donald B. Smith on the virtues of Lewyt cleaners. 


TOASTMASTER’S sales manager, William O’Brien, re- 
laxed with Frank Fingruto and David Jacoby of Aisen- 
stein & Gordon, Inc., Phila., and E. B. Thompson. 


UNIVERSAL’S Coffeematic was sold to B. K. Mc- 
Eachern (second from right) by A. S. Bross, R. N. 
Oliver, gen. merch. mgr., L. L. Estes, and S. G. Fisher. 
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NES CO Roasters 


for fall promotions 
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You'll make Freezer 

Sales Records, too with «= 
this “BLUE-TRIMMED ‘ 

BEAUTY” 
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FARM & HOME FREEZERS 
with’ Ben-Hur Blue" Color Trim/_| 


New COLOR BEAUTY gives Ben-Hur Freezer Dealers 

a big competitive lead in today's fast-moving market. 

Yet the “BEN-HUR BLUE” is only one of many PLUS 
features that help short cut your freezer selling. Keep dealer 
‘inventories down to consistently profitable levels. It's the 
“spark” that starts and clinches many an extra sale for you. 


But it's what the BEN-HUR Freezer does, that will keep the sales coming in 
For every BEN-HUR is built for the year-after-year economical per- 
formance in food saving that makes the owner a more enthusiastic booster every day 
It's packed with features that assure complete satisfaction long after the 
FIVE YEAR Guarantee on the refrigerating unit is forgotten. 


years from now. 


he uses it 


Check the Color-Trimmed Beauty and al/ the famous 
Ben-Hur features before you make your choice of a new 





line. It's sales-and-profit wisdom right now. 


Write for your BEN-HUR Dealership story now. 


BEN-HUR MFG. CO. 
Dept. EM 634 East Keefe Avenue, Milwavkee 12, Wis. 


——=FARM and HOME FREEZERS= 


HEALTHFUL LIVING THROUGH FROZEN FOODS 
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Appliance Production Rises in June; 
Only Three Products Below May 


Washers, ironers up for second month 
as television, refrigerators, cleaners 
fall; six month video 227% over 1948 


All divisions of the electric ap- 
pliance industry with the exception 
of refrigerators, vacuum cleaners 
and television sets increased their 
June production over May levels ac- 
cording to latest figures available. 
Television and refrigerators, mean- 
while, are the only two appliances 
running ahead of 1948 figures for 
the first six months of the year. 

Washers and ironers were the 
only appliances to register gains for 
both May and June. Washing ma- 
chine production moved sharply up- 
ward from 214,000 to 272,900 units. 
This figure is 30.65 percent under 
June of 1948 and on a six month 
basis production is off 42.77 percent 
from 1948. Ironer production moved 
from 19,000 to 20,600, a figure 37.13 
percent under June, 1948. Six month 
ironer production is off 49.31 percent 
from 1948 figures. 

Refrigerator Production, which 
had gone up in May, dropped 
sharply from 341,933 to 310,780. This 
latter figure is 20 percent behind 
June 1948 production but on a six 
month basis the industry is 4.91 per- 
cent ahead of last year. 

Most encouraging six month cém- 
parison is in television where pro- 
duction is 227.39 percent ahead of 
1948. June production slumped to 
160,736 units from the May level of 
163,262. The current six month tele- 
vision total stands at 913,071 sets. 

Production of FM-AM radio re- 
ceivers went from 28,388 units in 
May to 40,512 in June, a level 55.19 
percent under that of June 1948. Six 
months production of 424,381 sets is 
38.97 percent below that of 1948. 
Production of AM receivers was 
still further off 1948 figures with the 
six month total of 3,057,477 being 
54.86 percent under 1948. Produc- 
tion of AM receivers rose in June 
from 449,128 to 471,342, 50 percent 
under the 1948 level. 


Millionth TVA User 
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CEREMONIES MARK electrification of 
farm belonging to Tennessee farmer 
Chester Williams who thus became the 
millionth user of power generated by 
TVA. Mr. Williams and his wife bought 
$2,000 worth of appliances to celebrate 
the end of 26 years without electricity 
on their Fruitvale farm. 
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With freezer sales spurred by hot 
weather, production of freezers rose 
sharply in June to reach the highest 
monthly figure of the year. The 
June mark of 27,735 units was al- 
most 7,600 units better than May 
but was still 38.25 percent under 
1948. On a six month basis freezer 
production is off 36.31 percent. 

Electric Ranges recovered from a 
slump in May to move sharply up- 
ward. Production of 69,107 units 
in June was 44 percent under the 
same month in 1948 but was over 
16,000 better than the May figure. 
Six month production is 29.97 per- 
cent under last year. 

Vacuum cleaner production went 
down for the third month, standing 
at 207,354 in June as against 222,- 
850 in May. Monthly production 
was off 19.02 percent and six month 
figures off 19.20 percent from 1948. 

Water heater production for the 
six month period stands at 246,859 
units, 33.48 percent under 1948. June 
production, although off 32 percent 
from June 1948, was considerably 
higher than previous 1949 figures. 
The industry produced 49,788 units 
in June. 








Now- 
THE TWO 
BIGGEST 
SELLING 
AUTOMATIC 
WASHERS 

ARE 


BENDIX! 
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An easier way to keep your electrical supply store records! 


This remarkable business machine fits every need of your elec- Check the features shown below. Think how you could use 


them in your business. Then see for yourself how this modern 
In the National “200” you get a modern, streamlined National __ register will give you information that makes money and pro- 
Cash Register, plus a built-in adding mechanism that you can 


trical store or electrical department. 


tection that saves money. Get a demonstration at your local 
use at any time without disturbing the cash records. National branch office today. It’s exactly what you need! 


Stops Mistakes—Saves time —!ndication shows 
price of each item or service and the total... 
gives protective supervision over all prices 
charged. Any amount from 1¢ to $999.99 can be 
recorded. Register automatically adds amounts, 
thus preventing mistakes and speeding service... 
automatically accumulates total for balancing 
cash. 


Automatic Distribution — Classification keys automatically 
separate and provide a printed record of transactions by 
type of merchandise or service, by salespeople, or other 
classification. This feature is quickly adapted to any need. 





























Single-Lock Control — Five- 
position lock, controlled by pro- 
prietor's key, protects records 
and accumulated total. 





Descriptive Key Sec- 
tion —These keys can be 
used to identify sales- 
people or departments, 
| to print account numbers, 
sales-slips numbers, stock 
numbers, contract num- 
bers, cost price of mer- 
chandise sold, etc. This 
feature makes it possible 
for you to get the exact 
records you need for 
more profitable opera- 
tion of your electrical 
business. 


Extra-Large Cash 
Drawer — 7 coin, 4 bill 
compartments. Free-glid- 
ing, roller-bearing con- 
struction prevents bind- 
ing and sagging. Remov- 
able, plastic coin tray 
permits balancing cash in 
private. 





THE NATIONAL CASH REGISTER COMPANY, DAYTON 
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youll need more than BIG 


the new 1950 


line gives you more 








of everything you need for fast sales... 








11 New Inventions and Improvements! 


With Motorola television you're not just selling 
last year’s television done over. The new 
Motorola MASTERPIECE television incorpo- 
rates 11 new inventions and improvements that 
revolutionize the industry. Sales-producing, 
patented features like the Picture Stabilizer, 
Sensitizer, Noise Rejector, Hush Tuner, Reflexi- 
Focus Circuit and Magic Focus — all entirely 
new improvements that add up to the brightest, 
steadiest, sharpest pictures your customers have 
ever ‘seen. 





Saleable Features by the Dozen! 


Here are features you can sell to the limit—and 
back up to the hilt! Features most wanted by 
television customers, like bigger BROADVIEW 
screens that give 25% more picture area... 
Simplified Controls a child can operate . . . Tar- 
get Tuning that automatically locks picture and 
sound together . . . beautiful Furniture Styled 
cabinets . . . and the sensational new BILT-IN- 
TENNA that eliminates the need for an out- 
side antenna in good signal areas. 
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Lower Prices All Along the Line! 


Motorola’s gigantic production facilities offer 
you a quality television line at prices among 
the lowest on the market. All along the pro- 
duction line, wherever a corner could be cut 
without sacrificing top quality, Motorola has 
done so—passing the dollar savings on to your 
customers. 
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More to Help You Sell! 
Motorola pitches in your battle for radio and 
television profits with an army of sales helps. 
Handbooks, window displays, streamers, con- 
sumer passouts, spot commercials, transcrip- 
tions, catalogs, manuals, suggested sales out- 
lines, sales training movies—the whole works 
to help you sell the profitable Motorola line 
this season. 
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BRAGS to sell this year! | 
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A Complete Line—13 TV Sets Alone! 


Motorola’s new line covers the complete market 
with radios and television receivers to fit every 
individual need and every budget! Included 
in the Motorola 1950 television line are smaller 
table models with 7 inch and 814 inch picture 
tubes—to 10 inch, 1214 inch and giant 16 inch 
direct view screens in stunning consoles and 
combinations. In radios, Motorola represents 
new profits with FM-AM, Shortwave and AM 
table radios—and FM-AM radio-phonograph 
combinations. In the portable field, Motorola 





A Powerful National Ad Campaign! 


The Motorola New Horizon national cam- 
paign is a hard-hitting, two-fisted campaign 
that rolls up its sleeves to roll up profits for 
you! Get the benefit of these powerful, colorful 
ads at no cost to you: Saturday Evening Post, 
Life, American Weekly, House Beautiful, Time, 
Esquire, Parade, Better Homes & Gardens, For- 
tune, This Week, and so on down the list. 
It’s a whopping big campaign that reaches 
every market from the big city to the smallest 
country hamlet. Feature — Display — Sell 


; ; Motorola — for profit’s sake now! 
appeals to four different price markets. 








12,” SCREEN — FM/AM- y 

PHONO COMBINATION ... 12% SCREEN CONSOLE . . . 
Big screen TV. Multi-Play GORGEOUS . . . BROADVIEW 
changer plays all types of SCREEN. Simplified controls. 
records. Beautiful mahogany Beautiful hand rubbed mahog- 
or limed oak. 12VF4 any or limed oak. 12VK11 


MOTOROLA QUALITY, BUDGET-PRICED... 
7” BROADVIEW screen at a startling new 
low price! 7VT2 


NEW 81/,” SCREEN SCOOP... Television's 
biggest value —- more picture for less 
money, Mahogany cabinet. 9VTl 


CALL, WIRE, OR WRITE YOUR MOTOROLA DISTRIBUTOR TODAY 


MOTOROLA INC., 4545 AUGUSTA BLVD., CHICAGO 51, ILLINOIS 
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BERNARD FEIN (left), president of Ansley Radio and 
Television, Inc., took Morton Sultan of the Television 
and Appliance Center, Detroit, on a personally con- 


ducted tour. 


The Music Merchants Meet in New 





NO SHOW ULCERS were in sight for 
Charles S. A. McClain, Dunham’‘s Music 
House, Asheville, N. C., and Crosley 
regional representative Ted M. Houck, 
who took the hubbub in stride. 





INSTRUCTIONS on selling Nielsen tele- 
ceivers are received by Arthur Somers 
(left) from the boss, Harold V. Nielsen, 
president of Nielsen Television Co., Inc., 
Norwalk, Conn. 
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vided information. 


PEN IN HAND, E. C. Bonia, Bendix Radio 
sales manager, is delighted over reac- 
tions of Ken Stewart, John Wanamaker 
(Phila.) buyer, and W. W. Plankinton to 
new TV models. 


NO NEW PRODUCTS on display brought 
plenty of questions to RCA. Daniel Gen- 
tile (left) parried probes by Warren 
Pringle, Noblitt-Sparks, Jack Kramer and 
=<dward Mayer of Zenith Home Appliance. 





SALES NOTES in the shade of a TV chassis were 
taken by Jules Fine, sales manager of Videodyne, Inc., 
Stamford, Conn., as sales engineer Nelson Wells pro- 


MODELS in the Andrea Radio Corp. line were ex- 
plained by President Frank Andrea to May Sprague 
and Mrs. Leslie Wirt, both of Ernest Deffner, Inc., 


New York wholesaling firm. 


MARKEL’S Duo Playmaster record 
changer at $99.50 got attention at the 
Columbia Records booth from Harold 
Horowitz of Markel, and William Neu of 
Columbia. 


AMUSED INDIGNATION opens _ the 
mouth of Hy Plancher of Pilot Radio 
Corp. as Upper Darby (Pa.) dealer Mort 
Farr (left) good humoredly needles him 
about new line. 
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G-E’s new model 815, a 16 incher, re- 
tails for $495, complete with table, D.E. 
Weston, Jr., asst. television sales man- 
ager (right), tells George H. Stevens of 
Baltimore. 


NORM OWEN, sales manager, distributor 
division, Webster-Chicago, talks con- 
vincingly about two-speed $39.75 record 
player to Dave Goldman, president of 
Metro Distributors, Boston. 
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NEW “TWIN” FLOOR FURNACE 
WITH EXCLUSIVE “FUEL-SAVER”’ 
SETTING NEW SALES RECORDS 
WHEREVER SHOWN — 


| X-RAY VIEW SHOWS WHY DEALERS SELL THIS NE 5 
FLOOR FURNACE FASTER, EASIER, MAKE MORE MONEY! | 



















































THE O| LOOR FURI E with RNA : SOR FUI equipped with " 
| ] exclusive SUPERFLAME Over-Size 2? with two “‘Super-Radiating”’ 3 ‘‘Triple-Combustion” low-draft burners that give 3 
““Fuel-Saver” that increases radiat- heat chambers and two maximum efficiency and a cleaner flame on low, 5 
ing surface 100%, decreases chimney burners—like “‘two furnaces medium and high fire. Each burner requires only ; 
loss 40% and saves up to 3 on fuel in one’’. Use one when it’s .04 draft as compared with .06 or .08. Lower draft ' 
costs . . . sometimes more. This ex- mild, two when it’s cold. means that almost all chimneys will provide 
clusive feature means greater heat This exclusive feature means adequate draft whereas other high-draft floor 
circulation throughout entire house. more radiating surface and furnaces often require chimney remodeling. 
better regulation of heat. 
COMPLETE ADVERTISING AND 
@ HEATS ENTIRE HOME—KEEPS COLD FLOORS WARMER. It’s the last SALES PROMOTION FOR DEALERS 
word in floor furnace design. Built better to give lifetime service. — WRITE FOR DETAILS 





@ QUICKER TO INSTALL. EASIER TO SERVICE. Service man doesn’t 
need to crawl under house to connect fuel line or flue. Fuel line 
connection is only 10” below floor level. Special clamp on flue pipe 
disconnects flue instantly so that entire unit can be lifted out for 
cleaning or servicing. 


To: QUEEN STOVE WORKS, INC., Dept. E9 
Albert Lea, Minnesota 


Rush at once full details about the SUPER- 
FLAME “Twin” Floor Furnace and its sales 
and merchandising program. 


@ TWO THERMAL SAFETY BULBS (instead of one) automatically 
stop fuel supply should furnace become overheated for any reason 
whatsoever. Approved by Underwriters’ Laboratories. 


We are a dealer a distributor 


Firm Name 
Address 
City State 
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By (name) 
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“WORLD SERIES” time means... 


your chance for sales with 


CROSLEY TRUE-PICTURE' television’ 


“y “2, 
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@ September—that’s the month when millions of fans 
all over the country are getting excited over base- 
ball and the coming World Series. What a chance 
w«* to interest em in TV! 






@ September is also the month when TV sales begin 
an their big Fall upsurge. Get in the picture right now 
by featuring Crosley TRUE-PICTUREt TV. Tell 

»)) your customers about Crosley’s many technical 

| whom m,, advantages—automatic picture synchronization ... # 4 
continuous tuning . . . simplified controls . . . and 


ts 
all the other big features that go into Crosley’s — 


, oe Ae 


ti exclusive TRUE-PICTUREt TV. 
“Men - wa @ Here’s your chance for a real double play— bigger 
<. We . , , 
“ee ‘Sales with the increasing Fall demand for TY¥— ‘. 
Se “ better sales with Crosley, a strong, fast-growing “4 
“as te, organization that’s got plenty on the ball. “My 


hay. 
“4 MAKE A BIG SALES HIT WITH THE FULL CROSLEY LINE! 0. seo" 


Here are just a few of the fine Crosley products that can help 
you to happier and more profitable retailing: 


ve 
FZ 
™ THE “GOOD TIME,” 


a magnificent TRUE-PICTURE 

table model that provides 

brilliant television on a 

10” picture tube... 

@ With an extra sales feature 
— full-range FM radio 

@ In a handsome cabinet of 
rich mahogany veneer 







yrvnin'n 
. we 





9-403 MA 
“Good Time” 





9-409 M 
“Family Theatre“ 








THE “FAMILY THEATRE,” TRUE-PICTURE 

TV in a magnificent Carrollton cabinet 

@ Brilliant pictures on a big 12/2” picture tube 

@ 3-speed automatic record player—for 334, 
45, and 78 rpm 

@ Complete AM radio and full-range FM radio 





“Popularity” 


THE “POPULARITY,” ; 

TRUE-PICTURE TV on a big 1244“ 

picture tube... : 

@ Automatic picture synchronization 
and simplified tuning 

@ With an extra sales feature— 
full-range FM radio 





MAKE A BIG SALES HIT WITH THE FULL CROSLEY LINE! 
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9-425 M 
“Porta-Vision” 


THE “PORTA-VISION” 





popular new TRUE-PICTURE 
9-422 M lightweight portable TV receiver... 







































’ *a , “Sa eee” @ Brilliant, lifelike pictures on a 
. he bright 7” picture tube 
havens tend apa sl @ Handsomely cased in brown leather- “Geed Neighbor” 
- on a huge : : 

16" pideltabe . .. g ette with handy leather carrying handle “THE GOOD NEIGHBOR,” 
@ Clear, brilliant pictures on a TRUE-PICTURE TV ina 

new expanded Ftench Oval Screen beautiful console of matched 
@ With an extra sales feature — mahogany veneer... 

full-range FM radio <%__ @ Clear, brilliant pictures on 

oF, a big 10” picture tibe — 
on @ Static-free FM sound for all TV 


channels — plus a full-range FM radio 


Customers STAY satisfied 
with a Crosley 


Reports from Crosley TV users, dealers 
and service men indicate that freedom 
from trouble and repairs is an extra-- 
and powerful—Crosley selling point. 
Service and maintenance, they say, is far 
less of a problem with Crosley TV. Of 
many sound reasons for this, three stand 
out: (1) Crosley’s continuous tuner with 
simplified controls is the most trouble- 
free method of TV tuning . . . (2) Crosley 
circuit and parts are built for heaviest 
possible duty . . . a plus in construction 
that makes for long freedom from serv- 
icing . . , (3) The Crosley system of 
double inspections, with human eye and 
electric eye, ensures that TV receivers 
are in precise working order when they 
leave the factory. 





ae” 
WANT INFORMATION ABOUT 
PRICES AND PROFITS? Contact your 
nearest Crosley distributor. Or drop us 
a card—we’ll be glad to tell you about ; a 
the full Crosley line. aes : we x ee Sea 
ER OY Vas 

a ux 





























Crosley Division 

Avco Manufacturing Corporation 
1329 Arlington Street 

Cincinnati 25, Ohio 











DIVISION 


Better Products for Happier Living 


Shelvador* Refrigerators . . . Kitchen Freezers . . . Ake? 
Ranges... Radios .. Radio Phonographs... Television *® — 





MAKE A BIG SALES HIT WITH THE FULL CROSLEY LINE! 
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The experience gained in building more than 4 
million air-cooled 4-cycle gasoline engines — dur- 
ing 30 years of uninterrupted production — plus 
the knowledge acquired in putting air-cooled power 
to work on all types of equipment, machinery and 
appliances — for civilian and military uses — in 
industry, construction, by railroads and on farms 
— all this broad technical background has kept 
Briggs & Stratton always first in modern design 
and advanced features. 
The best in modern development — best methods 
of precision construction — best procedures in 
laboratory and field testing — most complete 
manufacturing facilities—these are all present and 
basic in Briggs & Stratton engine building. 
For all that is best in design, features and perform- 
ance in air-cooled power, manufacturers, dea- 
lers, and users look to Briggs & Stratton. 


Briccs & STRATTON CORP., Milwaukee 1, Wis., U.S.A. 


RIGGS & STRATTON 








| Music Merchants Meet 








FROM COOL Burlington, Vt., A. F. Bis- 
choff, Bischoff Piano House, came down 
to get story on new Westinghouse re- 


ceivers from Lee McLeod, tube and bat- 
tery sales manager. 


WHATEVER IT WAS that Stephen Sipos (center) of Stevens Radio Lab. wanted 
to know, he got lots of answers from Magnavox’ Ben W. Clark and Bryan H. 


O'Hara, both district sales managers. 


THREE ZENITH Radio Corp. men, Bernie Tilove, C. N. Bock, advertising 
manager, and A. Dubner, discuss merits of new Gotham model listed at $695 
with AM-FM, phonograph. 


SEPTEMBER, 1949—ELECTRICAL MERCHANDISING 


CONTINUED FROM PAGE 128 

















ELBERT W. MERRIAM, Allen B. DuMont 
Labs. service manager, pulled out the 
facts to show James Tait, district sales 


manager, and Eric R. Woods, Home Ap- 
pliance Store, Ilion, N. Y. 























Beauty You Can SEE... 


Lyon steel kitchen cabinets and sink 
units offer a good profit opportunity. They 
have eye-appeal, exclusive quality features, 
prices that represent big value. 


A few dealerships are now available. 
Get in touch with the Lyon District office 
nearest you or write direct to us at Aurora. 
Learn about the Lyon dealer plan. 


LYON 


METAL PRODUCTS 
INCORPORATED 


General Offices: 
921 Monroe Avenue, Aurora, Ill. 











Branches and Dealers 
in All Principal Cities 

















Features YoU CAN DEMONSTRATE 


FINISH— Baked-on enamel is further protected by a 
Bonderizing process which helps prevent chips, p 
cracks, stains and rust. There is no better finish on ’ 
any kitchen cabinet made. 


STYLE—Smoothly rounded corners enhance the last- 
ing beauty of these carefully planned units. 


INSULATION— All drawer and door fronts are sound- 
insulated to eliminate metallic sound. 


SHELVES—Adijustable on 2” centers. Strong and 
rigid, yet easily removed for thorough cleaning or 
rearrangement. 


DOORS— With tap-o-matic handles, doors are posi- 
tively latched but open at a light touch. 


DRAWERS— Ball bearings insure smooth operation, 
eliminate friction and wear. Positive stop prevents 
accidental pull-out, but drawers are easily removed 
for cleaning. 


FILLERS— Wall and base cabinets made in sizes in 
3-inch multiples. Scribing fillers are provided to fill 
in spaces less than 3” giving a ‘“‘custom-built’”’ ap- 
pearance. 


DETAILS— Platter grooves, drawer partitions, cutlery 
trays, cup hooks, many such details add to the con- 
venience—and sales appeal—of Lyon Kitchen Cabi- 
nets. 








Kitchen Cabinets Filing Cabinets * Storage Cabinets * Conveyors ® Tool Stands Flat Drawer Files 


Display Equipment Cabinet Benches ® Bench Drawers ® Shop Boxes ® Service Carts Tool Trays 


* Tool Boxes 


Hanging Cabinets Folding Chairs © Work Benches * Bor Racks *® Hopper Bins Desks ® Sorting Files 


Welding Benches Drawing Tables © Drawer Units 
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with appliances 
powered by... 


This fon motor has rubber 
grommeted supporting lugs to 


ossure quiet, vibrationiess 


operation 


Compactly designed turbine 
. driven by a high-speed 


series motor... particularly 
adaptable to the cannister 
fype vacuum cleoner, 
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Small series universal motor 
parts specially designed for 
food-mixers and sewing 
machines. 


To bring customers into 
your store, advertise and 
display appliances pow- 
ered with Lamb Electric 
Motors... 


And after they buy, the out- 
standing performance of 
the appliances will bring 
your customers back... to 
make other purchases. 


THE LAMB ELECTRIC COMPANY 


KENT, OHIO 


Electiic 


SPECIAL APPLICATION 
FRACTIONAL HORSEPOWER 


oe 


MOTORS 





Music 








™ < wee P 
CUPCAKES and Cheesecake lured buy- 
ers to Tele King exhibit. Louis Katz, 
Tested Television, and Hal Tunis, who 
plugs Tele King over WVNJ, sample the 
wares offered by Irene Coppers. 


Merchants Meet 


CONTINUED FROM PAGE 132 
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“WE'VE GOT something here at $349,” 
Bernard Sprilling (right), salesman for 
Brunswick, tells the company’s ad mana- 
ger, Martin Cohn, and salesman Henry 
Recht. 





TOP OF the Federal Television Corp. line is the Starlight model, tagged at 
$1350 and shown by Federal president A. S. Stahl and Al Jacobs of Apex 
Electronics Sales Agency, national representatives. 


EYE FIDELITY Voor 
HIGH FIDELITY Soe 





MIKE FREEMAN, Starrett Television sales manager, showed new model to 
Sy Newman, Starrett New York representative, Adele Freelander, and Mrs. 
and Mr. Sam Ankies of Television Products, Inc. 
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Electrical refrigerators are owned by 68.3% of Country Gentleman families 
(more than the percentage for al! U.S. families) . . . 


and no other kind of magazine reaches them effectively 





















In a recent national farm survey, Crossley, Inc., found that: 


Nearly two-thirds of Country Gentleman’s women readers 


read none of the four leading monthly women’s magazines 





—and over three-fourths of them read none of the three 


leading weekly magazines. ... 


More than four-fifths of Country Gentleman’s men readers 


read none of the three leading weekly magazines. 


2,300,000 circulation concentrated among the 
“top-half” farm families who receive 90% of 
the nation’s entire farm income 








In over half of all U. S. coun- 
ties, Country Gentleman cir- 
culation exceeds that of the 
biggest general weekly and 
biggest monthly maga- 
zine. 





Country 
qine- 


YOUR BEST RURAL CUSTOMERS 
READ COUNTRY GENTLEMAN 
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GET PROFITABLE BUSINESS 


WITH THIS 3-STEP 
















FREE SAMPLE DODGE REPORTS 


F.w. DODGE 


{ 


CORPORATION 





WITHOUT COST OR OBLIGATION, let me see 
some current Dodge Reports. | do business east 
of the Rockies. 











Address— 





F. W. DODGE CORPORATION 
Construction News Division 


119 West 40th Street, New York 18, N. Y. —_ 
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Columbia, RCA Woo Trade 





At NAMM Convention 


Wallerstein and Elliott discuss 

rival disc systems; Craig assures 
> e ° 

convention on video obsolescence 





Agreed only on the right of a 
manufacturer to produce what he 
considers the best product for the 
consumer, Edward Wallerstein, 
president, Columbia Records, Inc., 
and Joseph B. Elliott, vice-president 
in charge of consumer products, 
RCA Victor division, highlighted 
the recent trade show and conven- 
tion of the Natl. Assn. of Music 
Merchants, Inc., in New York with 
a discussion on the merits of their 
respective record products. 

Industry’s Future. Mr. Elliott 
spoke first and emphatically stated 
that 45 rpm was more than a sys- 
tem—it’s the industry's future. 
RCA, he added, has no plans to 
manufacture a 334% rpm unit. He 
cited the approval and acceptance 
accorded the 45 rpm system by other 
manufacturers, distributors, dealers, 
consumers and non-industry groups 
in the few months since its intro- 
duction to the public. Mr. Elliott 
remarked that about 80 percent of 
the record business volume is in the 
popular field which the 45 rpm is 
best adapted to serve.” He stated 
that more than 50 manufacturers of 
home instruments, record player 
attachments, adapters, changers and 
records have already made known 
45 rpm production or plans. Mr. 
Elliott said that RCA was going 
ahead with its most vigorous sales 
and merchandising efforts and was 
in the 45 rpm business indefinitely. 

Classics Are Backbone. Mr. 
Wallerstein agreed with Mr. Elliott 
that popular record sales comprise 
approximately 80 percent of total 
unit sales but countered that the 
20 percent unit volume of classical 
records equal 40-60 percent of the 
dollar volume. Furthermore, he 
continued, past history has shown 
that the classical record business is 
the real foundation and backbone 
of the record industry. This, he 
explained, is why Columbia is 
manufacturing and merchandising 
the LP 33% rpm system because 
this method of reproduction is best 
adapted to the overall requirements 
of the record buying public. He 
concluded by saying that the record 
industry will always be great be- 
cause it gives the consumer what 
he wants to hear by whom he wants 
to hear it, when he wants it. Co- 
lumbia, he said, is in the 33%4 rpm 
business as long as the people show 
their preference for this system, 
and the company has no plans for 
45 rpm simply because it has had 
no demand from either the public 
or the dealer for it. 

An open discussion forum fol- 
lowed during which time dealers 
were given an opportunity to ques- 
tion the two men. One retailer 
question led to a show of hands 
giving Columbia the edge as the 
most successful from the merchan- 
dising point of view up to date. 

No Video Bugaboo. John W. 
Craig, vice-president of the Avco 
Mfg. Corp. and general manager of 
the Crosley division, stated that both 
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color and ultra-high frequency tele- 
casting are now purely in the ex- 
perimental stages and require ex- 
tensive development work and field 
testing before they are ready for 
the public. He said, “Anyone who 
wants a receiver now and delays its 
purchase to wait for either of these 
developments is needlessly denying 
himself and his family years of tele- 
vision entertainment in his home. 
You can have television now, and 
UHF and color programs when they 
come along.” Mr. Craig added that 
the FCC would allow no new system 
to enter the TV picture which would 
obsolete present sets on the market 
nor would the industry tolerate such 
a move. 

He reported that more than one 
million video sets were produced 
during the first half of 1949, equal- 
ling the industry's production for all 
of 1948. Mr. Craig stated that the 
industry will probably produce two 
million receivers this year and 
promises gross sales of $750 million 
in a market only 4.5 percent 
saturated. ; 





BENDIX 


makes and 
sells more 
Automatic 


Home Laundry 


Equipment 
than 
any other 
manufacturer 
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NORTH-SOUTH 
EAST -WE ST. ee 











Your job’s already half done when your cus- 
tomer comes to your store to see the L&H 
Lectro-Host Automatic Range. She’s read 
about this beautiful range in her favorite 
magazines, and she’s ready to stop, look . . . 
and be sold! That’s where L&H helps you 
again . . . with dramatic One-Switch Control 
and numerous other advanced conveniences 
ee Lata that give you a big edge in competitive com- 


t L E C T « 3 C R A i G E parisons... give you sales when sales count. 


74 years of manufacturing experience and 





n Have merchandising “know how” assure you profit, 
All the Features Only the Finest Range Ca progress and prestige with the L&H Lectro- 
plus ONE- SWITCH CONT ROL Host franchise. For full information write 


(Gives you all remperatures—not just 3,5 or 7) 


A. J. LINDEMANN & HOVERSON CO. 
; J most i i i 
ake your meals more appe- finest range can hooray the pron Rove ich once 
to make ; : ; ture 0 oot ian, ri 
pri More healthful? —— - — pire See your dealer to- 595 Broad Avenue, Ridgefield, New Jersey 
i $ : » de- sw ? . ; 
like to prepare foods so Would you day. A. J. Lindemann > age cies 
sat mvy you: d “ ‘Iwaukee 7 isc . 
perce apt if cooking were easier, Dept. rig — Ltd., 595 
pees a results more certain? Then ne gp Ridgefield, New Jersey 
pe me ideas of what a range should 
check y' 


2 Auto- Electric Write for inter- ' 
i L&H LECTRO-HOST L&H Elec forint 
be against the it with any Water Heaters. => esting literate 
matic Range! Compare 1 — sor Haas tbat oe 
range, anywhere. You'll agree that A per wh cain 


gives you ALL the advantages only the = warranty. 


MAKES GOOD COOKS BETTER 







“Countless women in your community 

are reading about LGH Lectro-Host 

Automatic Ranges in their favorite 
magazines." 





“THE RANGE THAT 
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17 WiLLion 
READERS 


for this ad 
in 
Good Hous 
- wcCall’s 
Better Homes 
Womat’s Day 








’ . 
Parenits Magazine ‘ 7“ 
4 today de 
4 \W Trial and Fasy Terms 
\ 4 World's piggest-Sellind \ronet 
—and World's Biggest jroner B 


Folds and wheels away for use anywhere. 
Stores in space 1% ft. square- 
— at eee 
vy pas oe oe 
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> America’s Heaviest Ironer Advertising 


Plus America’s Biggest Ironer Bargain 








WORLD'S BIGGEST 
TRONER SALES! 


We advertise... you _— 
and demonstrate .. 












SHE BUYS — J 


















4 
t 
Send for this sensational Bree on faethe tient ae et hee tay enna 
few Gladiron Window and . 7 + Nome 
Store Display offer Recon 
j i ddre 
4 a 
| 

















How SPEED helped catch ““bugs”’ 









abd Pe ») 


Final finish on pianos mysteriously going “sour.” Production halted. 























Lab needed X-ray diffraction camera to identify impurity. At 9 aA.M., 
10-lb. camera Air Expressed from 1100 miles away, delivered 4 P.M. 
same day. Cost, only $3.58. Company uses Air Express as routine method 
to get supplies fast, keep inventory low. 





That low $3.58 figure was total 
cost for Air Express and included 
door-to-door service. That makes 
the world’s fastest shipping method 
exceptionally convenient, com- 
plete, and easy to use. 





— 
Scheduled Airlines carry Air Ex- 
press shipments on every flight. 
Speeds up to 5 miles a minute! Di- 
rect by air to 1300 cities; air-rail 
for 22,000 off-airline offices. Serves 
many foreign countries, too. 


Facts on low Air Express rates 


Package of blueprints (4 Ibs.) goes 800 miles for $1.54. 
Special tools (21 ibs.) go 600 miles for $3.87. 
(Every kind of business finds Air Express pays.) 


Only Air Express gives you all these advantages: Special pick-up 
and delivery at no extra cost. You get a receipt for every shipment and 
delivery is proved by signature of consignee. One-carrier responsi- 
bility. Assured protection, too— valuation coverage up to $50 
without extra charge. Practically no limitation on size or weight. 
For fast shipping action, phone Air Express Division, Railway 
Express Agency. And specify “Air Express delivery’’ on orders. 


SPECUY Ay 









ZSS 


GETS THERE FIRST 





Rates include pick-up and delivery door 
to door in all principal towns and cities 


AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES oF THE U.S. 
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Home Economics Gals 





Meet on West Coast 


Home economics in all its broad 
applications was analyzed, reviewed 
and promoted when some 3,000 
home economists convened in San 
Francisco from June 28 to July 1 for 
the 40th annual convention of the 
American Home Economics Assn. 

Identifying their theme, “Ad- 
vancing the Frontiers of Home Eco- 
nomics,” with the California Cen- 
tennial Gold Rush, the program was 
developed in general sessions and 
professional meetings through the 
four-day period. Supplementing the 
meetings were 160 exhibits, many 
of them electrical, at the Civic Audi- 
torium where manufacturers from all 
over the U. S. displayed products 
of use in the field of home eco- 
nomics. 

H.E.1.B.’s Meet. The Home 
Economists in Business division 
held a 2-day advance session with 
emphasis on, “How Mrs. America 
Cooks and Keeps House.” Mar- 
guerite Fenner, director, home eco- 
nomics, Pacific Gas and Electric Co., 
San Francisco, reported on a survey 
conducted by her department on 
the types of pots and pans house- 
wives in northern California use to 
cook family meals. 

Miss Fenner emphasized the im- 
portance of promoting the use of 
correct cooking utensils to insure 
satisfied appliance users. This was 
proven in a recent analysis of range 
complaint calls made in her own 
company. It was found, she said, 
that 11 percent of the complaints 
were caused by some agent other 
than mechanical defects in the 
ranges. Asa result, PG&E service- 
men have been trained to talk cor- 
rect cooking utensils to their cus- 
tomers. 

“A correct pan,” according to Miss 
Fenner, “is one which has a flat bot- 
tom, straight sides, and a closely 
fitting cover—regardless of material 
used.” 

Gladys Price, Southern Califor- 
nia Gas Co., Lura Jim Alkire, Gen- 
eral Electric Consumer's Institute 
and Selma Andrews, Hotpoint In- 
stitute, carried the subject further 
by suggesting that home economics 
place greater emphasis on care and 
cleaning of these utensils to keep 
them bright, better storage space 
planning, as well as continued em- 
phasis on proper choice of utensils 
in relation to size of oven. 

Appliance Design. “In the equip- 
ment field the home economist has 
failed to exert any major influence 
in appliance design,” said Elizabeth 
Sweeney Herbert, equipment editor, 
McCall’s Magazine, in her talk on, 
“How to Shape Our Material to Fit 
Mrs. America’s Existing Kitchen 
Equipment.” 

“We should exert our professional 
influence toward improving the de- 
sign, the general availability and the 
ease of use of standard equipment 
and utensils,” she continued. 

Work in Hawaii. Erma Meeks, 
director home service, the Hawaiian 
Electric Co., told of their activities 
in reaching housewives of different 
nationalities through classes, club 
talks, newspaper articles and recipe 
service. Their kitchen planning 
service has been responsible, she 
reported, for the installation of 60 
model kitchens in 1948, and 40 more 
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during the first six months of 1949. 

Testing Labs. An informal panel 
discussion of problems of household 
equipment in the different profes- 
sions of home economics was par- 
ticipated in by Dr. Martha Johnson, 
General Electric, who described the 
activities of her company’s testing 
laboratory where home economists 
work in close cooperation with com- 
pany engineers. 

Utility Home Service. The im- 
portance of home service work in 
utilities was developed by Mrs. 
Jessie McQueen, American Gas 
Assn., New York. Home service 
girls in utilities, she reported, are 
still small in number but large in 
influence. Dividing their work into 
four categories Mrs. McQueen de- 
scribed their value to the utility: 
First, through home calls the utility 
has a sounding board to explain 
household equipment in the place 
where it is needed and used. Also it 
is an ideal way to promote more 
cooking at home. Second, through 
lectures and demonstrations the 
home service girl shows customers 
the proper use and care of equip- 
ment. These demonstrations are an 
important asset in bringing people 
to the utility. Third, a well-planned 
kitchen installation in a home serv- 
ice department is an effective means 
of promoting modern equipment and 
kitchen arrangement. And fourth, 
the home service girl, working in 
cooperation with schools, can pro- 
vide valuable instruction to teachers 
and classrooms. She can aid in 
getting new equipment into the 
schools, and working through re- 
placement plans, she can provide the 
schools with an opportunity to have 
the most modern household equip- 
ment for their students to work 
with. 


(PICTURES OF CONVENTION ON 
PAGE 144) 


A Good Investment 


MIKE MADACHY appliance salesman 
in Sharples, West Va., finds it profitable 
to sell laundry equipment to unemployed 
miners. He advises mining families to 
invest their money in washing appliances 
to prevent it from being frittered away 
while the bread-winner is “on vacation”. 
Mike is shown demonstrating an ironer. 
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Exclusive “Water-Hotter™ 
baffle — designed to 
prevent dilution of hot 
} water by incoming cold 
: . : water. Result: Up to 
n | j 6.9% MORE hot water 


} at the faucet. 
ne New Stain and 
rs Acid Resistant 
p- ' Porcelain Top 
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DELIVERS UP TO 





69: MORE HOT WATER 


THAN UTILITY REQUIREMENTS 


: People buy water heaters to get hot water. And White’s “Water- 
“ee NATIONAL ADVERTISING! Hotter” models deliver MORE hot water at the faucet. That's 
| oe SELF-SELL STORE HELPS! why it isn’t hard to figure out why White sales climb steadily; 
more dealers are turning to the logic of White now that buyers are 
4 in a “show-me” mood. When you show them White’s PLUS hot 
GOOD HOUSEKEEPING water, sales are pushovers. 


10-YEAR WARRANTY, NATIONAL ADVERTISING 


You don’t sell an unknown brand when you sell White. White is 
telling the world in Better Homes and Gardens, and Good House- 
keeping, with more coming. And White offers you self-selling 
store material and local cooperative advertising. Turn competition 
to profit! Get the White story from your White Distributor now 
or write 


FITTS 








Copy right 1949 White Prod. Corp. 


*Patents Applied For. WHITE PRODUCTS CORP. ¢ Middleville, Michigan 


Specialists in Electric Water Heating Since 1930 
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' " 
THE MANHATTAN —TV with “Opera 
Glass’ tuning. A touch of a button 


gives double-size close-up. Normal 
61 sq. in. screen. Cabinet in African 
ribbon - striped mahogany veneers. 


TELEV 











THE CENTURY —TV table model. 89 





in. picture, automatically locked . a ° 
nvody. "true-to-life. tone pig ae is the television franchise made to order 
xceptional “fringe” area 
serfo Ph k. Mah e 
getammense, 125M. $295.00" for today’s market. It’s built on VALUE—VALUE 


to you in profitable turnover—VALUE to your cus- 
tomer in the soundest dollar’s worth in the indus- 
try. Broad selection of models—in a range from 


$249.95 to $895—all available under the new 


Stromberg-Carlson price-protection plan. 





THE DORSET—TV, FM and AM. 92 
sq. in. picture. Same super-powered 
chassis as Chinese Classic. 8” “'Full- 





Floating” speaker. One knob for all Intensive advertising in principal TV markets! In your 
normal picture adjustments. Phono- 
pe be Sees sae SS community, step out front in television sales this fall with 


inet. #TS-125-HM. $369.95* 
Stromberg-Carlson. 


*Plus installation and excise tax. Slightly higher in zones 2, 3 and 4. 


THE BRENTWOOD—TV console. 89 : 
sq. in. picture, locked steady. Superb THERE IS NOTHING 


sound with 12” speaker. Exceptional 

“fringe’’ area performance. Com- TR PAB 

partment for 45 rpm. phono. Mahog- 

any veneers: #TC-125-LM. $359.95* 

Blond: #TC-125-LA. $369.95* © Stromberg-Carlson Comp hester 3, N. Y. 
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UE! 


|| mC ARLSON 


| ISION 





" | @MOSTin Sight and Sound 

~ | @MOSTin Appearance 

- | eMOSTin Suitability 

* | MOST inTrouble-Free Performance 





7 and at prices 
millions of prospects 
2 can afford | 


THE WEYMOUTH —TV, FM and AM. 


1G FINER THAN A 92 sq. in. picture. Same chassis as 
. Chinese Classic—the most powerful 
of them all! Phono jack. Mahogany 
veneers. #TS-125-LM. $429.50*. With 
compartment for 45 rpm changer. 
. ¥, —In Canada, Stromberg-Carison Co., Ltd., Toronto #TS-125-LX. $449.50* 
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THE SOMERSET—TV, FM and AM— 
automatically plays 33%, 45, and 78 
rpm records. Huge 139 sq. in. picture. 
Most powerful chassis. Period cabinet, 
full-opening doors. Stromberg-Carl- 
son's finest for complete entertain- 
ment. #TS-16-PM. $895* 





Pers Lute ee 7 
THE CHINESE CLASSIC—TV, AM-FM 
radio-phonograph. 92 sq. in. picture,” 
42 tube chassis, 12” ker. Auto- 


r 





matically plays 33% rpm, 45 rpm, 
and 78 rpm records. Ribbon-striped 
mahogany veneers. #TS-125-M5M. 
$795* Also available in hand-deco- 
rated cabinets. $895* 





THE EMPEROR—TV console with larg- 
est direct-view screen— 203 sq. in.— 
19” tube. “Top-Tuning” — concealed 
controls. 12” speaker. Compartment 
for 45 rpm changer. Mahogany ve- 
neers. #TC-19-LM. October delivery. 
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FOR MORE THAN A QUARTER CENTURY 
THIS TRADEMARK HAS STOOD FOR 
“QUALITY AT POPULAR PRICES” 





EMPIRE Electric PERCO-DRIP 


® Makes Better Coffee with- 
out boiling 
® Beautiful Modern Design 


® Brilliant Polished Alumi- 
num 


® Cool Thermoplax Handle 


® Patented Direct-Heat 
Emerson Unit 


@ Listed Underwriters’ 





Laboratories 


Fully Guaranteed 


No. 1802 
Suggested Retail 
Price, $4.75 


In 5-cup and 9-cup Sizes 


EMPIRE Aristocrat ELECTRIC TOASTER 


@ Smartly Styled 

@ Lustrous Chrome Finish 

@ Toast-Warming Flat 
Top 

@ Turns Toast Automati- 
cally by flip of door. 

@ Extra Wide Element 
Toasts Uniformly 

® Cool Ebonized Handles 


Listed, Underwriters’ 
Laboratories 





No. 769 
Suggested Retail 
Price, $3.95 


@ Built for Long-life 
Service 


EMPIRE FOCAL-RAY 
ELECTRIC LANTERN 







FOcAS-RAay Ff 


@ Handy for Sportsmen, 
Farmers, Motorists 

@ Focal Adjustment — Spot 
to Flood at turn of lens 
head 

@ All Position Base Beams 
light in any direction 

® Sturdy, 
manship 

@ Easy-Grip Reed Handle 


© Waterproof 


Precision Work- 


No. 900 
Suggested Retail 


RETAIL PRICE Price, $3.25 


SLIGHTLY HIGHER IN WEST 


benno 
THE METAL WARE CORPORATION 


Educational Toys 


CHICAGO 


Manufacturers of Electric Appliances - Lanterns 


NEW YORK TWO RIVERS, WISCONSIN 
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CHAIRMAN OF H. E. I. B. Elizabeth 
Sweeney Herbert, equipment editor, 
McCall's, says, ‘““Mrs. America 1949 has 
a completely different pattern of living 
from the homemaker of ten years ago.” 


“POTS AND PANS ARE IMPORTANT,” 
said Marguerite Fenner, Pacific Gas & 
Electric Co., at the recent H. E. |. B. 
Meeting. She reported on a recent survey 
made by her firm in northern California. 





PROFESSIONAL HOME ECONOMISTS, left to right, Margaret De Atley, Crosley, 
Cincinnati; Margaret D. Doreghty, director, Bendix Home Laundry Institute, South 
Bend; Erma Meeks, Hawaiian Electric Co., Honolulu; and Cleo Filsinger, San 
Francisco Sales Div., P. G. & E. Co. 





EXCHANGE OF IDEAS was offered by such appliance experts as, left to right, 
Lura Jim Alkire, General Electric, Bridgeport; Dorothy M. Sherrill, Graybar Electric, 
Seattle; Selma M. Andrews, Hotpoint Institute, Chicago; Marguerite Reinhart, 
Pacific District, Hotpoint San Francisco; Patricia J. Murtaugh, Graybar Electric, 
San Francisco. 
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There’s a challenge in twelfth- 
hour changes—a challenge that 
Delco Products takes pride in 


meeting. 


Delco Products’ sense of re- 
sponsibility extends far beyond 
the mere filling of orders. Each 
customer is regarded as a part- 
ner on a project. His individual 
needs are recognized . . . his 
problems solved through un- 


stinting cooperation. 


All of Delco’s resources are 
geared to the tempo of today’s 
manufacturing. Delco has the 
years of experience in the appli- 
ance field needed to combine 
quality and quantity production. 
Delco has the ability to work 
fast. And when occasion arises, 
Delco has the flexibility to make 
schedule changes without 


seriously breaking stride. 


DELCO MOTORS 


DELCO PRODUCTS 


Division of General Motors Corporation, Dayton, Ohio 


SEE YOUR LOCAL DELCO MOTOR DISTRIBUTOR 
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SELL MORE LAMPS IN LESS SPACE 


with these 


CHAMPION SPACE-SAVER DISPLAYS 





<CHAMDIORS, W 6 
NS Ch MPION 


amp 






= BETTER’ BRIGHTER 
Light 





COUNTER CARDS 


CHAM pLON 


-_ —_ -_ —_ — —s -” 


CHAMPION 


“Fou ECONOMY & EYE PROTECTION 








DISPLAY 


FLUORESCENT 


FOR BETTER LIGHT 


COUNTER DISPLAY KIT 


A. 





. Engi , a; 
HERE> 7 NOW ry 


WINDOW STREAMERS 


In your business, every inch of selling 
space counts. 


ASK THE CHAMPION 
WHOLESALER TO 
GIVE YOU THE 
WHOLE STORY. May 


we give you his name? 


Everybody who enters your store is a 
prospect for lamps. But they've got to 
be reminded they eed ‘em. 

It takes less of your precious counter, 
floor and window space to remind them 

when you sell CHAMPION Lamps. 
These space-saving displays are specially 
designed to do the job 


CHAMPION LAMP WORKS 


Massachusetts 


DATED ELECTR 


yee, 
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Manufacturers Sales, 
Appliances and Radio 


COFFEE MAKERS, POTS & 
URNS— Metal & Glass 


(NEMA Member Sales, Not Industry) 


DE es eaee ais 35,750 
June 1948 kooewee 44,510 
a 231,200 
6 Mos. 1948............. 328,149 
“, Change versus 1948: 

a. ere —19.68% 
Me Wk cs ss eiees sos —%9.54% 


FREEZERS, HOME & FARM 
(NEMA Member Sales, Not Industry) 


cS ee 27,735 
June 1948............. 44,917 
SS 147,964 
NG Wc ccwsccccawe 233,413 
™ Change versus 1948: 

 . eee —38.25% 
BON FIN oie cecewnens — 36.61% 


HEATERS, CONVECTOR & 
RADIANT 


(NEMA Member Sales, Not Industry) 


2. Serer 7,871 
oS eee 35,317 
PE wakeeinsanes 37,478 
er 219,144 
Change versus 1948: 

ere —77.11% 
Oe Pb iccenieecens —82.90% 


HEATING PADS 
(NEMA Member Sales,.Not Industry) 


i NG sinc enews ae 12,905 
SL eee 25,418 
6 Mes. 1949. ......ccccess 114,762 
6 Mos. 1948............. 165,410 
% Change versus 1948: 

FM Scien teeca eras —49.23% 
Sx seen aeccees — 30.62% 


HOTPLATES & STOVES 
(NEMA Member Sales, Not Industry) 


DG. WU kcses ve cares 25,627 
reer ee 33,409 
6 Mos. 1949............. 127,666 
Oe WO cad ecccwcnics 206,552 
&% Change versus 1948: 
eer ee — 23.29% 
a — 38.19% 
IRONERS 


(Industry Estimate by American Home 
Laundry Mfrs. Assn.) 


Sree 20,600 
a ere 32,767 
6 Mos. 1949............. 137,150 
a 270,569 
% Change versus 1948: 
eee — 37.13% 
Se —49.31% 
IRONS 

(NEMA Member Sales, Not Industry) 
I SE lode dantees 232,661 
eae 255,249 
oT Ra 1,637,884 
6 Mos. 1948............. 2,144,914 
©, Change versus 1949: 
COE eee —8.85% 
6 Mos. 1949...... 20.0... ~23.64% 


RADIO RECEIVERS, ALL TYPES 
(Radio Manufacturers’ Assn.) 


PR.” VCS ukoh werion 672,590 
—S... Seo 1,113,870 
ES ER 4,394,999 
6 Mos. 1948...........-. 7,745,419 
% Change versus 1948: 

eee — 39.62% 
O Miek FOOD... nbn cevccecs —43.26% 

SEPTEMBER, 


TELEVISION RECEIVERS 
(Radio Manufacturers’ Assn.) 


Os) GS fh keaxeesevs 160,736 
June 1948... 64,353 
6 Mos. 1949........ 913,071 
I Hits obs ees 278,896 
© Change versus 1948: 

a". reer +149.17% 
NG I 5 or ecco ye +227.39%, 
FM-AM RECEIVERS 

(Radio Manufacturers’ Assn.) 
|. See 40,512 
= ae 90,414 
6 Mos. 1949............. 424,381 
6 Mos. 1948........... 695,313 
©. Change versus 1948: 

| eee —55.19% 
6 Mos. 1949....... . —38.97% 


AM RECEIVERS 


(Including Automobile & Battery Re- 
ceivers—Radio Manufacturers’ Assn.) 


MN ig kb xe-ns'e 471,342 
Me Ms oc caee bien de 959,103 
OA, WEEE 5+ ve ba wiewsaie 3,057,477 
6 Mos. 1948............. 6,771,210 
©, Change versus 1948: 

Oo ares — 50.86 
6 Mos. 1949.......... — 54.86 


(Continued on page 148) 





More women 


own and use 


BENDIX 


automatic 


Washers 
than 

all other 

automatics 

combined 
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Ory, YOU can fi} 
ur present stock 
‘Very new Cory 


@ date of pur. 
idditional e-—: 






















You can't miss! Women will 
read the Cory ads and flock 
in! You'll clinch sale after sale 
at a nice profit to you! Yes 
.. the Cory ads tell the story. 
Your display sells the Cory! 
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CORY CORPORATION, CHICAGO 1, ILLINOIS 


Also makers of the famous 


e¢ CORY AUTOMATIC COFFEE BREWER © CORY ELECTRIC KNIFE SHARPENER 
e FRESH'ND-AIRE FANS 
© AIR CIRCULATORS ¢ HUMIDIFIERS 
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line 


... if you feature the irons that people want — nationally advertised 
lines - THE LINES DISTRIBUTED BY GraybaR 





... if you use good selling methods — modern merchandising and 
promotion tools - THE SALES HELPS AVAILABLE FROM YOUR 
LOCAL GraybaR APPLIANCE SPECIALIST. 


Yes, and you'll get prompt deliveries from a 
Graybar warehouse near you. 

These are a few reasons why thousands of 
dealers throughout the nation make Graybar 
their No. 1 source of electrical appliances. 


Appliance Department 
GRAYBAR ELECTRIC COMPANY, Inc. 


Graybar Building, New York 17 






mev SAY VES 





IN OVER 700 PRINCIPAL CITIES 





Manufacturers’ Sales 


eeeeCONTINUED FROM PAGE 146 mu, 


RANGES 
(NEMA Member Sales, No .id:siry! 
“Woda ss coaws 59,107 
eG PON. .2., oc cg elt 124914 
WS WIS 5 occa sce awe ne 469 $13 
ee 671 993 
% Change versus 1948: 
SS ae —44.6° 
Pn a cainwcvcnce —29.97 
REFRIGERATORS 
(NEMA Member Sales, Not Industry) 
= are 310,780 
PS Tis cv a cena 389,973 
6 Mos. 1949..........00. 2,115,534 
| NE WIE ccc ccvcsas 2,016,593 
% Change versus 1948: 
OT Se eee — 20.31% 
6 Mos. 1949.........-... +4.1% 
ROASTERS 
(NEMA Member Sales, Not Industry) 
ee oc vs eee 15,029 
2. =... Sere 54,019 
ger 128,951 
| NE, WE «ono askw snes 299,119 
% Change versus 1948: 
ene —172.19% 
DP GG oe ci oivinic ce nwe — 56.89%, 
TOASTERS 
(NEMA Member Sales, Not Industry) 
Wr sas nkevaes 153,236 
 _ eros 302,461 
| 1,497,620 
tt). 4. See 1,806,188 
% Change versus 1948: 
a. eee ee —49.34% 
BO FO a cc ecevscncs —17.08% 


VACUUM CLEANERS 


(Vacuum Cleaner Mfrs. Assn.—Industry 
Estimate) 


a) ee, 
ere 256,071 
ee, Ws < ooh eee nses 1,462,793 
GG: WO svc ddaccces 1,810,452 
% Change versus 1948: 

ev cccecice emcee —19.02% 
ee: Ss keivccnances —19.20%, 


WAFFLE IRONS 
(NEMA Member Sales, Not Industry) 


a Sean 23,09 
Bee WI iocsrvennne’ 80,011 
OOO vic cnsncns 258,729 
OS ee 721,289 
% Change versus 1948: 

eee —71.13% 
I MR sv xcccncccen —64.13% 


WASHING MACHINES, STAND- 

_ ARD—Electric & Gas Engine 

(Industry Estimate by American Home 
Laundry Mfrs. Assn.) 


Si eee 272,900 
oS Aree 392,496 
beans OOUP....--. 0-0-0 4,321,500 
Ete 2,309,514 
% Change versus 1948: 

a | See — 30.65% 
RG Eo i.cs So iccoe ne — 42.71% 


WATER HEATERS, STORAGE 
TYPE 


(NEMA Member Sales, Not Industry) 


Ne ere 49,788 
DN OR iriics waawsee 73,355 
eS Se 246,859 
SS, eee 371,094 
% Change versus 1948: 

fora — 32.12% 
NG WN none tiwenes — 33.48% 
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54,019 

128,951 

299,119 








72.19% 
56.89%, 
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153,236 
302,461 
497,620 
806,188 
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With the Duchess line you can meet —and 


b. washing 





49.34% a 10 | 
17.08% machine 


Industry | 





beat—competition on any direct comparison 
—in om, capacity, quality or performance 
In price, too, and PROFITABLY! Get the 
Dutchess details now. 


207,354 
256,071 
462,793 
310,452 





19.02% 
19.20% 
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justry) 
23,096 
80,011 

58,799 

121,289 


NG VALUE 
world’s largest 
production 8 

This specializa- 
efficiency 
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R STRETCHI 
5 built by the 
ncentrating 
e washers. 
anufacturing 
ntial savin 


DOLLA 
The Duchess * 
manufacturer oo 
ales on wringer-tYP 


11.13% 
54.13% 


‘AND- 
ine 
Home 


and economies W 


and your customers. 

FASTER — EASIER ON CLOTHES esti 
, Scientifically spiraled fins all the = deo 

| same post of the Triple Flex Spira Bi 

| er ALL the clothes ALL the time. ° 


spots.” 

LIFETIME GUARANTEED 
teed against defective 

ee neethles to the original user, 


72,900 
192 496 
21 500 
109,514 


aterials and/or 
m FOR LIFE. 





10.65% 
12.77% 


\GE 
LIFETIME GUARANTEED 


Wone Bigger — Nene Better — At Any Price 


ent 
ee WASHERS 
v 


““APPLIA 
ANCE MANUFACTURING COMPANY ® ALLIANCE, OHIO 
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73,355 
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PRESENTING AMERICA’S FINEST QUALITY 
ELECTRIC 
)BLANKETS 























t -LUSIVE SLUMBER -~-SENTINEL 

only Universal has the amazing 
“Slumber-Sentinel,’ the simple 
precision control that assures rest- 
ful sleep all through the night no 
matter what the weather. Simply 
set it and forget it! It's fully auto- 
matic! Another big sales-making 
feature that has made Universal 
one of the nation’s largest selling 
electric blankets. 


HEATHER 


A new color sensation—"‘Heather”’ 
—has warmth and feminine ap- 
peal. It’s a shade that goes well 
with everything... increases sales! 












%: Now the famous and exclusive 
om Universal ‘Slumber-Sentinel” 
Se Duo-Control provides indi- 
vidually controlled warmth 
for each half of the blanker 
... more sales for you! 








75% fine textured, deeply Protected by 9 ther- Comes in four gorgeous 
napped virgin wool . . . mostats — cannot over- colors—rose, blue, green 
25% long-fibred cotton heat, assures extra and the new heather! 
interlining for strength! safety ! 

“’Slumber-Sentinel’‘single 
Beautifully bound with Big, full twin and dou- control for twin or double 
wide, lustrous satin in rich ble bed sizes with bed sizes, Duo-Control for 
matching colors! plenty of spread! double bed size. 
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Big national magazine campaign in more magazines will 
reach more readers than ever before with more dynamic 
full-page, 4-color ads... large space, hard-hitting news- 
paper ads will add broad coverage in over 150 key mar-  =>=~ Ips 
kets with dealer listings to lead prospects to your store... " 
big network radio and TV audience participation shows 

reach additional millions from coast to coast! 
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Eve Zugusra_wurerse ye UL LEWS- Shay 
d Observer ies | The Colu : 
e News and ver sets | de Columbus Enquirer 











Pith 3 Great Seale 4 fo tie you in 
for BIGGER BLANKET VOLUME! 


YOUR NAME ListeD ~# VE 


IN TWO BIG NEWSPAPER ADS 
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IN YOUR TRADING AREA! 


j Ne listi in two bi 
GAL Get your full share of the big-volume Fall and Christmas elec- pore acetone of otto 


tric blanket business with Universal's “blanket magic” program. “blanket box’ display — FREE 





nm Newspaper listings in two 
big ads plus big deluxe 
8-color, 3-dimensional dis- 


5 || es UNIVERSAL 
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SEE YOUR UNIVERSAL DISTRIBUTOR AND PLACE YOUR ORDER ...NOW! 
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DOMESTIC SEWMACHINES CAN BOOS! 


YOUR SALES AND PROFITS 





Thousands of retail dealers... large and small... in 
rural areas and in the largest cities... testify that the 
Domestic Franchise is one of the best appliance deals avail- 
able. Here’s why. 

A minimum stock investment puts you “in business” with 
L’omestic. Turnover is fast. Prices are competitive. Discounts 
equal or exceed those of any other big ticket appliance. 
Domestic Sewmachines are a depression-proof product that 
sells in good times or bad times. Now is the time to see your 
Domestic Distributor or write, Domestic Sewing Machine 
Co., Ine., Cleveland 1, Chio. In Canada: 87 John Street, 
Toronto 2B, Ontario. 


THE DOMESTIC FRANCHISE PROTECTS 


YOUR PROFIT WITH THE KIND OF A 
CONTRACT YOU WOULD WRITE YOURSELF 





DOMESTIC SEWING MACHINE 


~ 
a a an Mat 
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¢ 
THE SEWING MACHINE MARKET IS Gig 
ts Simple forithmetic... 


1. 14,000,000 homes do NOT have a sewing machine, 
2. 16,000,000 homes are equipped with foot-powered machines... 


as old-fashioned as a kerosene stove in a modern electric home. 


3. 3,000,000 electric machines are more than 15 years old... good 
prospects for today’s multi-purpose sewing machine. 


This means that almost 82% of the 40,000,000 families in the 
United States (U.S. Bureau of Census) are prospects for a new 
electric sewing machine. Imagine, four families out of five can be 
considered prospects . . . half of them excellent prospects. 

And, the sewing machine market is growing... it’s active. Every 
day, electricity reaches 4,600 more farm homes. 1948 pattern sales 
were twice that of 1930. More and more women sew every day. 


DOMESTIC SEWMACHINES ARE EASY 
TO DEMONSTRATE AND SELL 


Sewing machines are sold like any other electrical appliance... 
by display and demonstration. There’s nothing complicated or 
mysterious about a sewing machine ...any salesman can become an 
expert salesman, quickly and easily .. . and any alert appliance dealer 
can become sewing machine ‘‘headquarters” for his community. 


NATIONAL ADS START SALES FOR YOU 


In America’s leading consumer publications this year, more than 
89,000,000 Domestic advertisements will tell more than 29,000,000 
families ‘‘reasons why” they should visit their Domestic Dealer. 
No competitive line can offer you such powerful support ... it’s 
for appliance dealers exclusively. 
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» SEWMACHINES: 





AVENUE, AT ELM Mm. CLEVELAND 1, outO | 
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GENERAL MILLS Toaster 
General Mills Inc., Minneapolis, Minn. 


Device: General Mills automatic 
toaster. 

Selling Features: Extra high toast lift 
makes it possible to toast a variety of 
breads and small slices, without burn- 
ing fingers; double thermostat has 2 
separate bi-metallic timers to automat- 
ically compensate for heat variations in 
toaster and voltage variations in home, 
giving uniform brownness each time; 
color control knob selects degree of 
brownness desired; either slot can be 
used for single slices; easy to clean; 
110-120 volts a.c.-d.c. 1200 watts, a.c. 
or d.c. chromium shell; black plastic 
heat-resistant cradle and _ handles; 
crumb tray hinged on bottom. 

Price: $21.95. 

Electrical Merchandising, September, 
1949 
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G-E lroners 
General Electric Co., Bridgeport 2, Conn. 


Models: Cabinet-type automatic ro- 
tary, AR22 and a redesigned flatplate 
model AF-13C. 

Selling Features: Rotary model housed 
in compact white cabinet; chromium- 
plated shoe provides 96 sq. in. ironing 
surface; knee lever automiatically con- 
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trols starting and stopping roll and 
positioning of shoe for ironing; emer- 
gency release handle moves shoe away 
from roll in case of current cut off; 
toggle switch controls current for mo- 
tor and heating element; pilot light 
shows when current is on. 

Flatplate model has single Calrod 
element which conducts heat evenly to 
all parts of shoe; single thermostat 
maintains smooth range of temperature 
from 225 degs. F. to maximum of 475 
degs.; single control located in middle 
of aluminum shoe. 

Prices: AR-22, $99.95; AF-13C, 
$229.75. 

Electrical Merchandising, September, 
949 





CAMFIELD Toaster 
Camfield Mfg. Co., Grand Haven, Mich. 


Device: Camfield 1950 automatic pop- 
up toaster in a new modern design and 
a Toastess tray set 
Selling Features: Toaster retains all 
the important features of the old Cam- 
field such as the Equa-Therm mechan- 
ism—a toast-minder which automati- 
cally compensates for local voltage 
fluctuations, and features “Tete-a- 
Tete” controls—which make it possi- 
ble to operate the pop-up color selec- 
tor and the finger-tip instant release 
controls from either side of the toaster ; 
highly polished mirror-chrome finished 
case. 

Toastess tray set has a newly de- 
signed tray of Camfield 5-ply laminated 





Beautywood finished in genuine wal- 
nut; Tray set includes a new toaster, 
and an 8-piece group of serving plates 
in gold with teacups in midnight blue. 
Price: Toaster only $21.95. 

Electrical Merchandising, September, 
1949 








CASCO Steam iron 


Casco Products Corp., Bridgeport 2, Conn. 
Device: Casco automatic steam and 
dry iron. 

Selling Features: Weighs only 34 
Ibs.; water reservoir holds 11 oz; 
thermostatic ally controlled fabric dial ; 
stainless steel, water can’t rust, steam 
can't corrode ; easy to fill—flip-up top 
to fill up; Calrod element; scorch- 
proof heel rest; tip-proof; 7-ft. cord; 
aluminum soleplate; air-cooled com- 
fort-shaped handle; concentrated 
steam vents. 

Price: $17.95. 

Electrical Merchandising, September, 
1949 


ro 
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CORY Automatic Coffee Brewers 


Cory Corp., 221 N. La Salle St., 
Chicago 1], Ill. 


Device: 2 new all-metal Cory auto- 
matic vacuum-type coffee brewers— 
EAB “Coralume” and ACB “Custom” 
models. 

Selling Features: Both models have 2 
to 8 cup capacity with cup markings 
inside and outside lower bowl; coffee 
brewing is completely controlled by 
specially developed Taste-O-Matic bi- 
metal thermostat mechanism which ex- 
pands and contracts as heat is applied; 
automatically switches to lo-heat when 
brewing cycle is completed; water 
temperature, brewing time and infusion 
time and “keeping warm” heat are all 
automatically controlled; heating ele- 
ment is housed in plastic portion of 
lower bowl; black plastic handle. No. 
EAB “Coralume” has special feather- 
weight aluminum alloy construction 
satin-like lustre finish. 





New Product Highlights 


There’s considerable activity in the automatic toaster field. 


General Mills announces entrance into the field with a new model; the 
new Camfield has a new exterior design and operates from either end; 
the Toastmaster hospitality set returns for the first time since the war. 


G.E. and Proctor also have new models. 


Casco enters the steam iron field with a lightweight “flip the top to fill” 


steam-dry iron. 


1949 











No. ACB “Custom” 
heavy chromium finish. 
Price: EAB “Coralume’ 
“Custom” $28.50. 
Electrical Merchandising, September, 
1949 


of copper with 


$19.95; ACB 








APEX Dish-A-Matic Sink 
The Apex Electric Mfg. Co., Cleveland, O. 


Model: 1950 Dish-A-Matic porcelain 
enamel sink. 

Selling Features: Sink unit includes 
a new control panel design, featuring 
a jewel light that indicates whether 
or not machine is operating ; additional 
safety is achieved through new elec- 
trically activated lock on dishwasher 
lid; all Dish-A-Matic models are now 
equipped with white “vinyl” plastic- 
coated dish racks to reduce noise and 
prevent breakage and rust. 

Electrical Merchandising, September, 
1949 





KOOL-N-HEETAIRES 


Markel Electric Products Inc., and La 
Salle Lighting Products Inc., 143 Seneca 
St., Buffalo 3, N. Y. 


Device: Kool-N-Heetaire, -speed, 
portable combination fan and heaters 
Nos. 265D2 and 266D2. 

Selling Features: Available in 1320 
(No. 265D2) and 1650 (No. 266D2) 
watt models; equipped with 8-in. high 
speed 4-bladed aluminum fan and a 
resistant coil wire element which sup- 
plies “black heat” and is protected 
by _ scientifically-designed chrome 
guard; 2-speed blower principle makes 
it possible to circulate moderate vol- 
ume of air for heating and to increase 
volume when used as fan alone; 120 
a.c.; baked spatter ename finish with 
smooth high gloss surface; 14 in. high, 
1134 in. wide, 5% in deep. 

ied $16.95. 

Electrical Merchandising, September, 
1949 
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DIVISION 


Better Thodluctd for Happier Lining 


SHELVADOR® REFRIGERATORS... KITCHEN FREEZERS 
RANGES .. RADIOS... RADIO PHONOGRAPHS.. TELEVISION 


*T.M, Reg. U.S. Pat, OF. 
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PRESTO Steam Iron 


National Pressure Cooker Co., 
Eau Claire, Wis. 


Device: Presto dual-purpose steam 
iron. 

Selling Features: Black plastic handle 
incorporates filling spout for water 
reservoir; novel grip provides firm 
hold on handle fitting palm of hand 
with forward recess for right or left 
thumb; thermometer dial located in 
fore part of top bar handle back of 
filler cap; soleplate contours and shell 
surfaces are molded to produce a mini- 
mum of mass while retaining a water 
capacity of 6 oz, which lasts for 1% 
hrs. ironing; iron weighs 3% lbs. un- 
filled; uses regular tap water ; features 
the True Heat indicator; “Vapo- 
Mizer” eliminates possibility of “drips” 
and water spotting and superheats the 
steam to a degree of “drying” that 
spotting is eliminated. 

Price: $19.95. 

Electrical Merchandising, September, 
1949 P 





WESTINGHOUSE Iron 


Westinghouse Electric Corp., 
Mansfield, O. 


Model: No. L.PC-194 Adjust-O-Matic 
left-handed iron, right-handed model 
also available. 

Selling Features: Equipped with Uni- 
therm bimetallic strip-type thermostat 
that maintains accurate heat control 
for all, types of ironing ; fabric-marked 
control lever ; 1000 watt tubular Corox 
unit pressed into cast iron chromium- 
plated base; weighs 4 lbs.; 1-piece in- 
sulated easy-grip handle with thumb 
rest; a.c. only. 

Price: $11.95. 

Electrical Merchandising, September, 


1949 





PROCTOR Toaster 
Proctor Electric Co., Philadelphia, Pa. 


Model Proctor “Custom Toaster” 
No. 1482. 

Selling Features: Silent, cushioned 
pop-up control; sliding crumb tray; 
full range of color settings; will re- 
heat cold toast without burning ; pack- 
aged in specially designed blue and 
gold gift box with suede finish, gold- 
edged base; 1000 watts, a.c. 

Price: $22.50. 

Electrical Merchandising, September, 
1949 
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TOASTMASTER Hospitality Set 


Toastmaster Products Div., McGraw 
Electric Co., Elgin, Ill. 


Device: Toastmaster hospitality set. 
Selling Features: Set consists of 
Toastmaster automatic pop-up toaster ; 
4 party plates and dishes of Viking 
crystal glassware and a hand-rubbed 
walnut-veneer tray inlaid with gold- 
embossed simulated leather. 

Price: $32.50. 

Electrical Merchandising, September, 
1949 





KITCHENAID Ice Cream Freezer 
Attachment 


Kitchenaid Div., The Hobart Mfg. Co., 
Troy, Ohio 


Device: 2-qt. ice cream freezer at- 
tachment available for model 3-B 
Kitchenaid mixer. 

Selling Features: Freezes enough ice 
cream or sherbet for 8 servings in 
8 to 10 minutes; complete with freezer 
can, dasher, cover; freezer shaft slips 
through socket at side of bucket, fitting 
over dasher and locking with key to 
other side of bucket; freezer shaft fits 
into attachment socket and is held in 
place by black attachment knob. 
Electrical Merchandising, September, 
1949 





APEX Wringer Washers 
The Apex Electric Co., Cleveland, O. 


Models: Nos. 834, 835 and 836 Spiral 
Dasher wringer washers. 
Selling Features: No. 834 has auto- 
matic timer control which turns off 
agitator at any desired washing time, 
but does not stop wringer ; 22-gal. tub; 
10-lb. capacity ; 3-vane Spiral Dasher; 
Lovell pressure cleansing wringer. 

No. 835 has 22 gal. tub, 10 Ib. capac- 
ity, 3-vane Spiral Dasher and Lovell 
pressure cleansing wringer. 

No. 836 equipped with 20 gal. tub, 
9 Ib. capacity; 2-vane Spiral Dasher 
and Lovell pressure cleansing wringer. 
All models available with or without 
pump. All models newly styled by 
Dave Chapman—streamlined wringer 


housings and baked on “Dulux” enam- 
el skirts to floor. 

Electrical Merchandising, September, 
1949 




















GIBSON Refrigerators 
Gibson Refrigerator Co., Greenville, Mich. 


Models: D-849 and A-809 8 cu. ft. 
refrigerators. 

Selling Features: Four-Star deluxe 
D-849 has a freez’r locker compart- 
ment which holds 35 Ibs. frozen food; 
full-width Freshen’r shelf for fruits, 
meats, salads and vegetables; 3 full 
shelves and a stub shelf provide 15.56 
sq. it. shelf area; full width vegetable 
crisper; dry storage tilt bin. 

Model A-809 has a full width Freez’r 
locker; freshn’r shelf; 3 full” shelves; 
sliding vegetable crisper; both models 
have white Hylux exterior; special 
sealed-in Gibson insulation; porce- 
lain interior; automatic light; Scotch 
Yoke mechanism; Freon 12 refriger- 
ant. 

Price: A-809, $229.95. 
Electrical Merchandising, September, 
1949 
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HOLLIWOOD Broiler 


Finders Mfg. Co., 3669 S. Michigan Ave., 
Chicago, Ill. 


Model: No. 60 Holliwood “chrome- 
plated” broiler. 

Selling Features: Equipped with well- 
tree sizzle platter ; 2-heat control with 
heat indicator; even-heat element for 
all-over, all-at-once broiling; EZ lock 
device ; safety hinge for cover; 110-120 
volts, a.c.-d.c., 1320-800 watts; 1914 
x11x6 in. 

Price: $19.95. 

Electrical Merchandising, September, 
1949 





WESTINGHOUSE Waffle Baker 


Westinghouse Electric Corp., 
Mansfield, O. 
Model: No. WFT-14 twin waffler. 
Selling Features: Equipped with 2 
separate nickel-chromium wire ele- 





ments ; pretreated grids need no greas- 
ing or “breaking-in” period; covered 
expansion hinges; built-in batter rim 
catches overflow; heat indicators tell 
when to pour in batter; triple-plated 
chrome finish, plastic handles; a.c. or 


d.c. 
Price: $17.95. 


Electrical Merchandising, September, 
1949 
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TAYLOR Dryer 


The Taylor Corp., 825 S. Mahoning Ave., 
Alliance, O. 
Device: 
dryer. 
Selling Features: Equipped with a 
double pressure blower and a 1280 
watt ultra-violet germicidal lamp; 120 
volt, 60 cycle motor ; easy-slide drying 
rack; infra-red heating units; timing 
switch, heater switch; indicator light; 
storage space for the Taylor Sr. wash- 
er when not in use; no installation re- 
quired, plugs into any socket; size of 
standard 30 in. base cabinet. 
Price: $129.95 with ultra-violet lamp. 
Electrical Merchandising, September, 
1949 


“Summer Breeze” clothes 





SILEX Steam Iron 


The Silex Co., Hartford 2, Conn. 
Device: Improved Silex all-purpose 
steam iron. 

Selling I'eatures: Can be used dry as 
well as with steam; weighs only 234 
Ibs.; unfilled, and 16 oz. more when 
water is added; filling located in “nose” 
of iron—fill plug can be instantly re- 
moved and replaced and a bead chain 
keeps plug from being mislaid; fabric 
dial regulates heat for steam and dry 
use; “Y” shaped grooves on soleplate 
arranged so steam reaches all parts of 
so'e plate; uses tap water. 

Price: $14.95 plus 75¢ excise tax. 
Electrical Merchandising, September, 
1949 





WESTINGHOUSE Griddle 


Westinghouse Electric Co., 
Mansfield, O. 


Device: “Menu-Master” No. EG-91. 
Selling Features: Designed for “short 
order” cooking; grilling surface meas- 
ures 8 x 15 in.; grills 3 sandwiches at 
a time or frys 6 to 8 eggs; light weight, 
easy to handle; white enamel base, 
white plastic handles; smooth-finish 
aluminum grid with cast-in 1000-watt 
Corox element, a.c. only. 

Price: $14.95. 

Electrical Merchandising, September, 
1949 
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Only Samson Heating Pads 
Give You AUS eats 


TAKE A LONG LOOK at the NEW LOW PRICES = —<? Spf PROFI J I 
on these 1950 Samson Heating Pads. Check the quality CO > 
features that make every model a “best seller." 

ya 


i] —_— , & 
LOOK! onty oe | LOOK ! onty 


683-N ‘g=* : , | 6686-N §£- $& 


@ 3 Fixed Heats ilk 100% Wetproof, 3 Fixed 





Bear in mind that each one carries a full discount. Then we 
believe you'll agree that for PRICE, PROFIT and 
PERFORMANCE it’s Samson all the way! 






7 














: Heats, 4 Safety Controls, 

@4 Safety Controls , Cushion Comfort, Stain-Re- 
; * oe , sistant Removable Extra 

@ Cushion Comfort e a Cover, Approved 8-Foot 
@ Removable Extra Cover Rubber Cord and Plug. Un- 


derwriters’ Listed— 


@ “Touch Tells’’ Switch 


@ Approved 8-Foot Rub- a - Plus 


ber Cord and Plug 4 ; . 4 TRAFFIC LIGHT 
@ Underwriters’ Listed Dal CONTROL 


Color-Lighted Dial (RED 
for High, AMBER for 
Medium, GREEN for Low) 
gives positive heat 

i) selection—even in the 


dark. Exclusi ith 
LOOK! onty faa 


6685.N GA 


@ 100% Wetproof 


@ 3 Fixed Heats ; LOOK J ONLY 
@ 4 Safety Controls ez No. 
@ Cushion Comfort eS z\ 5588-N ‘a= 
@ Stain-Resistant Remov- \ ee 

able Extra Cover | Ta Re NO 
@ ‘Touch Tells” Switch Wetproof, 3 “Fixed Host, 10 
ea Approved 8-Foot Rub- Safety Controls, Cushion Comfort, 


Stain-Resistant Washable Extra 
ber Cord and Plug Cover with Tie Tapes, “Touch Tells 


Switch, Approved 12-Foot Rubber 
. ' . ‘ 
& Underwriters Listed Cord and Plug. Underwriters’ Listed. 


Shewkesed te Set! 


All Samson Heating Pads come in colorful 
SHOWBOXES that, in your windows or on 
your counters, stop ‘em, tell ‘em, show ‘em 
and sell ‘em! 
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WOMEN 
EVERYWHERE 
are saying 
“ILL TAKE 7@PPAN” 


And they’re a ready-made market that 





spells profit for you! Tie in with this 
money-making opportunity. Display 
Tappat Advertise Tappan!... Use 


Tappan sales helps and have the 


busiest store in town! 








TAPPAN model CPAV 669 
for 1950 now available 


Tel-U-Set that puts automatic cooking at the finger tips 
Visiminder signals by light, color and sound 

Visiguide with time and temperature charts 

Exclusive Crisp-Chest keeps foods appetizingly fresh 
Chrome-lined oven speeds cooking ...is easy to clean 
Visuclite “see-through” oven door 


CleanQuick smokeless broiler 


Call your Tappan representative or write us at Mansfield 
for information on models and a wealth of dealer promo- 


tion helps to make sales click. 


THE TAPPAN STOVE COMPANY 
Mansfield, Ohio 
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FRESH’ND-AIRE Heater-Fan 


Fresh-nd-Aire Co., Div. Cory Corp., 
221 N. La Salle St., Chicago 1, Ill. 


Model: Fresh’nd-Aire Heaterette 
heater-fan, No. 1320. 

Selling Features: May be used sepa- 
rately as a fan in summer, as circu- 
lating heater in winter; 180 degs. air 
flow directs fan-driven heat anywhere 
needed; weighs 534 lbs.; heater 1320 
watts, fan 26 watts; 115 volts, 60 cycle, 
a.c. only; 3-way switch; 3-blade metal 
propeller fan is mounted in front of 
(not behind) a heating coil 6 in. 
square; horizontal slot-type vents be- 
hind element provide free flow of air 
over heating coil and out front of 
heater-fan; carrying handle on top; 
light tan enamel finish with chrome 
circular grill, pedestal and fan blade. 
Price: $13.95; Denver and west, $14.95. 
Electrical Merchandising, September, 





G-E Wringer Washers 
General Electric Co., Bridgeport, Conn. 
Models: AW-011 and AW-012. 
Selling Features: Adjustable wring- 
ers; drainbords can be tilted in either 
direction; rolls can be adjusted for 
varying pressure; white porcelain 
enamel tubs hold 8 Ibs. dry clothes; 17 
gal. capacity; features include acti- 
vated washing action and perma- 
nently lubricated mechanism; both 
models same only AW-012 is equipped 
with pump. 

Price: AW-012 $109.95. 
Electrical Merchandising, September, 
1949 





MOTH-KING 


Moth-King Corp., 14512 Burt Rd., 
Detroit 23, Mich. 


Device: Electric moth destroyer. 
Selling Features: Volatilizes par- 
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adichlorobenzine at controlled tem- 
peratures and distributes a saturated 
atmosphere of vapor into every cu. in. 
of sealed closet; penetrates into cracks 
and into every part of garments hung 
inside closet; kills all fabric-eating 
insects in every stage of life cycle; 
operates on a.c. or d.c.; heats up 
slowly, shuts off automatically when 
proper saturated atmosphere has been 
developed and distributed through 
closet and contents; 4 in. high, 4 in. 
diam.; weighs 1 Ib. 2 0z.; a.c.-d.c., 15 
watts. 

Price: $3.98 complete with 2 cakes of 
crystals. 

Electrical Merchandising, September, 
1949 





SWIFTY Hotplate 


Eastern Metal Products Co., 
Tuckahoe, N. Y 


Model: Swifty “Vacationer” portable 
electric hotplate. 


Selling Features: 1000 watt, T & K 





element cast into aluminum base of 
hotplate; lightweight, portable, with 
collapsible legs and easily detachable 
handle; thermostatic control provides 
adjustable heat; a. c. only; complete 
with plastic carrying case. 

Price $9.95. 


Electrical Merchandising, September, 
1949 





WESTINGHOUSE Kitchen Ventilator 


Westinghouse Electric Co., 
Mansfield, O. 


Device: Double-Duty kitchen ventila- 
tor can be operated as window ex- 
— fan or as portable circulating 
an 

Selling Features: Unit consists of 10- 
in. fan, a steel window panel adjust- 
able for different window widths; de- 
signed for apartment or house renters; 
3 wide-area Micarta plastic blades; 
as an exhaust fan will remove 550 cfm; 
as a circulating can move 900 cfm; fan 
comes with three feet for portable use 
when snapped out of window panel. 
Price: $29.95. 

Electrical Merchandising, September, 
1949 
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~~ REGINA is america’s 
FASTEST SELLING 
2-GRUSH POLISHER 





Fmny r 


* 


DESPITE PREVAILING MARKET CONDITIONS, this amazing, 


time-tested volume builder has leaped slow-business barriers 


RRS pea 


and hit a new high in sales. Much of the credit for this success 


goes to the many value-conscious retailers whose aggressive LEWIS & CONGER 8. ALTMAN 
New York New York 
newspaper advertising helped spur Regina to top position. These 
, ee a! HAMMACHER SCHLEMMER GERTZ 
retailers report that Regina is as easy to sell as it is to use— New York Jamaica, N. Y. 
that quick demonstrations net quick sales. Now is the time for BAMBERGER'S G. FOX & CO. 
you to feature Regina in a big way! Tie in with . . . 7 Hartford 
JORDAN MARSH McCURDY'S 
Boston Rochester 
THE MOST EXTENSIVE NATIONAL ADVERTISING 
STEWART'S HUTZLER BROS. 
CAMPAIGN IN REGINA’S HISTORY nena Boltimore 


D. H. HOLMES CO. WOODWARD & LOTHROP 


Utilizing the pulling power af New Orleans Washington, 0. C. 
9 leading magazines - J. L. HUDSON Leading MANDEL BRos. 
— ; eae Cet retailers the nation Gieege 
total circulation over 16 million over have upped . 


BREUNER'S 
Sacramento 


V their Regina sales  §-« BARKER BROS. 
with large-space =‘ Aneles 


MO, 


advertising 





Rigg 


SCRUBS 


ey 4 cis og “| _--.. rt § Complete with 4 
ea 0S 7 Ve — a WAXES brushes (2 for waxing 
\ ‘\\ , ~ and scrubbing, 2 for 
Hertel it’s . POLISHES 7/7 polishing) and 2 
—B i, ¥ BUFFS th | reversible buffing 

ok ‘ —- 


y pads. Retail $5 Q50 
LOW-COST EXTRA EQUIPMENT Oi sha , 


FOR REFINISHING-RECONDITIONING 


eee ee eRe eee ee 


The REGINA Corporation, Rahway 2, New Jersey 


THE REGINA CORPORATION, RAHWAY 2, NEW JERSEY RUSH Tell us how we can profit most with REGINA, the easy -to-demonstrate polisher 
; . ; Please send full information without obligation. 


Ci) RUSH sox xan 


Also makers of REGINA ELECTRIKBROOM + SMOOTHCUT CAN OPENER RU SH ADDRESS 












CITY AND ZONE STATE 
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DON’T FIRE SALESMEN --- 
GIVE 'EM MORE TO SELL 


Demand is healthy for basic Wayne Home Equipment. Prices on 
many items are lowest in 27 years. If you want dependable, profitable 
sales volume, this is for you. 


DON'T LOSE YOUR TRAINED SALESMEN! 


Wayne Home Equipment provides the answer to your need for 
sales volume to hold your organization together. Installed type, basic 
heat and water equipment produces steady, profitable volume in 
large unit sales. Wayne dealers’ sales are UP. Conditions now are 
ideal for competitively priced, high quality home equipment. Don't 
lose your trained personnel for lack of appliance sales volume. 
Wayne provides your best sales opportunity with sound, basic home 
requirements. There is nothing mysterious about selling and installing 
Wayne products. Don’t miss getting facts about Wayne. Write today. 





Wayne sales aids — newspaper 
service — display material — 
demonstrators — literature — 
mailing pieces — help you sell 
Wayne Home Equipment. 











OIL-GAS-COAL 
WINTER AIR 


ELECTRIC CONDITIONERS 


WATER 
HEATER 














WATER 
SOFTENERS 
FIREBALL 

OIL BURNERS 
Wayne builds a complete line of 
deep and shallow well pumps and 
water systems, water treatment 
COAL > equipment, electric water heaters 
FURNACES end cellar drainers under one 
4 recognized quality name—Wayne. 

r 
va CONVERSION 
JET PUMPS GAS BURNERS 


JET DEEP WELL 
WATER SYSTEMS 


Wayne provides ao full range 
of sizes in oil and gas conver- 
sion burners; oil, gas and coal 
heating systems and furnaces; 
oil or gas-fired boilers and con- 
densate return systems of un- 
excelled quality under one 
populer brand—Woayne. 













TURBINE PUMPS & 
SHALLOW WELL 
WATER SYSTEMS 


jl 


CELLAR 
DRAINERS 


GAS FURNACES 


IRON 
OIL AND FILTERS 


s 
BOILERS 





Over 28 years’ experience manu- 
facturin ome equipment assures 
dependability. Every Wayne prod- 
uct is factory guaranteed from 1 
to 10 years after installation, for 
customer-dealer satisfaction. 





A COMPLETE LINE UNDER ONE BRAND 


LN ap > 


INSTALLED HOME EQUIPMENT 





No seasonal slumps affect you with the Wayne year ‘round line. 
One satisfactory Wayne installation recommends another. Your 
Wayne volume will grow fast because unit sales are large. A Wayne 
franchise protects you in your active sales area. Wayne offers more 
volume-profit opportunity because repeat sales based on quality of 
product assure a sound future. 


WRITE FOR NEW 1949 CATALOG AND PRICE LIST 


THE WAYNE HOME EQUIPMENT CO., INC. 


INDIANA 





FORT WAYNE, 
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MIETZ Midgette Refrigerator 


Mietz Co., 87 Elizabeth St., 
New York City 

Device: Midgette 1-cu. ft. refrigerator. 
Selling Features: Cabinet is 16 x 16 x 
27 in. of baked white enamel, brown 
krinkle or special finishes to order; 
food compartment 12 x 12 x 12 in. 
white porcelain or plastic; Santocel 
insulation; highside compressor, con- 
denser and evaporator; 1/20 h.p. a.c. 
motor, d.c. can be furnished at slight 
additional cost; Methyl Chloride re- 
frigerant; removable wire shelf and 
defrosting tray; makes 15 ice cubes; 
weighs 80 Ibs. 
Price: $139.50 fob N. Y. C. 
Electrical Merchandising, September, 
1949 


! 





G-E Toaster 
General Electric Co., Bridgeport, Conn. 
Model: G-E automatic toaster. 
Selling Features: 1-piece chrome 
plated shell; thermostatic control per- 
mits toasting bread to even brown- 
ness; controls can be set to pop up 
toast when done or be kept inside 
toaster until served; snap-in crumb 
tray ; 1150 watts, a.c.-d.c.; permanently 
attached cord; nickel chromium re- 
sistant ribbon wound element. 
Price: $21.50 
Electrical Merchandising, September, 
1949 





RITTENHOUSE Door Chimes 


The Rittenhouse Co., Inc., 
Honeoye Falls, N. Y. 


Models: “Queen Anne” and “Tulip 
Time.” 
Selling Features: “Queen Anne” com- 


SEPTEMBER, 


bination door chime and _ strike-clock 
plays 8-note Westminster sequence; 
melady selector provides 3 different 4 
and 8-note combinations for front door 
use; 2-note and single-note signals 
provided for other house hold signal- 
ling; adjustable volume control; self- 
starting mechanism operates from same 
power supply as chime and required 
no additional wiring; strikes the 
hours; diagonally grained mahogany 
cabinet; a special 24-volt transformer 








included; 11% in. wide, 62% in. long. 
“Tulip Time” kitchen chime sounds 
2 notes for front door and a single 
note for rear or side door; easily in- 
stalled on regular doorbell wiring and 
transformer; 744 in. high, 634 in. 
wide; available in ivory, red or green 
Pennsulvania Dutch design. 
Prices: “Queen Anne” $94.50; “Tulip 
Time” $4.95. 
Electrical Merchandising, September, 
1949 





MIMARVEL Hair Dryer 


Mimar Products Inc., 138 Spencer St., 
Brooklyn 5, N. Y. 
Model: No. BFH-25 3-heat hair dryer. 
Selling Features: Provides airstream 
from cool to tepid and from temperate 
to warm air with fingertip control ; can 
also be used to dry nail polish; hands; 
stockings and other lingerie, to de- 
trost, etc.; 2750 rpm.; 600 watts “lo” 
heat; 1200 watts “Hi” heat; 2 15 amp. 
switches; heavy duty, 2-pole 2 coil in- 
duction type motor; baked enamel fin- 
ish with chrome trim; portable, 94x 
11x54 in. 
Price: $14.95; $15.95 in western and 
southwestern area, 
Electrical Merchandising, September, 
1949 


G-E Clock 
General Electric Co., Bridgeport, Conn. 
Model: “The Chipper” alarm clock. 
Selling Features: 4-sq. in. ivory plastic 
case; ivory and tan dial; brown nu- 
merals and hands; vermillion sweep 
second hand; light green alarm hand. 
Price: $3.95. 
Electrical Merchandising, September, 
1949 
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HIS! 
TWO-WAY HEAT FLOW 
Hot in center 
and hot outer edge 











REPLACE MODERNIZE 


with the Cutler-Hammer Pyroflex 


Range Surface Units. 


Their 


New Design and New Performance 


are Backed by a Known Name 


MEDIUM-HEAT ELEMENT 
(Cutler-Hammer Design) (Conventional Design) 


NOT THIS! 
ONE-WAY HEAT FLOW 
Hot in center 
cold outer edge 


BOTH ELEMENTS TOGETHER 
(Cutler-Hammer Design) (Conventional Design) 


Some important distributorships still open - sEND IN YOUR INQUIRY AT ONCE 
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LOW-HEAT ELEMENT 


(Cutler-Hammer Design) (Conventional Design) 





THIS! 

Heat flows both ways NOT THIS! 

from median position of Hot outer edge 
C-H multiwave element cold center 


Any well-built surface cooking unit provides good 
heat distribution when both elements are used to- 
gether. But 90% or more of all cooking is done at 
a controlled-heat switch position using only one of 
the two elements. The four vital cooking heats 
where C-H design provides obviously beffer heat 
distribution for better cooking are: 

1. Low-Heat Element At Full Voltage. 

2. Low-Heat Element At Half Voltage. 

3. Medium-Heat Element At Full Voltage. 

4. Medium-Heat Element At Half Voltage. 


1949 





Cutler-Hammer Pyroflex 2-Way Heat Flow 
Range Surface Units are now available for 
replacement and modernization purposes. 

The obviously better design, better per- 
formance and better construction of these 
units make prospects of all but the most 
recent buyers of electric ranges. 

The unique 2-way heat flow design pro- 
vides a more even distribution of heat over 
the entire cooking utensil bottom. The result 
is better cooking where 90% or more of all 
electric range cooking is done. 

Maximum speed is provided where fast 
cooking is wanted. Inconel heating elements 
are self-cleaning. The reflector pan automati- 
cally tips up to lift out for cleaning. The heat- 
ing elements are long-lived...are anchored at 
18 points to positively stay flat. 

Pyroflex units are easy to install, are quickly 
interchangeable with those on electric ranges 
now in use. Only 8 adaptor rings are needed 
to stock the complete line. They are the prod- 
uct of a manufacturer whose trademark has 
been advertised for years in the Saturday 
Evening Post, Time, Newsweek, Better 
Homes & Gardens, House & Garden, etc. 

There is a tremendous market in replace- 
ments and especially the modernization of 
old style ranges. There are some important 
Cutler-Hammer distributorships still open. 
Get your inquiry in now, and ask for the new 
book that fully illustrates and describes the 
new C-H PYROFLEX Range Surface Units. 
CUTLER-HAMMER, Inc., 1280 St. Paul 
Ave., Milwaukee 1, Wis. 


CUTLER’ HAMMER 
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COMBINATION THERMOSTAT AND 
OVER TEMPERATURE CUT-OUT 








Combines temperature con- 
trol with single pole switch. 
Current is automatically cut 
off and switch is locked in 
open position if temperature 
at any dial setting, through 
any cause, exceeds tempera- 
ture range of control by 7% 
in liquids or 12% in air. 
Switch remains open until 
closed by manual reset but- 





ton. Design permits mount- 


ing control in any one of four positions. Standard size bulbs 


and capillary tube lengths give great flexibility to meet 
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HEATING ELEMENT O8 
SOLENOID LOAD 
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OPERATION OF Hi THERMOSTAT 


1. THERMOSTAT CYCLES AT SET 
TEMPERATURE 


2. LIMIT SWITCH BREAKS AUTO 
MATICALLY AT TEMPERATURE 
SLIGHTLY HIGHER THAN SET 
TEMPERATURE AND MUST BE 
MANUALLY RESET 


ONE CIRCUIT CONNECTION 
A.C. ONLY 











required heat ranges and installation needs. 


Write for full information. 


ir home and industry, EVERYTHING'S UNDER CONTROL 





YOUNGWOOD, 


Robertshaw 


THERMOSTAT DIVISION 
ROBERTSHAW-FULTON CONTROLS COMPANY 


PENNSYLVANIA 
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G-E Heater 
General Electric Co.., Bridgeport 2, Conn. 


Device: “Sahara” portable heater. 
Selling Features: Upright semi-cir- 
cular heater with aluminum reflector 
that directs heat of 2 elements over 
180 deg. area; heats by radiation and 
convection; convenient handle; protec- 
tive steel wire guard; hammertone 
gray finish. 


Electrical Merchandising, September, 
1949 





PORTMAN Sewing Machine 


Portman Sewing Machine Co., Inc., 
70 Portman Rd., New Rochelle, N. Y. 


Device: Improved Portman portable 
sewing machine. 

Selling Features: Open lower arm for 
darning and mending; thread tension 
control; horizontal bobbin; _ stitch 
length control; forward and reverse 
sewing; built-in bobbin winder; con- 
cealed work light; variable speed a.c.- 
d.c. motor; uses all standard needles 
and attachments; weighs only 17 Ibs. 


Electrical Merchandising, September, 
1949 





BARTON Washer 


The Barton Corp., West Bend, Wis. 


Model: No. C69S Barton wringer 
type washer with Controla-Speed. 

Selling Features: Controla-Speed tim- 
ing device provides 3-speed washing 
and wringing to safely wash everything 
from a sheer curtain to heaviest work 
clothes; washer equipped with double 
duty agitator which keeps small pieces 
separated from heavier articles; large 


splash-proof water deflector tub; 
feather-touch safety release wringer; 
waist-high controls; white baked ena- 
mel finish; stainless steel tub trim; 
sealed-in-oil transmission ; motor driv- 
en drain pump on model C69SP; gas 
engine motor on C-69G. 

Electrical Merchandising, September, 
1949 





VORNADO Heater-Fan 
O. A. Sutton Corp., Wichita, Kansas 


Device: Dual-action forced draft 
heater and cooling fan. 


Selling Features: Converts from 
heater to fan at flip of switch; year 
’round use in home, office, store, fac- 
tory; enclosed elements and fan; 
streamlined “stay-cool” handle; “Magic 
Circle” heat guide; coated reflector 
directs clean heat in concentrated 
beam; No. H-913-1, 4500 Btus; 120 
cfm airstream, 1320 watts; Model 
H-916-1, 6000 Btus, 1600 watts; as a 
fan both models are rated at 750 
cfm; 115 volts, 60 cycles, baked 
enamel finish, 8-ft. cord. 

Price: $16.95 


Electrical Merchandising, September, 
1949 





SPARTAN Sterilizers 


The Spartan Co., 1163 Merchandise Mart, 
Chicago 54, Ill. 


Device: No. 75 Standard baby bottle 
automatic sterilized and No. 76 Steri- 
lizer kit. 
Selling Features: Non-breakable 
“Fiber-Tuff” plastic bottle holder, 
holds 7 bottles; nipple jar and bottle 
rack; simple to operate—a cup of 
water, fill with bottles and plug into 
outlet; live steam starts sterilizing 
bottles within a few minutes, when 
water is gone and sterilization com- 
pleted, unit automatically shuts off. 
Sterilizer kit No. 76 includes rub- 
ber tipped tongs, aluminum funnel, 
strainer, nipple bottle, graduated 
beaker for measuring and pouring 
milk, bottle brush, etc. 
Price: No. 75 Standard, $7.95; No. 76 
with kit, $9.95. 


Electrical Merchandising, September, 
9 
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‘Ray: 0-Vac flashlights are prec 























Here’s an “X-Ray” picture to 
show how careful construction combines 
with special features designed for 
long life and reliability . . . to make 
Ray-O-Vac flashlights truly precision 
instruments. 

And of course when used with 
Ray-O-Vac Leak Proof batteries, 
they're guaranteed against corrosion 
damage. No wonder Ray-O-Vac 
flashlights are in such great demand! 


Your jobber has available many 
attractive carded displays of 
Ray-O-Vac flashlight cases for every 
purpose and pocketbook. Have him 
help you complete your Ray-O-Vac 
department now! 


Each Ray-O-Vac Leak Proof 
starts with a powerful, well- 
made battery. Then... 

1. A Steel top is added. 

2. And a steel bottom. 

3. Next — Multi-ply insulation. 


Many layers of protection 
against corrosion. 


4. Last—a steel jacket. This 
completes an air-tight seal, 
fo stop corrosion and keep 


the battery fresh and power- 
ful. Only Ray-O-Vac builds 
batteries with all four of 
these safeguards. 


Order Ray-O-Vac 2LP 





GUARANTEE on every Ray-O-Vac Leak Proof: “If your 


flashlight is damaged by corrosion, leakage or swelling of this 
battery, send it to us with the batteries and we will give you 
FREE a new, comparable flashlight with batteries.” 
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Sion instruments 
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1 Polished ground glass 
lens 





w= 2 Reflector channelinsu- 
lation to prevent shorting 


™ 3 Scientifically designed 
parabolic reflector coated 
with pure silver on nickel- 
plated brass. Projects 
1500 candlepower beam 


~& Reflector retainer ring 


5 Westinghouse pre- 
focused bulb 


Double spring shock 
absorber for bulb protec- 
tion 


‘7 Battery contact finder 
‘ for easy loading 


& Solid brass contact 
Strip 


Phosphor-bronze con- 
\ tact member assures posi- 
\ tive contact 


) Three position switch 
with flasher button 


|| Insulating tube for 
added protection against 
corrosion damage from 
ordinary batteries 


12 Heavily chrome 

plated corrugated barrel 

. for added strength, beauty 
\ and durability 


13 Equipped with Ray- 
O-Vac LEAK PROOF flash- 
light batteries for guaran- 
teed flashlight protection 


—14 Special steel contact 
Spring 

"15 Streamlined for 

added beauty 





| EEE RAY-0-VAC COMPANY 
Fe ee LATS Se soison 10, wisconsin 
MAKE MORE IMPULSE SALES FOR YOU! 
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NICHROME 


teams with 


TUTTLE & KIFT 
MONOTUBES* 


Greater heating effi- 
ciency, longer unit life... 
these are the all-important 
gifts Tuttle & Kift’s famous 
Monotube heating unit 
brings to Mrs. America. The 
exclusive tube design, affording much greater 
utensil-contact area, combines quality materials 
with superb construction to provide time-saving 
cooking, completely dependable service. 


And the TK Monotube “stands alone*—a 
twist of the wrist raises the heating coil to o 
vertical position for quick cleaning of the pan 
assembly. 





Here are features that ring the bell! But 





BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, San Francisco, Seattle 
Manufactured and sold in Canada by 





more: You can tell Mrs. Range Buyer that Tuttle 
& Kift uses Nichrome wire in its TK Monotube 
elements — Nichrome, the high heat and cor- 
rosion-resistant alloy that is the very hallmark 
of quality and trouble-free performance thruout 
the world. That’s magic that helps close the sale. 
For when you can add “Heat-powered with 
Nichrome” to a brand name such as Tuttle & Kift, 
you gain a plus value that assures consumer 
confidence, makes your selling job easier, en- 
ables you to sell more customers— and keep 
them sold. 


If your manufacturing sources are not al- 
ready using Nichrome, why not profit by asking 
them to do so now? 


Nichrome is manufactured only by 


. Driver-Harris Company 


HARRISON, 


. 


NEW JERSEY 


The B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 
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OASIS Water Cooler 
The Ebco Mfg. Co., Columbus, O. 


Device: No. OP-3R Oasis, bubbler- 
type water cooler. 

Selling Features: Equipped to cool 3 
gal. water to drinking temperature of 
50 degs. and provide storage space for 
28 small bottles or 7 tall ones; Monel 
metal interior and door liner; snap- 
fastener and pilfer-proof lock with 
keys; defrosting unnecessary since no 
frost forms; recommended for stor- 
age of pharmaceuticals, compartment 
temperature automatically maintained 
at a range of from 36 to 46 degs. F.— 
may be quickly lowered or raised; an- 
tique-brown opalescent finish on Bond- 
erized steel with stainless steel top 
fitted with angle-stream bubbler valve; 
equipped with hermetically sealed con- 
densing unit. 

Electrical Merchandising, September, 
1949 








VENTROLA Wall Fan 


National Appliance Co., 
4814-18 W. Vernor, Detroit 9, Mich. 


Device: Ventrola wall fan No. 40. 
Selling Features: White enamel face 
plate ; 8-in. 9-bladed, 1-piece quiet fan; 
600 cim; fully enclosed motor shielded 
to prevent radio or t-v interference; 
lift-off grille for easier cleaning. 


Electrical Merchandising, September, 
1949 





EVERHOT Timer 


The Swartzbaugh Mfg. Co., 1336 W. 
Bancroft St., Toledo 6, O. 

Device: No. 927 deluxe timer-clock. 
Selling Features: Operates on a.c., 
using 110-120 volts up to 1650 watts; 
for use with roasters, casseroles, coffee 
makers, heat lamps, and heaters; auto- 
matically turns current on or off for 
periods from 15 minutes to 54 hrs., or 
off only up to 11? hrs.; white Plaskon 
case; chrome trim; red numerals; blue- 
gray and red trim; white plastic knobs. 
Electrical Merchandising, September, 








*T.M. Reg. U.S. Pat. Of. , | 
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Spearheaded by a Great Invention, 


mal aGORry 195 


Brings Leadership, Stability 
and Roti to Television 


Every new 1950 Philco Television 
Receiver, just announced, contains the 
Electronic Built-In Aerial System... 


an epoch-making invention from the Philco laborator- 
ies. It is entirely self-contained and concealed in the 
cabinet. Now, in up to 8 out of 10 locations, no aerial 
installation of any kind is required on the roof, in the 
room or on the set. It’s just placed properly in the 
room, plugged in and it’s ready to operate. There’s 
nothing else like it in television... Only Philco has it! 


Oe tie 
~ * 
ng 
ee 
NEW DAY has dawned in television with Philco for 
1950 .. . the fulfillment of the promise of 19 years 
of merchandising leadership. The television dealer has 
been expecting Philco to bring its constructive merchan- 
dising force to the industry, to announce not only a great 
new line but a whole new merchandising plan that takes 
television out of the wilderness of confusion on to the 
clear path of sound selling and stable profits. 

And now it’s here, spearheaded by a fundamental in- 
vention from the Philco laboratories. A development 
that not only makes easy-to-sell package merchandise 
out of television but enables Philco to restore sound profit 


margins to the business. That’s what made Philco a leader 
over the years and built a profitable business for thou- 


sands of Philco dealers. And today, that is how Philco 
fulfills the obligations of leadership to the television 
dealers of America. 


The Advertised Price is the Final 
Price... Nothing Else to Buy! 


Yes, Philco makes television package merchandise, at 
last ...easy for the customer to buy, simple for the 
dealer to sell. Now, for the majority of customers, the 
advertised price is the final price . . . no costly sum added 
for installation . .. the sale is finished when the sale is 
made. It’s the day the television dealer has been waiting 
for, the day that restores him to the status he enjoyed 
in radio, a full functioning dealer instead of a “‘sales 
agent’! It’s the day he regains full possession of his 
customers and recaptures the legitimate profits of his 
service department. 


Sensational Advances in Performance, 
Picture Quality and Value 


Thanks to sweeping and costly advances in television 
circuit design, Philco for 1950 challenges all comparison 
for performance in every price bracket. Philco dealers 
may sell with complete confidence that wherever a pic- 
ture is possible, even where others fail, Philco television 
receivers will perform! 

And Philco for 1950 gives you bigger, better Wide- 
Screen pictures at popular prices, a complete line of table 
models, consolettes and combinations with powerful ad- 
vertising leaders and values $100 to $300 under last year. 





Yes, Phileo for 1950 is the “hottest” proposition for the customer and the 


dealer in television history. It’s the complete line to concentrate on to simplify 





your investment in television...to solve your inventory problems...to return 
to the sound principles of merchandising which give you your biggest oppor- 
tunity for volume and profit for the selling season of 1949-50! 

ELECTRICAL MERCHANDISING—SEPTEMBER, 1949 
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™ Gibson 4-Star Promotions Pull Crowds and 


make $10,000. Sales Days Everywhere. Send 
‘ for Actual Pictures of Crowds and Sales Facts 
* at Gibson Dealer Stores! 
om . * ‘ 
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waar maxes 
WOMEN 

















A WOMAN BUY? 
TOLD 





HERE’S A PROVEN FACT: 

Inexpensive Gibson 4-Star Promotions 
are creating $10,000 retail sales days 
across America in villages and cities. 
These promotions turn people’s 
WANTS into BUYING ACTION— 
and there’s no end of WANT for Gib- 
son appliances. To get sales tomorrow, 
get the facts from your Gibson Dis- 
tributor today! 
NEW DELUXE 10-plus cubic foot 
GIBSON HOME FREEZER HF-1090 
—28” x 54 5/9” floor space. 350-400 lb. 
capacity. 4 sliding wire baskets, bulk 
storage beneath. Counter-balaneed lid, 
automatic interior light. 2-stage freez- 
ing, fast or normal. 1/6 h.p. Freon 22 
compressor, self-lubricating. 4 in. in- 
sulation 6 sides, jet-packed to hold 
uniform freezing cold. 5-year Warranty 
on compressor, free 5-year food plan 
for protection against food losses up 
to $150. Competition-beating value at 
$349.95 suggested retail. 


GIBSON HAS WHAT DEALERS AND PUBLIC WANT 
ASON IS THE GIBSON 


THAT’S WHY THIS SE 
——— 


NEW 7-PLUS cubic foot Upright 
GIBSON HOME FREEZER HF-719— 
31” x 27%" floor space—the natural for 
today’s smaller kitchens. 4 freezing com- 
partments. 2-stage freezing, fast or nor- 
mal. Extra rich chrome hardware. Tilt 
bin for freezer supplies. Jet-packed in- 
sulation. Scotch Yoke mechanism. 5-year 
Warranty. $279.95 suggested retail makes 
prospects of people who never thought 
of owning a freezer. 


72” floor space—2 cu. ft. fast freeze com- 
partment, 13 plus cubic feet regular stor- 
age. 4 wire baskets, bulk storage beneath. 
Jet-packed insulation—no cold change, 
no outside frost. Finger-lift counter-bal- 
anced lid. 4% h.p. Freon 22 compressor, 
self-lubricated, with 5-year Warranty. 
5-year food loss protection up to $200. 
It’s the peak in freezing benefits at the 
quick-closing price of $499.95. 


Copyright 1949, 
Gibson Refrigerator Co. 
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NEW 15-PLUS cubic foot GIBSON i ae 
HOME FREEZER HF-1590—30%’ x 









OF SALES 


GIBSON 


REFRIGERATOR COMPANY 
GREENVILLE, MICHIGAN 
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LIGHTING PRODUCTS 





CIRCLARC Fluorescent Unit 


National Lighting Products Inc., 5217 
Harrison St., Chicago, 24, Ill. 


Device: Easy-to-install ceiling fix- 
ture. 

Selling Features: Two half-arcs form 
a 12-in. circle delivering 36 watts of 
cool, non-glaring light; no special 
tools or parts required to install; 100 
watt output; complete unit has 132 in. 
outside diam.; 6 in. high including 
adaptor; chrome or white enamel. 
Price: $10.25. 

Electrical Merchandising, September, 
1949 





RIPLEY Light Watchman 
Ripley Co., Inc., Middletown, Conn. 


Device: Electronic Light Watchman 
to control home and store lights. 
Selling Features: Designed to turn 
night lights on and off automatically 
according to foot candle value of day- 
light; darkness turns light on whether 
it is a lamp in living room, stairway 
or porch, daylight automatically turns 
it off; steel housing, 5 x 4 x 3% in; 
weighs 2 lbs.; operates on 105-120 
volts, 50/60 cycles a.c., 300 watts. 
Electrical Merchandising, September, 
1949 





NAXON Germitron 
Naxon Utilities Corp., 3600 W. Touhy 
Ave. Chicago, 45, Ill. 


Device: Ultra-violet deodorizer and 
ozonator. 

Selling Features: 34% watt mercury- 
vapor lamp gives soft nite glow, kills 
germs, odors, regardless of room tem- 
perature or humility the manufacturer 
claims; convector forces air steadily 
through germ-killing rays; for bath- 
rooms, kitchens, bedrooms, nursery. 
Price: $9.95. 

+ > laa Merchandising, September, 
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High cleaning efficiency and low price — that's 
the winning combination that piles up profit for you 
when you demonstrate the new single-speed Cadillac 
cylinder Model 301. 


Your customers will quickly recognize the Model 
301 as an outstanding value. It cleans quickly, thor- 
oughly — and it’s budget priced. Easy-to-use attach- 
ments get the dirt — from floor to ceiling. 


Above all, it's a CADILLAC — engineered and 
backed by a manufacturer specializing in vacuum 
cleaning equipment, and famous for quality since 
1911. See your local distributor, or write for complete 
information about this new cleaner today. 


CYLINDER 
MODEL 800 
2 speeds 


$69°>° 


Including full set 
of attachments. 





*Slightly more west of Rockies. 





MODEL 143A 
2 speeds 


«#5995° 


Set of eight 
attachments, extra, 






MODEL 125 
Single speed 


“ag7" 


Including five 


CLEMENTS MFG. CO. 


DEPT. A. e 6666 S. NARRAGANSETT AVE. 
CHICAGO 38, ILL. 


€ \) = “ 
Since 1911, sold only by reliable dealers and distributors. 
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W hat are Sheathed in Inconel* ? Why, the surface 
heating units of most electric ranges. 


They’re important — those surface units — be- 
cause they can play a big part in boosting your 
range sales. And that means extra dollars and 
cents in your pocket. 


We're not going to tell you that 4 little words 
like “They’re Sheathed in Inconel!” is a magic 
sentence that turns prospects into buyers. It isn’t 
—but it helps. 

First of all, it gives you an opportunity to pass 
along information tw your prospect. (And you 
know how they eat up information!) Second, be- 
cause prospects probably don’t know about Inco- 
nel Sheathed Heating Units, they listen while you 
swing into the story. 


It’s a simple one—and it makes a lot of sense: 


Manufacturers (you say) use Inconel Sheathing 
because it brings long years of trouble-free, eco- 
nomical performance to surface units. 


Why? Because Inconel never rusts. Because it 
helps prevent warping of the unit. Because it’s a 
high nickel alloy that won't crack or scale at high 
temperatures. Because it’s a strong, tough metal 
that’s not hurt by kitchen accidents and spill- 
overs. 

Inconel Sheathed Heating Units are built to 
last for the life of the range. And they’re designed 
for rapid heating and quick cooking. For easy 
control. For low-cost operation. For perfect per- 
formance. 





Play up those advantages when you talk elec- 
tric ranges. 


It’s dollars and cents-ible! 
*Reg. U.S. Pat. Off. 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N. Y. 


EMBLEM fi SERVICE 
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The interesting story of NICKEL, 
from ancient discovery to mod- 
ern day use, is told in our 60- 
page, illustrated booklet, “The 
Romance of Nickel.” Write for 
your free copy. Address E. B. 
Bitzer, Consumer Products Di- 
vision. 





HELP YOU SELL 


SEPTEMBER, 
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LIGHTING PRODUCTS 


Circlarc Lamp Adapter 


Arch Mfg. Co., Omaha, Nebraska 
Device: Packaged home-installation 
unit for changing an incandescent lamp 
into a fluorescent lamp. 

Selling Features: Equipped with 2-18 
watt fluorescent lights; constructed of 
opaque Lustrex plastic; 12 in. diam. 
fits any table or floor lamp; easy to 
install; comes completely assembled, 
ready for installation. 

Electrical Merchandising, September, 
1949 





DUALITE Fixture 


Guardian Light Co., 

301 Lake St., Oak Park, Ill. 
Device: Dualite combination fluores- 
cent-incandescent fixture for use in 
kitchen. 

Selling Features: Equipped for use 
with 12 in. diam. 32-watt Circline 
fluorescent lamp in combination with 
a 100-watt silver bowl incandescent 
lamp. 

Electrical Merchandising, September, 
1949 





THERAPLATE Infra-Red Lamp 
Infra-Appliances Corp., 154 Nassau St., 
New York City 
Device: Theraplate infra-red health 

ray lamp. 

Selling Features: Aluminum element 
fused into tempered glass panel pro- 
vides infra-red without need for eye- 
protecting goggles; available in small 
portable home model with clamp at- 
tachments; tempered glass will with- 
stand 300 lbs. pressure and will not 
crack if cold water is poured on hot 
surface which reaches a maximum 
temperature of 320 degs. F; no bulbs 
or filaments; operates on a.c. or d.c., 
110-120 volts. 

Price: $25. 

Electrical Merchandising, September, 
1949 
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Twin-Nylon Whirlbeater as il- 
lustrated (Model B-157): 14.95 
Also available without stand 
or bowl (Model B-156): 11.95 








another best seller by 


Gilbert 





the first 


all-purpose 





food mixer 





at only 


14" 


It's a portable beauty that looks like a big mixer, acts like one, too! It's the first all-purpose mixer 


Watch your sales jump with the wonderful new Gilbert Twin- Nylon Whirlbeater. 


at a price so low you have an entirely new middle-income market to sell. 


look at these Selling features . 3. TILTS AND SWINGS on exclusive Gilbert swivel. Bowl can be 


removed in a wink. And Whirlbeater swings from side to 


side as it works for more thorough mixing. Easy to clean, too. 
1. TWIN-NYLON BEATERS of sturdy Dupont nylon are both 


flexible and tough for perfect mixing performance plus extra 4. PORTABLE FOR USE ANYWHERE in the kitchen. Lifts from its 


safety. Won't chip or dent utensils. base, and the 6-ft. extension cord allows pierity of room 
to carry it to the stove, table—wherever there's mixing to do. 
2. QUICKER, EASIER MIXING—actually twice as fast for many 5. COMPLETE WITH STAND AND BOWL so there's nothing else 


mixing. jobs according to kitchen tests. Whips, beats, 
mashes, creams, stirs, mixes. Powerful—yet whips as little 
as a tablespoonful! 


needed for even heavy duty mixing. And notice the 
kitchen-of-tomorrow styling. Smooth, chip-resistant enamel 
case, stainless steel shafts, finger-tip control switch. 


over 18,000,000 women readers will see this and other Gilbert products 
advertised regularly in national women’s service magazines. 


ANOTHER PRODUCT OF THE GILBERT HALL OF SCIENCE » POWERED BY THE FAMOUS GILBERT ELECTRIC MOTOR. The A. C. Gilbert Company, New Haven, Conn. 
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ARTHUR A. JANSSON, JR. 


Advertising Manager 
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Carlisle's 


Every week—LIFE is read in 1 out of every 3 families in your 
trading area—it’s America’s most popular weekly magazine! 


Why? Because LIFE interests people. Thrilling picture-word 
stories about news events the world over . . . about local and 
national goings-on...keep readers flocking to LIFE. The 
editorials and articles reach out for everybody, in every walk 
of life... workingmen, businessmen, women, and teen-agers. 

That is why LIFE produces customers for your store . . . for 
this same interest in LIFE’s editorial pages is carried over into 
LIFE’s advertising pages where minds are made up as to what 
is to be bought. 
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“‘Advertised in LIFE”’ 
creates interest... 


| “. «1S beneficial in driving home the idea of quality!” says Carlisle Stores 


@ EDWARD BROADHURST 
LIFE 


Retail Representative 


Carlisle’s 





The result is LIFE-made sales for you. But, to increase these 
sales still further; to increase traffic and profits, put “Adver- 
tised in LIFE” on the LIFE-advertised products you sell. 


One group of stores that did just that recently is the Carlisle 
Hardware Company of Springfield, Massachusetts, whose 
stores sell as wide a variety of merchandise as many a depart- 
ment store. 

Here you see (left to right) Arthur A. Jansson, Jr., advertis- 
ing manager, Edward Broadhurst, LIFE retail representative, 
and Hollis M. Carlisle, merchandising manager, planning their 
recent 11-store advertised-in-LIFE promotion. 
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@ HOLLIS M. CARLISLE 


Merchandising Manager 
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Last year, the Carlisle Company ran a LIFE promotion in their modern, 
air-conditioned shopping center in Holyoke, Mass. According to Arthur 
Jansson: “Due to the great success of that LIFE event we made plans for 
this second event. A LIFE promotion creates an amazing amount of local 
interest which is beneficial in driving home the idea of quality merchan- 
dise, advertised in a quality medium, and sold in a quality store.” 


Every 
department in the stores was represented in this promotion. 





Above are the front display windows of Carlisle’s main store in Spring- 
field. They loudly proclaim—with the aid of LIFE ad reprints, cover 
blow-ups, and window streamers—the big LIFE event going on inside. 


Windows like these are sure shopper-stoppers and bring the customer 


inside the store to buy. Mr. Hollis Carlisle wrote: “Our LIFE event at- 
tracted enormous attention from customers and has indelibly identified 


our stores with merchandise advertised in LIFE!” 











OW TELEVISION (ULES ene FIME pay 


CENTRAL OSEMMOWER'S “CRUSADE IN EUROPE” 


SRCERT WHE FiSwD NEWER ShOWe BtPonS 


‘The managers: of our eleven stores,” said Vice-president Spencer F. 
Smith, “have told me that our LIFE event brought their stores many 
benefits. They all think it’s worthwhile—not only from the point of 
view of increased sales, but as the most dramatic way of identifying 
their stores with nationally advertised brands!” 
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THESE ARE THE PRODUCTS . 


‘en: 


WHICH WILL BE ADVERTISED IN LIFE 
IN COMING WEEKS 


Tell The LIFE Readers In Your Neighborhood 
Where To Buy Them! 


MAJOR APPLIANCES 
Sept. 12 Frigidaire—page 
Hoover Cleaner—page 
Speed Queen Washer—} pg., c. 
American Gas Association—]4 pg. 
Horton Automatic Washer—% pg. 
Sept. 19 Crosley Appliances—page, color 
Sept. 26 G-E Refrigerator Combination— 
page 
Westinghouse Appliances—page 
Hoover Cleaner—)4 page 
American Gas Association—l4 pg. 


SMALLER APPLIANCES 
AND HOUSEWARES 


Sept. 5 G-E Toaster—lA page 
Sept. 12 Bruce Floor Products—page, c 
Diamond Matches—page, color 
Dutch Boy Wonsover Paint— 
page, color 
Bond Flashlight Batteries— 
Y, page, color 
Eveready Flashlight Batteries— 
Y/, page, color 
Rexair Cleaner—¥4 page 
Sept. 19 Johnson’s Glo-Coat—page, color 
Pyrex Hostess Dishes—page, c. 
G-E Lamps—page 
Douglas Fir Plywood—}4 page 
Bruce Floor Products—28 lines 
Sept. 26 Glidden Spred-Satin Paint— 
spread, color 
Proctor Toasters—page, color 
Sunbeam Mixmaster—page, color 
Schick Shaver—page 
Westinghouse Appliances—page 
Delta Homecraft Power Tools— 
4 page 
Bruce Floor Products—28 lines 


HOME FURNISHINGS 
5 Bates Bedspreads and Draperies— 
page, color 
Bird Floor Coverings—page, c 
Koroseal Chair Coverings—pg., c. 
Perm-A-Lator Paddings—% page 
Welsh Baby Furniture—l4 page 
Sept. 12 Cannon Sheets—page, color 
Englander Mattress—page, color 
Mengel Furniture—page, color 
Pepperell Blankets—page, color 
Serta Mattress—page, color 
Restonic Mattress—]4 page, c. 
Lane Cedar Chest—¥4 page 
Simmons Beautyrest Mattress— 
Vm page 
Sept. 19 Kentile—page, color 
Mohawk Carpets—page, color 
Simmons Beautyrest Mattress— 
page, color 


Sept. 


Velon Accessories—page, color 
Lane Cedar Chest—l% page 
Ostermoor Mattress—112 lines 
Perm-A-Lator Paddings—42 lines 
Sept. 26 Cannon Towels—page, color 
Pacific Sheets—page, color 
Spring Air Mattress—page, color 
Velon Accessories—page, color 
Pequot Sheets—4 page 
Lane Cedar Chest—l4 page 
Simmons Beautyrest Mattress— 
V& page 


RADIOS, TV AND INSTRUMENTS 
Sept. 5 Sylvania Radio Tubes—'4 page 
Sept. 12 Philco Radio—spread 
RCA Victor Instruments—page 
G-E Radios—4 page 
Sept. 19 Crosley Radio and Television— 
page, color 
Hammond Solovox—¥4 page 
Lester Piano—\4 page 
Sept. 26 Motorola Television—page, c. 
RCA Victor Instruments—page 


TYPEWRITERS 
Sept. 19 Smith-Corona Portable—page, c. 


JEWELRY, CLOCKS AND 
WATCHES 


5 Swiss Federation of Watch 
Manufacturers—page, color 

12 Ingraham Watches—4 page 
Keepsake Diamond Rings—) pg. 
Telechron Clocks—l4 page 

19 Elgin Watch—page 
Marvella Pearls—'4 page 

Sept. 26 De Beers Diamonds—page, color 

Westclox—page 

Ingraham Watches— 


Sept. 


Sept. 


Sept. 


4 page 
SILVERWARE 


5 Community Silverplate—page, c. 
Watson Sterling—ly page 
. 12 1847 Rogers Bros.—page, color 
. 19 International Sterling—page, c. 


SPORTING GOODS 
. 26 Chicago Roller Skates—Y4 page 


CAMERA SUPPLIES 


Sept. 12 Graflex Camera—14 lines 
Sept. 19 Eastman Kodak—page, color 
Sept. 26 Grafiex Camera—page 


(Because of last-minute changes, some of these 
advertisements may appear in issues different 
from those listed above.) 





LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 
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ANDREA TV Consoles 


Andrea Radio Corp., 
27-01 Bridge Plaza N., 
Long Island City 1, N. Y. 


Models: Gramercy, Ridgeway, Win- 
field and Caronia. 

Selling Features: Gramercy has 12% 
in. picture tube, 90 sq. in. screen; 29 
tube chassis; AM and FM radio and 
provision for any type record player; 
mahogany finish. 

Ridgeway has 12% in. picture tube, 
90 sq. in. screen; 29 tube chassis with 
AM and FM bands plus a 3 speed 
phonograph and 4 record albums as 
standard equipment ; mahogany cabinet 
with swinging doors 

Winfield has 15'% in. tube, 116 sq. in. 
screen; 31 tube chassis; AM-FM ra- 
dio; 12 in. speaker and provision for 
any type record player; open-face ma- 
hogany cabinet. 





Caronia 16 in. tube, 127 sq. in. 
wide angle screen; 31 tube chassis, 
AM-FM radio; 3 speed automatic 
phonograph and 10 record albums; 12 
in. speaker; mahogany cabinet with 
matched crotch-center doors; also 
available in blonde. 

All models have “Picture Lock” 
touchlight tuning. 

Prices: Gramercy, $489.50; Ridgeway 
and Winfield, $585; Caronia, $895. 
Electrical Merchandising, September, 
1949 





TELE-TONE Portable TV 


Tele-Tone Radio Corp., 540 W. 58th St., 
New York City 


Device: Tele-Tone portable television 
No. 220. 

Selling Features: Weighs less than 
26 Ibs; 7-in. screen; simulated cow- 
hide cabinet; door closes over face of 
set and protects viewing tube and dials 
when not in use; built-in Roto-V 
aerial; all-channel tuning; cabinet 9 
in. wide, 15% in. high, 165% in. deep. 
Price: $169.95. 

Electrical Merchandising, September, 
1949 


ELECTRICAL APPLIANCE NEWS 





TELEVISION 





CROSLEY Portable Teleset 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, O. 


Model: No. 9-425 portable television 
set. 

Selling TFcatures: Weighs only 38 
Ibs. ; provides 281% sq. in. picture; 7-in. 
direct view tube with special auto- 
matic control that holds picture con- 
trast constant; covers channels from 
2 to 13; luggage-type cabinet, 2-tone 
brown leatherette with leather carry- 
ing handle; adjustable dipole antenna 
inside cover; cover can be removed 
and receiver easily put into operation; 
ielt feet protect surfaces on which it 
rests; in operating position cabinet is 
934 in. high, 21% in wide, 16% in. 
deep; 4 iront panel controls includ- 
ing switch-type instantaneous channel 
selector; 21 tubes including 2 recti- 
fiers. 

Price: $179.95 in Zone 1. 

Electrical Merchandising, September, 
1949 





WILCOX-GAY Telesets 
Wilcox-Gay Corp., Charlotte, Mich. 


Models: Broadway No. 9-400 Man- 
chester No. 9-422. 
Selling Features: Broadway has 10 in. 
picture tube ; switch type station selec- 
tor; 12 in. PM dynamic speaker ; auto- 
matic gain control; “set and leave” 
picture adjustments; automatic fre- 
quency control ; intercarrier sound sys- 
tem; available in blond or mahogany 
cabinet. 

Manchester has 12% in. tube; 12 in. 
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speaker; tone control; simplified tun- 
ing controls; aytomatic gain control 
mahogany cabinet. 

Electrical Merchandising, September, 
1949 





ARVIN Telesets 


Arvin Radio & Television Div., 
Noblitt-Sparks Industries Inc., 
Columbus, Ind. 


Models: Console models 3101C, 3120C 
and 3160C, 
Selling Ieatures: No. 3101C has 10 
in. tube, 61 sq. in. screen; 5 x 7 in. 
Alnico V speaker mounted on front 
panel; 2 rectifiers. 

No. 3120C has 12% in. tube, 92 sq. 
in. screen; 10 in. Alnico V speaker. 





No. 3160C has 16 in. picture, 137 
sq. in. screen, 10 in. Alnico V speaker ; 
4 rectifiers. 

All models have 22 additional tubes ; 
simplified controls; rubber-mounted 
RF; delayed automatic volume con- 
trol; instantaneous station selector; 
separate sound system gives FM re- 
ception; horizontal automatic fre- 
quency control; all channels; safety 
glass protects face of picture tube; 
mahogany cabinets. 

Electrical Merchandising, September, 
1949 





REGAL Telesets 


Regal Electronics Corp., 
603 W. 130th St., New York 27, N. Y. 


Models: Table models 1007, 1207, 
1607, 16T31 and 16T36; and consolette 
1208. 

Selling Features: Table models 1007, 
1207, 1607 and consolette 1208 equipped 
with 20 tubes 16T31 and 16T36 have 
31 and 36 tubes respectively. No. 1007 
has a 10 in. picture tube, 61 sq. in. 
screen; Nos. 1207 and 1208 have a 


12% in. picture tube, 91 sq. in. screen; 
No. 1007 has 16 in. picture tube, 140 
sq. in.; Nos. 16T31 and 16T36 have 
16 in. picture tubes and 140 sq. in. 
screen. No. 16T36 is equipped with 
AM-FM tuner. 

Prices: From $199.50 to $399.50. 


Electrical Merchandising, September, 
1949 





BENDIX Telesets 


Bendix Radio Div., Bendix Aviation Corp., 
Baltimore 4, Md. 


Models: Table model 2001 and con- 
solettes 3001 and 3002. 

Selling Features: No. 2001, 10-in. table 
model has 61 in. direct view picture; 
simplified tuning—only 3 controls ; FM 
intercarrier sound system; 4x6 Alnico 
V speaker mounted on front panel; 
built-in antenna; a.c.; turret tuning; 
mahogany veneer cabinet. 





No. 3001 and 3002 consolettes fea- 
ture 61 in. direct view pictures; 10 in. 
tube; simplified tuning and _ station 
selectors; improved, built-in antennas; 
high style cabinets No. 3001 mahog- 
any; No. 3002 limed oak. 

Prices: No. 2001, $199.95; No. 3001, 
$239.95; No. 3002, $249.95. 
Electrical Merchandising, September, 
1949 





EMERSON TV Consoles 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York 11, N. Y. 


Model: No. 622 5-way Tele-Phono- 
radio and No. 638 consoles. 
Selling Features: No. 622, equipped 
with 10 in. direct view tube, 61 sq. 
in. screen; FM-AM radio; 2 record 
changers which play 10 and 12 in. 
78 rpm records and the 45 rpm rec- 
ords automatically, mahogany cabinet. 
No. 638 also has 10 in. tube, 61 sq. 
in. screen; Alnico V speaker; Picture 
lock; FM sound channel, and mahog- 
any cabinet. 
Price: No. 622 $369.50; No. 638 
$249.50. 
Electrical Merchandising, September, 
1949 
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The Most Important 
Heater News in Years 


GOPHER OIL HEATERS 


OFFER 


. AUTOMATIC HEATING 


Without 


= 

















Electricity ! 
/ Without Hand Dialing 











Even Heat 
24 Hours a Day 


It’s a buyer’s market today 
—and to sell you’ve got to 
have Plus Values to offer 
your customers. 

Gopher Oil Heaters give 
you plus values to Sell at 
competitive prices. Only Go- 
pher Heaters offer automatic 
heating without electricity, 
without hand dialing, with- 
out expensive add-ons. 

Only Gopher Heaters give 
even heat 24 hours a day. 
Due to Gopher’s all-stage 
burner and modulating con- 
trol, room temperatures vary 
less than two degrees, no 
matter how suddenly outside 
temperatures may change. 


Save up to 50% on fuel! 


Gopher Heaters save up to 50% on fuel! Because of Gopher’s exclusive 
modulated firing, there are no “‘peaks’’ of heavy burning to offset cold 
rooms, no wasteful starting fire because pilot burner is always hot, thus 
fuel costs are cut up to 50% —a big selling feature today. 


Pilot burns less than 6/10 gal. in 24 hours! 


Another big selling feature is the fact that Gopher’s exclusive patented 
pilot burns less than 6/10 gallon of fuel in 24 hours. For economy, it’s 
Gopher all the way. 

The new Gopher Oil Heater is the sensation of the season! If you are 
looking for sales, for volume on oil heaters, the Gopher is the answer. Wire 
today for dealership information. 


GOPHER 


OIL HEATERS 


Gopher Oil Heaters are 
manufactured by a 
company that has been 
making liquid fuel burning 
appliances for 53 years! 


AMERICAN GAS 
MACHINE COMPANY 


Albert Lea, Minnesota 
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TRANS-VUE Consolettes 


Trans-Vue Corp., 1139 S. Wabash, 
Chicago 5, Ill. 


Models: Cine 90XFM table consolette 
and Cine 145B home consolette. 


Selling Features: No. 90XFM table 
consolette comes complete with spe- 
cially designed matching television 
table; cabinet is 2414x18x20 in.; ex- 
panded direct view 12% in. tube with 
90 sq. in. picture; Instantuner provides 
accurate tuning for all 12 channels; 
static-free FM radio; entire control 
panel mounted in specially etched 
safety glass front. 

No. 145B has 15 in. expanded round 
Dumont tube; 31 tube combination 
TV-AM-FM with a phonograph plug 
in receptacle; 145 sq. in. picture; spe- 
cial mounting provides wide angle 
visibility; Instantuner, graduated slide 
tuner, high-fidelity audio system; 10 





in. P.M. Alnico speaker ; hand rubbed 
cabinet 4414x2114x24 in. 

Price: Cine 90XFM, $349.50 com- 
ae with new TV designed Unilock 
table, 


Electrical Merchandising, September, 
C 





pat on 
DU MONT Tele Console 

Allen B. Du Mont Laboratories Inc., 

515 Madison Ave., N. Y. 122, N. Y. 
Model: Bradford 19 in. console. 
Selling Features: Empire console 
with Du Mont’s new short-necked 19- 
in. cathode-ray tube; full-range FM 
radio and a 45 rpm record player. 
Price: $725 in east. 
Electrical Merchandising, September, 
1949 
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ANDREA Table TV 


Anread Radio Corp., 27-01 Bridge 
Plaza N., Long Island City 1, N. Y. 


Model: The Sharron table teleset. 
Selling Features: 12}4 in. picture tube; 
90 sq. in. sceen; 29 tube chassis; AM- 
FM radio; phonograph switch with 
built-in connection for attaching any 
record player; Picture-Lock touch- 
light tuning; mahogany cabinet also 
available in blonde. 

Price: $389.50. 


Electrical Merchandising, September, 
1949 





EMERSON Table TV 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York 11, N. Y. 


Model: No. 621 4-in-one table teleset. 
Selling Features: Equipped with TV, 
FM, AM and an adapter unit for plug- 
ging in a record player; 10 in. direct 
view tube; 61 sq. in. screen; all chan- 
nels; Alnico 5 speaker ; inclosed super- 
loop antenna; mahogany cabinet. 
Price: $269.50. 

Electrical Merchandising, September, 
1949 


HALLICRAFTER Telesets 


The Hallicratters Co., 
4401 W. 5th Ave., Chicago 24, lil. 


Models: Six new models—3 table, 1 
consolette 1 console and a deluxe 16 
in. cabinet model. 

Selling Features: New lines consist of 
a 10-in., a 12% in., a 16 in. wood table 
models, a 1214 in. consolette; a 16 in. 
console and a deluxe 16 in. cabinet 
model with legs. All table models fin- 
ished in striped grain mahogany ven- 
eer ; new chassis design which requires 
less space under picture tube gives 
extra compactness—picture tube can 
be positioned lower, reducing cabinet 
height 114 in.; cabinet width has been 
cut by new type tube mounting re- 
quiring thickness of only a metal strip 
and a sponge rubber liner between 
picture tube and cabinet. 


Electrical Merchandising, September, 
1949 
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KE  HEAS 


STYLED IN STEEL 


BIGGER PROFITS CAUSING APPLIANCE DEALERS 
EVERYWHERE TO PUSH COMPLETE AMERICAN KITCHENS! 


Figure your margin of profit and you’ll discover you earn a bigger mark-up 
on American Kitchens than any other type of major appliance. What’s 
more, your total average sale on complete American Kitchens will be far 
LARGER, more profitable. For example, the Robinson Brothers of 
Athens, Ohio average $600.00 to $800.00 per sale! Other American 
Kitchens dealers throughout the country are doing just as well, or 
better. AND SO CAN YOU! You can make BIGGER sales and 
enjoy a HIGHER MARK-UP per sale by putting your push behind 
AMERICAN KITCHENS! 


Remember, only about 5% of all homes have modern kitchens. . . and 
every new home must have one. So your market is wide open! Remember, 
too, that impartial nationwide surveys show that literally MILLIONS 
of women prefer AMERICAN KITCHENS to all others, wood or steel! 
It’s the leading line . . . because American Kitchens lead on all three 
counts—design, beauty and work-saving features. No other kitchens can 


compare with them... and no other kitchens can make so much money 
for YOU! 


The exclusive American Kitchens Plan- 
A-Kit—most valuable sales tool ever 
developed for turning prospects into 
buyers! Shows prospects exactly how 
a new American Kitchen will look in their 
home. A real sales clincher—as every 
progressive American Kitchens dealer 
already knows! 








HRIETCHERS 


STYLED (IN STEEL 
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an American sink and cabinets. 
.. and a bigger urge to BUY! 


A clean, attractive display kitchen like this one of the Robinson Brothers is a tre- 
mendous sales booster... a must for maximum profits. Because, in no other way 
can a prospect so completely visualize how her kitchen will look equipped with 
It gives her the “feel” of an American Kitchen 
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REFRIGERATOR 
CENTER 
SINK 
CENTER 


@® RANGE CENTER 





















You can start 
your Morton Display 
with any of these 
compact 

SERVICE CENTERS 

on a small 
investment 


.-. or begin with a 
3-unit, low-cost 


“Starter Set” 


@ 66” Pantryette 
@ 42” Cabinet Sink 
@ 24” Base Cabinet 


This group will give you 
a Morton display in small 
space. Write for details. 


How id what you need... 


You can capitalize your sales opportunities on the Morton line for 
Fall on a limited investment. Either display the Morton “‘Starter Set,”’ 
or add Morton units to your feature range, sink or refrigerator to 
make a complete SERVICE CENTER, as shown above. 


Write for your free copy of “Invitation to Profits’ —our new broad- 
side. It will open your eyes to new profit opportunities. 


MORTON 
MANUFACTURING COMPANY 


5125 West Lake Street, Chicago 44, Ill. 
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RCA VICTOR 45 RPM Phono-Radio 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Device: RCA Coffee Table radio- 
phono with 45 rpm record changer No. 
9-W-102. 

Selling Features: Coffee table houses 
a 45 rpm record changer an AM and 
RCA Victor FM radio, storage com- 
partments for more than 200 records; 
colfee table measures 20 in. high, 387% 
in. wide and 197 in. deep; access to 
radio-phono and records provided by 
2 panels at front of table—right forms 
face of pullout drawer which houses 
record changer and control panels for 
both radio and phono, left panel opens 
downward to expose storage com- 
partments for more than 200 records; 
dynamic speaker mounted in rear of 
table with speaker grill and back of 
storage compartment in a matched 
panel effect; 9-tubes, 1-rectifier 5- 
watts output ; Golden Throat acoustical 
system; built-in antennas for 2 radio 
bands; available in mahogany or 
limed oak finish. 

Electrical Merchandising, September, 
1949 





MECK Table Radio 


John Meck Industries Inc., 
Plymouth, Ind. 


Model: 5-tube superhet for kitchen, 
bedside or living room. 

Selling Features: Walnut plastic cab- 
inet also available in yellow, green, 
blue or chinese red; built-in loop an- 
tenna; clock-type dial; Alnico 5 p.m. 
speaker. 

Price:* $14.95 in walnut; $16.95 in 
other colors. 

Electrical Merchandising, September, 
1949 





MARKEL Record Players 


Playmaster Div., Markel Electric Products, 
Inc., 145 Seneca St, Buffalo 3, N. Y. 
Device: Markel Playmaster 3-speed 

record players No. 74 and 75. 

Selling Features: Automatically plays 
all speeds—33%4, 45 and 78 rpm; and 
all size records 7, 10 or 12 in. and 


RADIO 


automatically plays both sides of all 
10 and 12 in. records continuously in 
sequence without turning them over; 
equipped with 2 interchangeable play- 
ing heads, one for 78 rpm records the 
other for all microgroove records; im- 
proved push-off post type record 
mover; automatic reject, automatic 
tone arm repositioning; Model 74 
fits most radio-phono and tele com- 
binations; model 75 same as No. 75 
with a wood finish cabinet base; 115 to . 
117 volt a.c. motor. 

Electrical Merchandising, September, 
1949 





ADMIRAL Table Radio-Phono 


Admiral Corp., 3800 W. Cortland St., 
Chicago 47, Ill. 


Device: Admiral table radio-phono 
No. 5W12. 

Selling Features: Exclusively for 7-in. 
microgroove records—334%4 rpm and 
Victor 45 rpm; mahogany plastic cabi- 
net less than a foot square; light in 
weight, can be carried from room to 
room or as small piece of luggage; 
modernistic dial with plastic crystal; 
red pointer; 2-speed motor provides 
automatic operation with both speed 
records; single tone arm synchronized 
with changer mechanism; 2 center 
posts one for each type record—each 
center post holds up to 10 records 
and is easily inserted or removed; 5- 
tube superhet radio with beam power 
output; ave and built-in antenna; 5- 
in. Alnico speaker. 

Price: $49.95. 

Electrical Merchandising, September, 
1949 





EICOR Tape Recorder 


Eicor, Inc., 1501 W. Congress St., 
Chicago, 7, lil. 


Model: No. 1000 Eicor home tape 
recorder and player. 

Selling Features: Complete with built- 
in high fidelity 5-tube a.c. speaker- 
amplifier, sensitive crystal microphone, 
8 ft. cord and attachment plug; radio 
speaker cord with plug for attachment 
in black stag leatherette carrying case. 
Price: $124.95 

Electrical Merchandising, September, 
1949 
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Wake an Extra Profit 


by selling the tailored-to-fit Sanforized 
MET-L-TOP pad and cover set with every 
table. Assures better ironing results. 













(GPcE | ucacrusto sy GEUDER, PAESCHKE & FREY CO. 


WET-L-TOP 
—\aiwanree MILWAUKEE 1, WISCONSIN 
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THIS THERMO STATIC 
HEAT REGULATOR SET... 





DISPLAYED ON THIS 


Adds AUTOMATIC 
temperature control con- 
venience to any heater 
made since 1939 and 
equipped with A-P 
Model 240-D, U or Y 


series manual controls. 


MODERNISTIC COUNTER STAND... 


COMFORT AND ECONOMY 


®) 


aulomaty PROUUKTS sOMPAHY 


PROMOTED TO YOUR 





A sales maker — beauti- 
fully designed in three 
colors to show the A-P 
Heat Regulator Set to 
best advantage. Because 
it explains the actual units 
of the Heat Regulator Set, 
it saves you sales time 
even as it steps up your 
sales. Base size: 4x17%. 
Total display area: 14x21. 


CUSTOMERS BY ALL THESE 
MERCHANDISING HELPS... 


@ Consumer catalogs @ 
Folders for mailing @ Di- 
rect mail broadsides @ 
Newspaper ad mats @ Oil 
control tags @ ‘Album 





of Famous Vaporizing Oil-Burning amass @ Fifteen- 
minute slide-sound film for dealer showings and sales 


meetings. 


KEEPS YOUR CASH 
REGISTER RINGING! 


DEPENDABLE =~“ 


Od Coutrols 


DESIGNED TO ELIMINATE SERVICING 





AUTOMATIC PRODUCTS COMPANY 


2400 North Thirty-Second Street, Milwaukee 10, Wisconsin 


Please send us the following at once: 


C) Complete information on A-P Oil Control Accessories 


NAME 


ADDRESS.. , srecepastnnnt paianauiaieal 


CITY 
Signed by 
Our jobber 


| 
| 
| 
| 
| C] Sales helps 
| 
| 
| 
| 
| 
| 








Those Dirty Dishes 





but we connected it to our hot water 
outlet, and we have the whole thing 
on a wall switch which we turn on 
a half hour before starting the ma- 
chine. This saves electricity and 
heats the water to boiling. My dishes 
are clean and shiny—much better 
than hand washing.” 

Some suggestions made by dish- 
washer owners which might be of help 
to manufacturers in designing future 
models and to manufacturers of re- 
lated equipment are as follows: 

“One point I have found is that 
manufacturers of cooking utensils will 
have to change some of their products. 
I have some lovely club aluminum that 
I cannot put in my dishwasher be- 
cause the handles are put on with a 
band of hard rubber which the hot 
water destroys. Also I have had to 
quit using my kitchen silverware with 
plastic handles, and I can wash none 
of my plastic utensils.” 


Thermostat Would Help 


Another: “I have to admit I was 
pleasantly surprised at the efficiency 
of my new dishwasher, but it too 
could stand improvement. For in- 
stance, only hot water is piped into it 
and at times our water is very hot— 
because we use a great deal of it and 
if the thermostat is not kept up we 
do not have enough. On days when 
we use very little it is too hot for the 
dishwasher, so I believe a thermostat 
such as is used on an automatic 
washer would be helpful.” 

Another: “Every dishwasher should 
have a spray attachment—I find some 
do and some don’t. I use the spray to 
rinse dishes, vegetables and fruits and 
to wash the children’s hair.” 

Another: “There’s the matter of the 
after heat—I feel this should be subject 
to regulation, since delicate tableware 
can be injured by too much heat and 
we have noticed a tendency to checking 
and crazing presumably because of the 
heat.” 

Another: “My dishwasher has a 
removable upper tray-rack with insert. 
It should be equipped with an extra 
tray or rack—square and flat to be 
placed on top of the lower rack (after 
removing the usual one) and be used 
for washing glasses and cups in quan- 
tity. The square rack I speak of would 
accommodate between two and three 
dozen glasses or cups—it would be an 
enormous time saver and a conven- 
ience.” 

Another: “Id like to suggest to 
makers of aluminum utensils that they 
use metal or bakelite handles and knobs. 
The intense, sterilizing heat of my 
dishwasher ruins the wooden handles. 
Paring knives and other kitchen tools 
might be made with bakelite handles 
too. For more and more people are 
using dishwashers and tools should 
be supplied that can safely be used in 
them.” 

Another: “Our dishwasher, as much 
as I love it, is woefully deficient on 
space for glasses, of which with young 
folks dropping in a lot we always seem 
to have dozens!” 

One woman goes so far as to say :— 
“T am pleased to recommend dishwash- 
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ers to the extent of doing without hats 
and shoes if necessary.” 

With all the returns in on both sur- 
veys, the replies analyzed and assayed, 
there is little doubt that the public is 
ready to accept the automatic dish- 
washer as a labor and time saving de- 
vice in the home. What we must keep 
in mind is that it is a specialty prod- 
uct which must be demonstrated as 
well as sold. We must also keep in 
mind that to have satisfied users our 
responsibility cannot end with the sig- 
nature on the sales slip. Dishwasher 
purchasers must be trained to operate 
their machines to get the highest ef- 
ficiency out of them. They must be 
instructed on the importance of having 
an adequate hot water supply, on how 
to use the right detergent in the area 
in which they live, taking into consid- 
eration the degree of hardness of the 
water. 

They must be taught how to handle 
baking dishes, pots, pans, fine china, 
silverware and thin glassware to get 
the sparkling results we know are pos- 
sible. To do this kind of educational 
job for the consumer, the dealer and 
his sales personnel must also be edu- 
cated and trained. 

There is no doubt about it, “The 
dishwasher has come into its own” 
And the two surveys made by Good 
Housekeeping provide ample proof. 


End 








ONLY BENDIX 
MAKES BOTH 
TUMBLE-ACTION 
AND 
AGITATOR 
AUTOMATIC 
WASHERS... 
TO SUIT 
ALL YOUR 
CUSTOMERS! 
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Concentrate! Trim your lines and SELL! That's the key to 
sales today . . . BUT, sell the quality item . . . sell the 
GENERAL T-12. 


| No other home floor machine made can touch it for 
Performance—for Quality—for Features and ease of selling. 
, With GENERAL you'll make more dollars per sale and at 
the same time set up an amazingly profitable repeat business 
for the T-12’s complete line of wanted attachments. 


| Backed by national advertising reaching the prosperous 
prospects in YOUR community, the GENERAL T-12 offers a 
huge UNTAPPED appliance market . . . a Truly GREAT 
profit opportunity yours for the taking. 


If you already carry the GENERAL T-12 you KNOW how 
hot it is—if you don’t, tear off the bottom of this page, now 
while you think of it, and shoot it to GENERAL for full details. 


~ vce ~GET these IMPORTANT sales aids! 


e Window Displays 
e Floor Displays 
Machine Advertising Hangers 
e Newspaper Ad Mats 
e Give-Aways and Envelope Stuffers 
e Cooperative Advertising 


> Suictria!t Finor 


HERE’S a new profit possibility for you! GENERAL offers to the 


trade its Complete Industrial floor machine line! These well 


known General “K” models are now used in leading institutions, 


schools and plants from coast to coast. Write for complete 


details on how to add to the profit side of your ledger through 
; General Industrial Models. 


DISTRIBUTORSHIPS STILL AVAILABLE IN 
SOME MAJOR MARKETS 











NG 
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Quality home floor conditioner 
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These days it will pay you to 
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|| 
REFINISHES 


General Floorcraft, Inc. Dept. EM-6 
333 Ave. of the Americas, New York 14, N. Y. K 
Please send me full information on 
CL) GENERAL T-12 Domestic Model & 
[] GENERAL Industrial “’K’’ Models 
ns one pe ee en Perret rrace aera rr er 
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Dominion 
Popper - Chef 


CORN POPPER — UTILITY COOKER 
AND 4 BEAUTIFUL, COLORED 


Plastic Bowls 
aon rue peace oe ‘52 95 
Bs ONLY | WEST OF 


DENVER $6.45 
MR. DEALER! 


Here is a natural to stimulate appliance 
sales! For a limited time only, Dominion 
makes it possible for you to offer this hand- 
some, combination corn popper and utility 

cooker together with four colorful, heat re- 

sistant, plastic serving bowls, (red, blue, 
yellow and green) at this unbelievably low 
retail price. 


Newsmats and four color stuffers will 
boost your sales on one of the most 


popular appliances Dominion ever 
offered. Order now! 


Available through reputable distributors across the nation 











Cutting Appliance 
Handling Costs 


CONTINUED FROM PAGE 77 =m 





Tractor Switch Engine 


When okayed, the appliance goes 
down the assembly line where it is load- 
ed on a float. A tractor pulls a train 
of floats about the floor, switching them 
into easily sorted positions. Piling on 
pallets is impractical, as department 
store stock has to be ready for immedi- 
ate delivery. When a sale is made, the 
tractor picks up the float and whisks 
it to the dock, where it is taken to the 
customer’s home without ever leaving 
its platform. Possibilities of damage 
are minimized. 

Even floor samples sent to the main 
store are put on wheeled floats which 
can be quickly raised and lowered by 
fork lift trucks. 


Load Is Spread Out 


It must be pointed out that in opera- 
ting this way the Lazarus store makes 
an investment of time in each appliance. 
However, from a handling basis the 
work load is spread out. Under the 
old method a sudden sale, say, of 200 
units, would overwhelm the handling 
crew in having to process so much 
merchandise at once. It is felt today 
that with the spread-out method the 
men are able to take care of triple the 
amount of merchandise that they could 
handle in the past. Furthermore, by 
early inspection, service calls are avoid- 
ed, and the device can be on its way to 
the customer within a few moments 
after she places an order, 

The cost of unloading a refrigerator 
from boxcar to storage has been re- 
duced from 89¢ per unit to 32¢, it is 
said, and probably there are commen- 
surate savings on all items. 

As selections are made from floor 
samples, downtown, deliveries go out 
over the store’s 22 truck routes that fan 
out through greater Columbus, far out 
into the country. 


No Traffic Jams in Service 


From the same building travel the 
company’s 16 servicemen. They are 
routed each day and an inside man puts 
the orders and parts needed in individ- 
ual lockers. Where there formerly was 
a jam about the parts counter until 10 
a. m., the boys can now pick up and be 
off in half an hour. Each man drives 
his own car and makes from three to 
15 calls a day. 

The service department carries a 
$40,000 stock of parts. While it main- 
tains a spray room, no attempt is made 
to patch porcelain. The service end 
is built around a dispatcher’s office, 
which not only must know the appli- 
ance business, but be well acquainted 
with Columbus streets. 


Only Classified Ads 


Incidentally, Lazarus will take any 
kind of service except Sears, Wards 
and Frigidaire. There is no advertis- 
ing, except classified. A $3 charge is 
made for a call. No mileage is charged. 
The store has experts on each line and 
they help each other out in pinches. 
If a call turns out to be nothing more 
than a request for information, the 
sales department is charged with it. 

End 
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Sell all types 
of difficult 
prospects... 





USE THE DU PONT SEAL 
TO CLOSE THE DEAL 


lt identifies America’s 
leading home appliance finish! 
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Here’s a real “toughie”! That’s 
why it’s a good idea to call on a 
valuable ally—the Du Pont ‘“SDu- 
lux’’ seal—and let it speak for itself. 


With quality-wise customers 
everywhere the name “Du Pont”’ 
is assurance of a finish that gives 
years of washable, mar-resistant 
service and sparkling good looks. 
All you need add is that “‘Dulux’”’ 
is rigidly pre-tested. 


If your manufacturer supplies 
































. - 


BETTER THINGS FOR BETTER LIVING 


+ . THROUGH CHEMISTRY REG. 
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| Name 


you “Dulux’’-finished appliances 
without the seal, ask him to include 
it in the future. It’s the quick, easy 
way to establish quality . . . helps 
make customers out of difficult 
prospects. 


HERE’S SELLING MADE EASIER! FREE 
new informative booklet gives you 
profitable “selling points” for ap- 
pliances finished with DULUX. 
Send coupon today for your copy. 


E. I. du Pont de Nemours & Co. (Inc.) 

Finishes Division, Dept. E. M. 99 

Wilmington 98, Delaware 

Please send, free of charge, your new illustrated booklet, ‘Inside 
Information on the Outside.”’ 


= Title 
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CHICAGO 1950 


NATIONAL 


HOUSEWARES 


ann HOME APPLIANCE 


MANUFACTURERS 


EXHIBIT 


January 19-26, 1950 


(Thursday thru Thursday) 


Navy Pier, 


NATIONAL 


EXECUTIVE OFFICES: 
CHICAGO 54, ILL. 
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Chicago 


HOUSEWARES 
MANUFACTURERS ASSOCIATION 


(Incorporated Not-for-Profit) 


1140 MERCHANDISE MART 
Phone: DElaware 7-8585 











morning meeting at Jenkins. 


MISS ELAINE WILHELM has morning coffee ready when a dealer attends a 







A Place for Dealers to Take Their Customers 





The Jenkins Music Co. is actually 
four corporations in one. In addition 


| to the wholesale division selling appli- 


ances, there is a string of retail stores, 
a sheet music house and an organiza- 


| tion dealing in band instruments. 


Basically the idea in its distribution 
is to tie up to no complete line. The 
firm doesn’t want to have all of its 


| eggs in one basket. It markets Gibson, 


Guiberson oil heaters, Mathes fans, 
New Home sewing machines, Strom- 
berg-Carlson radio, Lonergan oil 
heaters, Rival, Toastswell, Koroseal, 
Automatic washers, Telechron, Cory, 
Dormeyer, Fresh’nd-Aire, Steam-O- 
Matic, Mitchell, A-B electric ranges, 
Chelsea fans, Sellers cabinets, Tracy 
sink tops among its many items. 
Next addition to the Jenkins line 
will be television, which is coming in 
Kansas City. With an eye to the 
future, Mr. Gillespie feels that the 
sale of television will affect other 
merchandise by a change in habits. It 


_ is likely to cut down regions, hit pic- 





ture show attendance, hurt book 
rentals. Nevertheless in its basic ap- 
peal, he feels it will have a tremendous 
impact. 

Last year a plant that Jenkins had 
owned since 1919, down near the Union 
Depot in Kansas City, was rebuilt into 
a showroom. 


33 Men On Road 


Jenkins travels 33 salesmen out of 
its wholesale division, ten from Kansas 
City, ten from St. Louis, 8 from Okla- 
hema City, and 5 from Wichita. 

Every effort is made to have each 
man have in his home the appliances 
he is selling. Said Ken Gillespie: “I 
was fortunate to be able to purchase 
one of the first Gibson freezers pro- 
duced and I have used it since 1945. 
During that period I have consistently 
purchased top grade eggs corn-fed 
beef—in quarters and halves—as low 
as 4l¢ a pound, cut to my order with 
steaks two and three inches thick, 


CONTINUED FROM PAGE 80 





which if the retail store could supply 
similar quality would have cost up to 
$1.90 to $2 a pound. We have pur- 
chased chickens in quantity lots with 
savings up to 50 percent. Therefore 
the sure way to sell freezers, in my 
Opinion, is to point out to the con- 
sumer that if a freezer is properly sold, 
it will pay for itself within a year. 

There is always some sort of contest 
going among salesmen. Mr. Gillespie 
feels that dealers can well copy this 
strategy. 

Here are some of the things he asks 
his salesmen to do: 

1. Always remember the names of 
our dealers. 

2. Know our inventory from A-B 
ranges to Willard batteries. 

3. Have the correct prices on the 
tips of our tongues. 

5. Keep our price book in the same 
location so we can always find it. 

6. Be able to spot a dealer from a 
consumer. 

Constant follow-up, constant incen- 
tives, constant personal interest is the 
way to sell appliances, in the year of 
our Lord 1949, according to Ken G. 
Gillespie. End 





“SURE, | CAN AFFORD A REGULAR BAG, BUT 
I'M A SALESMAN TWENTY-FOUR HOURS A 
DAY!” 
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i STOCK THE DETERGENT GUARANTEED 
TO MAKE ALL AUTOMATIC 


DISHWASHERS WORK LIKE MAGIC! 
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Your customers will get maximum results from the 
dishwashers you sell, if you also sell them CHAT. Just think! 
The end of customer complaints because there aren’t any with CHAT. 

CHAT guarantees perfectly washed china, glassware and 
silver that dries spotless in less than two minutes. It’s amazing 


WHY CHAT MEANS EXTRA 
Dry-A-Pon, the distinctive organic detergent that does it. 
PROFITS FOR YOU! And what a sales boost you'll get from these satisfied customers! 


They'll come back to you for more CHAT, increasing your store 


0. OO SPOTTING —Only CHAT conteins Dry-A-Pon, the traffic—and. your other appliance sales. And when they (ell 


distinctive organic detergent that dries dishes, glassware 


and silver spotless in less than two minutes! their friends, they'll sell their friends on your merchandise! 
2. NO CUSTOMER COMPLAINTS— CHAT is scientifi- CHAT, the liquid detergent made specifically for automatic 
cally compounded specifically for automatic dishwashers. R . ; P : 
Makes every type work perfectly. dishwashers is economical to use—it cuts down hot water costs—wets, 


3. INCREASES STORE TRAFFIC—Satisfied customers 
or Ir t adverti . W 
pan CH bn nateccme - mera wi sn profit deal all-around, sell the detergent recommended by your 
other appliance item. What's more, when they tell their manufacturers, demanded by your customers for perfect performance. 
friends, they sell their friends on your merchandise. e 

4. EXCLUSIVE ITEM—Only appliance dealers carry 
CHAT. Your customers will have to come back to you for 
best results from their dishwashers. 

5. RECOMMENDED — by leading automatic dishwasher 
manufacturers as the detergent that does a complete 
iob of washing and drying in one operation. 

6. PRICED RIGHT— for quick sales and increased profits. 
Economical to use, too. CHAT is a liquid—therefore no 
waste. Goes into solution immediately, acts at once on 
soil and grease. 

7. GUARANTEED BY ITS NAME—CHAT is an Antara 

— ne by General Aniline & Film Cor- 


penetrates, cleans and dries spotless in one operation. For a top-rate 








Antara Products 

General Aniline & Film Corporation 
444 Madison Avenue 

New York 22, N. Y. 


I'm interested in CHAT for automatic dishwashers. Please 
send full details. 





aum eum Gum aun quae exmeliibene 































Name 
Antara. Products | 
Pee | Company 
GENERAL ANILINE & FILM CORPORATION | ‘ait 
444 Madison Ave. | om 
New York 22, N.Y. City State 
+@ | 
Bey as! las hk? SE Le ee ee) 
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NO OTHER | 
DOOR CHIME 


i 
4 
' 
; 


gives you all these 
Sales-clinching 











advantages! 


styled by 
famous designer! 


Lurelle Guild has designed CHOR- 
DETTE III with a classic simplicity that 
blends perfectly with any decorative 
scheme. Available in chrome and white 
or mahogany and brass. 

Size: 1112” high, 5” wide, 3” deep. 


exclusive 3-way signal! 


For the front door: a melodious chord 
continuing as long as entrance button is 
pressed. For the rear door: a sequence of 
two symphonic notes. And one extra sig- 
nal—a single note—for the side door, or 
for a “paging” call inside the house. 


consistent 
national advertising! 


Edwards pre-sells w= 
your best customers Leite / — 











guaranteed purity 
of tone! 


with consistent, | gee) 
hard-hitting na- | > 


tional advertising. | |; Hes 
Display the CHOR- | = 4 [Gt 


DETTE Il1...and | %. ‘ 

reap the benefit of i a 
ff <a 
{ 













Every 


CHORDETTE is oe 
checked for perfect SK ‘ 
pitch by Edwards’ = \\ 










exclusive electronic this active sales 


device —the Sonoscope! help! 


That’s why this chime 
has no equal for tone 
purity! 





EDWARDS CO., INC., NORWALK, CONN. natural! 
In Canada: Edwards of Canada, Ltd. 
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Taking a Cut 
at High Costs 
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Check invoices; watch competitors, 
Buy right and sell as low as good busi- 
ness practice will allow.” 

Said Cecil Burglass, president of 
Burglass, a home furnishings and ap- 
pliance house on busy Canal Street: 

“Thanks to careful culling, I have 
good, honest, conscientious, employees 
who are out to make money and save 
for the store. We don’t stockpile 15 or 
20 of each appliance any more, either; 
we let the manufacturer or wholesaler 
do that these days. We simply order 
as we need and so we have more dis- 
play space.” 


Keep an Eye on the Books 


R. G. Miller, owner of the Electric 
House in the Oak Street business dis- 
trict, likewise keeps his stock room 
clear. Said he: 

“Keep inventory as low as possible. 
Let the wholesaler carry the stock: 
this eliminates cost and paper work. I 
do as much as possible myself—sell, 
repair, check purchases—I don’t rely 
on employees too much. I go over the 
books with great care to see where the 
money is going and evaluate policies 
accordingly. 

“Advertise right—too much is as 
bad as none at all. A constant volume 
will see that costs are absorbed by the 
profits.” 


Make It Last 


M. Deffes, manager of Home Spe- 
cialties on Carrollton Avenue, watches 
the pins and pennies to conserve inci- 
dental expenses. He advised: 

“Don’t be afraid of work yourself. 
Set the precedent and your employees 
will keep hot, too. Many a time I 
have grabbed a mop or a broom myself. 
I pitch in and help wherever I can. 
Then too, I impress upon the employees 
(because I can’t be looking down their 
throats or checking up on them con- 
stantly) to conserve—don’t waste— 
make it last: Pencils, paper, equip- 
ment, even the brooms and mops. Our 
operating costs are high, but they are 
still at a minimum; and our employees 
are cooperative. And that’s what’s 
needed: employee cooperation.” End 







SENS OV 
(RS 
AL SONESVILLE TRAILERS 
2 2 = = fa 
ey Weems 


SA | Rae 
mH YP aay, : 


1) 4 
PD 4 
QC ¢LL7. 






=> 
a 








“COULD | INTEREST YOU IN AN ATTIC FAN” 
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BY DISHWASHER MAKERS FOR 
USE IN LEADING DISHWASHERS! 
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hat’ BY CUSTOMERS 
End V Better dishwashing V Non-caking 

V Exclusive metal pour spout 
BY DEALERS 


V Free demonstration samples 
V Fair trade protected profits 
V Free sales aids, 50-50 cooperative advertising! 


ORDER FROM YOUR 
DISTRIBUTOR 
Manufactured By 
ECONOMICS 
LABORATORY, INC. 
ST. PAUL, MINNESOTA 


~.. | FASTEST-GROWING DISHWASHING COMPOUND IN THE FIELD 
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Every kitchen a prospect 


with BEAUTYCRAFT! 








Sell more... make more... 





BEAUTHCRAE 


, 
x, = . 4 
Custom Kitchens 


custom-fit any kitchen with 
BEAUTYCRAFT Curve-line Styling 


There’s no kitchen you can’t do when you sell Beautycraft Custom 


Kitchens. Your job will be easier... 


.the result finer. Custom features, 


fine steel construction, Curve-line Styling — years ahead of com- 
petition — make Beautycraft the top line in the country. 


Only BEAUTYCRAFT offers you all these plus values: 


Distinctive Curve-Line Design .. . right 
with the latest trend. 


Exclusive Franchised Territory... Beauty- 
craft is yours alone in your area. 


Higher Discount to dealers who can do 
a real custom kitchen job with a top- 
quality line that is priced right to bring 
you more profit. 


Guaranteed Quick Delivery ...carry no 
top-heavy inventory. Fill your work- 
ing stock from factory inventory in 
less than six weeks. 


Custom Features... Beautycraft will not 
be “ out-featured.’’ Custom-sized cabi- 
nets and fillers (over 100 types and 
sizes) enable Beautycraft Dealers to do 
a custom job on any kitchen. 


Direct Factory-Dealer Operation...brings 
you better discount, positive cooper- 
ation on all phases of your kitchen busi- 
ness — real factory backing for you. 


Advertising Support...national advertis- 
ing, a cooperative plan for local ads, 
merchandising and selling aids, sound 
sales training help. 


CHOICE TERRITORIES STILL OPEN to established dealers with aggressive 
sales force and arrangements for installation. If you're the kind that moves 
ahead, this is your opportunity. We are growing daily with our top-quality, 
fast-selling Beautycraft Custom Kitchens. Grow with us! Get details at once! 





Beautycraft Custom Kitchens 
2238 Russell St., Baltimore, Md. 


Manufactured by MILLER METAL PRODUCTS, INC. 








The “Open-End” Mortgage 





answers this question bluntly: ‘“Man- 
agement in general has lacked the vig- 
orous initiative and willingness to 
break away from hide-bound proce- 
dures and to move forward on the basis 
of a reasonable risk.” 

Perhaps a more basic reason is that 
not all lenders are adequately informed 
about this kind of credit. A recent 
Forum survey of 3,000 lenders showed 
that many of them are making addi- 
tional advances. But it is interesting 
that some lenders in Ohio said they 
cannot make additional advances be- 
cause it is against state law, while other 
lenders in the same state said they have 
been making additional advances for 
years. 

The majority of progressive lenders 
have over recent years been taking 
steps to make this kind of credit feasi- 
ble. They have done this in three 
ways: 1) by introducing mortgage 
contracts which provide for additional 
advances in the future; 2) by using 
modification agreements to add an 
additional advance clause to existing 
mortgages which have not been so 
written; 3) by simplifying title search 
requirements. 


Mortgagee Has First Ciaim 


The question of whether open-end 
mortgage credit ‘vill be economic for 
the borrower and safe for the lender is 
really a question of the lien status of 
the additional advances under state 
mortgage laws. More than 20 states 
have followed the precedent of English 
common law in recognizing open-end 
mortgage contracts as providing first 
lien status for additional advances. 
Such contracts have been standard 
practice in California for many years, 
and are now rapidly being introduced 
elsewhere. Massachusetts, New Jersey, 
Connecticut, New Hampshire and 
North Dakota recently passed laws ac- 
cording first lien status to the addi- 
tional advance. 

The New Hampshire law is typical: 
“Any sum or sums which shall be 
loaned by the mortgagee to the mort- 
gagor at any time after the execution of 
any mortgage hereafter made, for 
making repairs, additions or improve- 
ments to the mortgaged premises, shall 
be equally secured with and have the 


| same priority as the original indebted- 


ness, to the extent that the aggregate 
amount outstanding at any one time 
when added to the balance due on the 
original indebtedness shall not exceed 
the amount originally secured by the 
mortgage.” 

Under an open-end mortgage con- 
tract, the borrower specifically offers 
his real property as security for any 
subsequent loan or advance. A num- 
ber of state courts have ruled that, 
where the lender has had no actual 
notice of intervening liens, such an 
open-end clause in the original mort- 
gage contract gives any future advance 
first lien status—that is, priority over 
any other lien or judgment which may 
be attached to the property in the 
period before the additional advance 
is made. The view of the court in many 
of these decisions has been that an 
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open-end mortgage agreement puts 
other lenders on notice that the original 
mortgagee has first claim on the prop- 
erty. 

Horace Russell, counsel of the U. S. 
Savings & Loan League, has given 
this opinion: “A review of the general 
law indicates that a mortgage given to 
secure future advances is valid and, 
duly recorded, will prevail against sub- 
sequent purchasers and incumbrances 
if the mortgagee be without notice, ac- 
tual or constructive, of such subsequent 
conveyance or incumbrance; and that 
in jurisdictions where the point is un- 
decided, constructive notice of such 
subsequent conveyance or incumbrance 
might, and actual notice thereof prob- 
ably would give to the subsequent pur- 
chaser or the junior lienor a prior 
claim as to advances made after such 
notice.” 

In states where first lien status is not 
accorded the additional advance, the 
lender, for complete legal safety, is 
obliged to make a title search before 
he advances the borrower any more 
money under the original contract. In 
cities where the title search or title in- 
surance amounts to only $5 or so, this 
will not add much to the cost of this 
kind of credit to the borrower. But 
in some cities a title search may cost 
as much as $75 or $100—an expense 

(Continued on page 188) 








Sell up - 
or sell down 
with the only 


complete 
line of 
Automatic 


Home Laundry 
Equipment.. 
THE 


BENDIX 
“LINE! 
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‘| 4 NEW APPLIANCES 
) WITH ADDED 
| “BUY APPEAL” 
ss a 4 More Handyhot rT 
wo New Shopper-stoppers designed 
"| for fast turnover in your store! . 
















CLUKRNPUPPER Pops corn in cooking oils without stirring. No 
oils needed when removable agitator is uséd. Other home uses: as 
utensil to heat soups, vegetables, make candy, etc., and as deep fat fryer. Full 
heat resistant glass cover allows watching of food while cooking. Pop- 
per bowl is of heavy gauge, polished aluminum. Cool black enameled 
wood handle. Stove can be used with coffee-maker, percolator or small 
pots and pans. Removable cord set. 


CAT. WO. 1179-€ 


$695 


CAT. NO. 1903 . — CAT. NO. 1178 


$695 — $595 





PERCOLAIOR: Percs faster due to specially AY Exclusive “lock-tight”’ Y IN. Fingertip 
designed pump and emersion type heating ele- safety ee holds full size bakelite handle heat sonnel regulates correct temperature for 
ment. Full 8 cup capacity. Highly polished alu- securely in position for ironing. With single all fabrics. Comfortable plastic handle with 
minum finish with black enameled wood handle. turn, handle folds for storage or travel. Heat thumb rest to relieve wrist strain. 4-pounds. 
Black fiber, non-scratch feet. One year guaran- indicator shows correct temperature for all 1000 watts. Removable cord set included. ~ 
tee. Removable UL approved cord included. fabrics. Traveling case. AC or DC. 


See your fondyhot D Distributor ott 
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WORLD'S LARGEST MANUFACTURER OF PORTABLE WASHERS 


— e. Chicago Electric Manufacturing Company 
Doe os Chicago 38, Illinois 
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PORTABLE ELECTRIC (7 | “ STEAM RADIATOR 
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You Can Sell Them FAST 
at This NEW, LOW Price! 


“Consumers were waiting” for price reductions . . . So, 
Electresteem, the original steel portable electric steam 
radiator, in honor of its 10th Anniversary, announced a 


z 


t4y f 


able! Orders from retailers are pouring in. 


from Any Wall Plug! \ new low price! The reaction was immediate—and favor- 


t Why? Because this price reduction opens a vast, new 
market! Electresteem is needed for homes, offices and 
stores—for all rooms that are “hard to heat’’. It’s the 
portable, safe, efficient auxiliary heater that can be used 
on A.C. or D.C. Provides steam heat quickly — and 
requires practically no attention. 


ae. 
a er 


f A dramatic national advertising campaign is pre-sell- 


; ‘ Rings Up MORE PROFITS yA ing over 9 million selected prospects on Electresteem 
_ for You! 4 Portable Electric Steam Radiators. Write for details. 
~ Us a 


Order from your distributor—today. 


A few choice territories still open 


ELECTRIC STEAM RADIATOR CORP. 


NUMBER ONE, ELECTRIC AVENUE PARIS, KENTUCKY 


Manvfacturers of Electresteem Portable Steam Radiators, 3 to 24 Hour Vaporizers 
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Baby Chef Jr. Bottle Warmers and Sterilizers 


Electric Steam Radiator Company, Ltd. Toronto, Ontario 


obviously putting the advance out of 
the class of cheap credit. In such cases, 
progressive .lenders have made ar- 
rangements for a “feather search” at 
a greatly reduced cost, since it is nec- 
essary to check the records only as far 
back as the original mortgage, to make 
sure that no other liens or judgments 
have been attached to the property 
within this period. In Chicago, lenders 
have arranged for a quick search with 
the Chicago Title & Trust Co. In New 
York, some lenders have their own 
lawyers make a quick search of title at 
a greatly reduced cost. 

More and more lenders, however, are 
inclined to consider additional ad- 
vances not on the basis of maximum 
legal security but as an ordinary busi- 
mess risk. This is particularly true of 
savings and loan lenders, most of whom 
know their borrowers personally. In 
many such cases, the lender will rely 
less on the rules for complete legal 
safety than on his own business judg- 
ment and may merely require the bor- 
rower to sign an affidavit stating that 








there are no intervening liens or judg- 
ments. 

Although the additional advance plan 
has been pioneered by savings and 
loan lenders, it is by no means limited 
to them and has recently been made 
by all kinds of lenders, including prac- 
tically all the big life insurance com- 
panies. The National Life Insurance 
Co. of Vermont, for example, has in- 
corporated the additional advance in 
its loan plan for several years and re- 
ports that experience to date has been 
“eminently satisfactory.” Says exec- 
utive vice-president L. Douglas Mere- 
dith: “The borrower finds himself in 
a position to maintain or to improve his 
property without incurring the expense 
of new loan papers or the heavy 
charges of installment financing. 
Should the borrower need money for 
other purposes, such as an emergency, 
this plan enables him to use his real es- 
tate equity quickly and effectively as 
collateral. The lender, who has final de- 
termination as to whether or not an 
advance should be made, benefits from 
improvement loans because prudent 
expenditure of the additional advance 
improves the property securing his 
loan.” National, which makes mort- 
gage loans in 48 states, requires only 
a partial title search when the addi- 
tional advance is made. 

One obstacle to wider use of the ad- 
ditional advance plan is that the stand- 
ard mortgage form accepted by FHA 
for mortgage insurance does not cur- 

(Continued on page 190) 


HOME FREEZERS ~ REFRIGERATORS 0) 





“WHICH ONE DID | PUT MY MILK IN?” 
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Slant New... 


“PUSSY-FOOTER” ALARM 


$3.98" 


With Luminous Hands and Dial $4.95* 
“Pussy-Footer” Switchclox $4.95* 


a aa 
16 0 




















DEALERS EVERYWHERE tell us that the Sessions line 
of electric alarm clocks is their favorite for “trading up” to aid 
atnapper 


i “pri als i (451A) 
the higher-priced models. Retcile $4.95° 


That’s because even the low-priced “Pussy-Footer”, indi- 
vidually packed in self-selling display carton, has so many 
good points it starts the ball rolling—and from there on it’s 
a snap to sell the handsome, upper-bracket models in fine 
wooden cases. 


Of course all Sessions alarms have the same unbeatable 
sales points. They sleep you better —kitten-quiet, without 
even a pur-r-r—for they have fewer moving parts than ordi- 
nary clocks. They wake you more pleasantly, for they have 


a melody-bell (not a buzzer!), a patented bell that others biel 


(477A) 
Retails $7.90° 


may not imitate. 

So check your own inventory against the Sessions Clocks 
on this page. If you don’t stock one in each price range 
you're missing a sound bet . . . don’t waste a minute in see- 


ing your distributor and taking on the line complete! 


wpot EVEN A Puree” 


ie 
Sessions Clocks 


SELF-STARTING ° ELECTRIC 


The Sessions Clock Company, Forestville, Connecticut 
In Chicago: Merchandise Mart Plaza; 
In San Francisco; The Western Merchandise Mart; 
in Canoda; Northern Electric Co., Ltd., Montreal, P. Q, 


Fluted 
(478A) 
Retails $8.95 * 
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Square Modern 
453A 


Retails $8.85* 





Curved Modern 


(4 ) 
Retails $8.50° 





*Slightly higher in for West. 
Subject to Federal Excise Tax. 











the Belden line gives you 


SAFETY 

+ APPEARANCE 
SATISFACTION 

- PROFITS 
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This all-rubber vacuum cleaner cord demonstrates 
the plus values built into Belden electrical cords. They 
are manufactured to standards that far surpass the 
minimum requirements set up by the Underwriters’ 
Laboratories. They give you a plus in protection 
against fire or camuill njury,a plus in appearance, and 
a plus in sales and profits. Ask your Belden Jobber. 


CORDITIS-FREE CORDS BY 


belden 


WIREMAKER FOR INDUSTRY 





A COMPLETE LINE OF READY-TO-ATTACH ELECTRICAL REPLACEMENT CORDS 
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rently provide for it. (But some 
lenders offer long-term modernization 
credit under a mortgage junior to the 
original FHA-insured loan. The 
Home Federal Savings & Loan Asso- 
ciation of Chicago reports that such 
a secondary mortgage costs the bor- 
rower no more than one percent of the 
amount advanced.) FHA, however, 
is now studying the additional advance. 
On the other hand, the laws regulating 
Veterans’ Administration guarantee of 
home loans specifically spell out the 
privilege of additional advances. Where 
the borrower has not used his maxi- 
mum $4,000 guaranty on the original 
loan, half of the additional advance 
could be covered by whatever guaranty 
remains. 

In many cities, building supply deal- 
ers and lenders have over the last few 
months launched a cooperative pro- 
gram to inform homeowners about this 
kind of long-term modernization credit. 
One national manufacturer of roofing 
and insulation products has offered its 
dealers radio time to explain this credit 
plan to the public. Many a merchant 
builder is getting interested in revolv- 
ing mortgage credit as a sales aid. The 
housebuilder can use the open-end 
mortgage to pull customers; then, as 
the years pass, the builder will find 
that he has built up a splendid modern- 
ization business already supplied with 
financing. 

For the lender, the additional ad- 
vance plan has obvious competitive ad- 
vantages. One New York lender took 
$75,000 worth of loans away from a 
competitor simply by offering addi- 
tional advances for modernization to 
the mortgagors. The power of addi- 
tional advance gives the amply funded 
institutional lender a big advantage 
over the individual investors who have 
in the past owned about one-third of 
all house mortgages but who can sel- 
dom afford to make additional advances. 
Lenders with limited capital who peddle 
their FHA loans will have no interest 
in the additional advance plan; thus 
institutional lenders offering revolving 
mortgage credit are likely to get the 
cream of the mortgage crop. 


Basic Credit Instrument 


But perhaps the chief importance 
of revolving mortgage credit is the 
opportunity it holds for recognition of 
the mortgage as a social instrument 
of prime importance. Every lender 
knows that one of the chief reasons for 
mortgage foreclosure is the home- 
owner’s tendency to overload himself 
with installment credit. Use of the 
mortgage as a basic credit instrument 
would establish the local mortgage 
lender as a permanent credit counselor 
to the individual family, while low cost 
mortgage credit, intelligently handled, 
could provide for practically all the 
homeowner’s buying needs and could 
be extended even to the purchase of 
furniture. If credit is understood in 
its full importance to our whole eco- 
nomic system, there would seem no 
safer or more intelligent way to em- 
ploy it than to relate it to the prime 
security owned by the majority of 
U. S. families: a house and land. End 
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5nd DRY Iro, 0 
NEW LIGHTWEIGHT STREAMLINED BEAUTY 
TOPS IN PERFORMANCE AND VALUE 
Here’s a fully automatic steam and dry iron in corrosion- 
resistant Stainless Steel with terrific BUY as well as EYE 
appeal! Compare and sell these Iron-O-Mat features that 
make it the finest steam iron at this low price: Single heat and 
steam control, corrosion-resistant throughout, steams in any 
desired position, built-in tubular element, fully guaranteed, 
cool handle with right and left thumb rests, and made by the 
manufacturers of the world famous Steam-O-Matic! Let 


Iron-O-Mat lead the way for S ‘ « 9S 
ae 


PLUS TAX 


greater iron sales in your store 
this fall. Place your orders NOW. 


@ NATIONALLY ADVERTISED 


@ FULL DISCOUNTS FAIR TRADE RETAIL 


RIVAL MANUFACTURING CO., Kansas City, Mo. 
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STEAM-O-MATIC* 
TWO WONDERFUL IRONS IN ONE 
The only iron with this patented 

easy-to-fill tilt-top feature! 

Fully covered by U. S. Pat. No. 2,475,572. 

The easiest filling steam iron made. A 


flick exposes the built-in funnel; $1995 


no Caps to unscrew, no fumbling! 


BEAUTIFUL NEW MAGALOY* 


BROIL-O-MAT* 


The Only Adjustable Electric 
Table Broiler! 
Handy morning, noon, and night! Broils 
steaks, chops, fish, 
fowl in the comfort 
of a cool kitchen. 
Beautiful beyond 
comparison! 


$1995 


Other Broil-O-Mats from 
$14.95 
i FAIR TRADE Retail 


REFILLS 
we “0 SECONDS 


RX) 
STAINLESS STEEL KC 
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The Market's Getting 
Bigger Every Day For 











For More and More Homemakers It’s Tops on the List of Most- 





wanted Appliances—and Alert Dealers Are Cashing In NOW! 


~ LOOK—A Model For Every Kitchen! 


(arc 


VERY DAY the market grows—as neighbor 
E tells neighbor ...as each succeeding advertise- 
ment for the Hotpoint Automatic Dishwasher 
spreads the magic words, Dishpan Freedom! ... 
as one magazine after another relates the wonders 
of this new appliance in editorial space that money 
can’t buy. No wonder impartial surveys indicate this 
profitmaking fact: In just four short years, the num- 
ber of women wanting automatic dishwashers for their 
next appliance has tripled! 


Alert dealers, wise to this unfolding gold mine, 
are cashing in mow with Hotpoint, by all odds the 
leader. Having pioneered the automatic dishwasher, 
Hotpoint promotes it with continuous, aggressive 
merchandising and offers dealers the industry’s 
largest backlog of enthusiastic users. Yes, by itself 
the Hotpoint Automatic Dishwasher might be 
reason enough for calling Hotpoint the franchise 
with a future. But the Hotpoint line is studded with 
best-sellers such as the Hotpoint Pushbutton 
Range and Magic Circle Water Heater. Dealers 
have 12 business-builders.in all—for 12 profit-mak- 
ing months a year. Hotpoint Inc. (A General Electric 
Affiliate), 5600 W. Taylor St., Chicago 44, Illinois. 


Everybody’s Pointing to 





a satanic 





P 





Hotpoint makes a model to fit 
every type of home—large or 
small, new or old. Above is Hot- 
point’s' Complete Electric Sink 
(Model MD2) with dishwasher, 
Disposall®, porcelain-enameled 
sink bowl and top-plus undersink 
| cabinet. Shown at left is Model 
_ _MC4,a compact dishwasher which 
fits under existing counter space. 





NO Ss st ; | 








RANGES + REFRIGERATORS + WATER HEATERS + FOOD FREEZERS + DISHWASHERS 
DISPOSALLS® + CLOTHES WASHERS + DRYERS + IRONERS + CABINETS & SINKS 
SEPTEMBER, 
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your store 


reflect its personality ! 


@ \ pretty face stops people whether it’s a 
virl’s face or a store’s face. The store that has 
a pleasing personality—whose face is modern 
is the store that attracts the eye 
of the passer by... 


and inviting 
. that brings in the most 
customers. 

Many merchants all over the country have 
given their stores a new, more attractive sales 
personality with Pittsburgh Products. They 
have found that a complete modernization 
job (not a half-way measure!) immediately 
increases sales—and profits. And they have 
found modernization to be a sound invest- 
ment in the future of their businesses—not 
an expense! 


SHAROWARE 
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ANDRINGAS 
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Add new sales personality to your store by 
modernizing with Pittsburgh Glass and 
Pittco Store Front Metal. Your architect 
knows all about these recognized products 
and will see that you get a well-planned, 
economical design. Both of you can count 
on our fullest cooperation. If you wish, vou 
can arrange for convenient terms through 
the Pittsburgh Time Payment Plan. 

Meanwhile, why not return the conven- 
ient coupon for a free copy of our booklet, 
“Modern Ways for Modern Days’? It is 
full of illustrations and descriptions of re- 
modeled stores, and projected designs by 
some of the world’s foremost architects. 
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10% DOWN 


a4 Months 
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“COULDN’T | JUST START OFF WITH THE 
MONTHLY PAYMENTS AND PAY THE TEN 
PERCENT LAST?” 





One-Two Sales Punch 
For Small Appliances 
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course, while the opportunity exists. 

“We haven’t felt a bad drop in small 
appliance sales as have other dealers,” 
Mr. Wildberger added, “due to the 
fact that we sell the quality, not the 
price, in presenting all appliances. All 
of our salespeople are trained to sell 
and operate each small appliance as it 
is received, with the result that no 
matter who handles the sale, he is an 
expert with the gadget. Likewise, we 
frequently carry out window demon- 
strations on Friday nights, when the 
shopping area is most crowded, to fix 
in the visitor’s mind that we are the 
logical store in which to purchase 
small appliances.” 

Mr. Wildberger sees to it that each 
of his four veteran salesmen is using 
the small appliances at home, by en- 
couraging them to buy at cost, and 
“learn the real way” how much each 
can do for electrical living comfort. 
“All of our men know all that there is 
to know about each small appliance 
before the prospect is approached,” 
he says. 

In this way, the one-two punch sys- 
tem, a large inventory, and a custom 
display fixture are keeping small appli- 
ance sales well above the average level 
at C. E. Wildberger Co.—and the St. 
Louis dealer sees no reason why it 
should ever become otherwise. End 
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A TRIM, MODERN STORE like this one in Cutlerville, Mich., invites passers-by to come 
in... stimulates sales. The “open-vision” design permits unobstructed vision from 
the street .. . helps make the sale before the customer enters. Give your electrical 
appliance store new sales personality by modernizing now with Pittsburgh Products. 
A complete modernization job is the proven way to greater profits. 


[oe ee ee ee ee ee ee ee ee ee 
Sr ' 
ittsburgh Plate Glass Company 
| Pittsburgh Plate Gl ( 
l 2210-9 Grant Building, Pittsburgh 19, Pa. 
Without obligation on my part, please send me a FREE copy of 
| your book on store modernization, “Modern Ways for Modern 
| Days.” 
| 
| Name_ 
| 
| Address 
| 
© ‘encnadiamsisbbenantesenee State ooieeaitie edna staan 
GLASS - CHEMICALS + BRUSHES - PLASTICS 


an a. ee GLASS COMPANY 
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“MY EYES ARE ALWAYS BLOODSHOT—MUST BE 
THESE CHEAP TELEVISION SETS.” 
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Relieves eyestrain 
by reducing glare, yet 
increasing picture clarity 
60% in lighted rooms! 
Medical authorities 








Old Way 


MIRACULOUS NEW 


Eatg-on-thee-EYé 
GLAREBAN BLACK 
TELEVISION 





Conventional “White” Tube 


All conventional television tube faces are prac- 


recommend this way 
to view television! 





—fLUS- 


tically white. Television “paints” its pictures on 
them with millions of tiny pin points of light. 
When viewed in a lighted room—the way med- 
ical authorities say television should be viewed 
—the resulting pictures look faded, washed-out. 
They lack sharp contrast—like drawing on a 
white board with white chalk. Your eyes squint 
and strain to make up for this lack of clarity. 
This is a major cause of television eyestrain. 











New Way 
Zenith Glare-Ban “Black” Tube 


Television's greatest picture improvement! Gives 
you pictures with depth and quality never seen 
before on‘any television set. Its special built-in 
Oxide lens intensifies the dark parts of the pic- 
ture, reduces glare, and actually increases pic- 
ture clarity 60% in lighted rooms. The result is 
a far clearer, sharper picture—with amazingly 
lifelike quality and depth. The difference in 
viewing pleasure and freedom from eyestrain 
is unbelievable until you experience it. 
> 


A “natural” for store demonstration! The lighter your showroom, the more startling the difference between 


this greatest of all picture improvements and conventional television receivers! 








Zenith Giant Circle Screen with 
New Picture Control Switch! 


ee 


Conventional Shape— 
much smaller picture. 





Zenith Television Receivers give you either of 
these two picture shapes at the flick of a switch. 


Zenith’s Giant Circle "C” Screen gives you up to 165 sq. in. picture. And New Picture Control 
Switch gives you choice of the circular or rectangular type picture—lets you prove to 
yourself how much bigger, better, the Giant Circle picture really is! 


Another sales-closing exclusive Zenith demonstration! Show your cus- 
tomers how Zenith gives either the Giant Circle picture or the Rectangu- 
lar type—at the flick of a finger! 


SEE YOUR ZENITH DISTRIBUTOR 
ZENITH RADIO CORPORATION, CHICAGO 39, ILL. ® 
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Simplified Automatic Tuning 


One twist, there’s your station, picture, sound! Does auto- 
matically what on many other sets takes up to 5 or 6 manual 
tuning operations! Ends repeated re-tuning nuisance! 


C, \ 
< 
= \ 
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Announcing 


MIMARVEL 


(MY MARVEL) 


THE 3-HEAT HAIR DRYER BY 


MIMAR 





MIMAR PRODUCTS, 


PAGE 


portable—sets almost anywhere 


frees user's hands while zephyr-drying is in 
operation 


provides three times the air flow of all others 


can be temperature-controlled from cool to 
tepid—to warm 

breeze-dries hair speedily, effectively, health- 
fully 


finished in beautiful 3-dimension baked enamel 
with Chromeplate trim 


THE NEWEST, MOST VERSATILE 


DRYER ON THE MARKET! 


A DEALER‘’S DELIGHT!—PRICED FOR 


196 


VOLUME SELLING 





Inc., 


Brooklyn 5, New York 





Branches in El Monte, Calif., and Chicago, Ill. 





Cutting Unnecessary Costs 





aim for the service end of his busi- 
ness. He does not expect it to show a 
profit on the books, but he would like 
it to carry all free service and guaranty 
work from the profit made on other 
jobs, breaking even at the end of the 
year. Last year he missed this aim by a 
considerable margin. In the first place 
there was quite a volume of sales made 
in 1947 which required free service in 
1948. Manufacturers’ defects were 
higher than usual and much of the 
burden of their correction was left to 
the dealer. The customer was more 
critical in attitude and asked for more 
service. Inexperience on the part of 
the store itself in carrying such a large 
service load left the way open for leaks 
of one sort or another. These were 
what Mr. Hannah started out to cor- 
rect. 


Cutting Inventory 


In the first place, he cut his book 
inventory of parts, which most mer- 
chants carry at too high a figure, he 
believes. There is inevitably a consid- 
erable leakage and loss of such small 
items as screws and washers—also a 
high incidence of obsolescence. A large 
number of parts have to be carried 
because they may some day be needed, 
which actually will never bring a re- 
turn to the store. It is better not to list 
these at full value. It will pay also to 
check occasionally to discover ariy dis- 
crepancy between the theoretical in- 
ventory (items on hand at the begin- 
ning of the year, plus those ordered, 
less those accounted for on sales slips) 
and the stock actually on hand. Some 
loss is natural and to be expected, but 
unusual leaks should be followed up. 


Check Employee Time 


The same holds true of employees’ 
time. By checking on the time profita- 
bly accounted for on repair jobs, he 
found that some employees were work- 
ing no more than half time. Reallocat- 
ing jobs made it possible to carry full 
load in the service shops with one less 
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employee and with no feeling of over- 
work on the part of others. It is a 
healthy thing for both men and man- 
agement to do a little figuring of this 
sort once in a while. — 


Keep Track of Turnover 


Keeping track of turnover is one of 
Mr. Hannah’s principles. By frequent 
checking he can catch the fact that 
some article is failing to move before it 
is too late to do anything about it. Not 
that all items must have the same 
turnover. Last year, for instance, re- 
frigerators showed better than a 29.5 
times turnover, while capital invested 
in records turned over only five times. 
However, records help to bring people 
into the store and must always be re- 
garded as an accessory to radio-phono- 
graph combinations. Drop in turn- 
over rate on any one item, however, is 
a pretty good barometer of business 
and a sign that inventory should be 
cut down or selling stepped up. 

Cutting his losses and minimizing 
values of fixed investment is a funda- 
mental principle with Hannah. He 
keeps in mind at all times, that the real 
value of the item to the business is 
what it would bring if it had to be re- 
sold. The store fixtures, which actually 
cost in the neighborhood of $29,000, are 
inventoried at $9,000. Similarly, obso- 
lete merchandise is eut down on the 
firm's book to what it will actually be 
worth when and if sold. To keep such 
items on the books at cost is unrealistic 
and leads to unclear thinking on finan- 
cial matters. Clear out your stock and 
revise your books is his recommenda- 
tion. It may make the year’s record 
look a little less attractive, but in the 
long run it will lead to the formation of 
sounder policies. 

Many a dealer by the end of 1949 
will realize that his profits are less be- 
cause he did not save as well as sell. 
By foreseeing this ahead of time and 
doing something about it, Mr. Hannah 
expects 1949 to be an extremely profit- 
able year. End 

















“| PUT IN A BEDSHEET, AND GOT THIRTY-TWO INITIALED HANKIES BACK!” 
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ELECTRIC CHURN MAKES 
BIG HIT WITH FARMERS 


Surveys By Farm Journal and The Progressive Far- 
mer Show that Electrified Farm Subscribers In- 
tend To Buy 244,786 Electric Churns This Year 


THE PROGRESSIVE FARMER Survey 


Made among The Progressive Farmer subscribers 


Every 700th Name on Mailing List. 
PERCENT RETURN 10.4% 


Percent farms electrified............. 82.7 
Percent electrified that churn butter.... 93% 
Percent owning electric churn......... 334%3% 
Percent not owning.................. 6633 % 
Percent not using who intend to buy 

EE hb Ses sitchen andinncelnimnateien 23.7% 
Percent expressing brand preference... 27.5% 
Percent of Brand Preference Naming 

GEM DANDY ELECTRIC CHURN.... 82.8% 


PROJECTIONS 


879,244 
817,696 
272,565 
545,130 


129,195 
224,866 


186,189 





(Surveys Completed in May, 1949) 


THE FARM JOURNAL Survey 






Mailed to 3500 Farm Journal subscribers in 


Proportion to Total Circulation. 
PERCENT RETURN 12.7% 


Percent, living on farms, that churn but- 
er ree eT ere. ee ee 


Percent using dacdie ohm... ...55.. 19.3% 
oo ee err eee 80.7% 
Percent not using that a to buy this 
OE ae Oe -..-. 104% 
Percent undecided, may buy........... 8.2% 
Percent Electric Churn Users Owning 
GEM DANDY ELECTRIC CHURN.... 35.7% 


Farm Journal and The Progressive Farmer reach two-thirds of the electrified 
farms in the country. Among the subscribers of these two great farm publications 
alone, 244,786 electrified farms expect to buy an electric churn during the balance 
of this year. (Projected to the total number of electrified farms there is a total 
intend-to-buy market of 326,381 electric churns this year.) Three out of four 
Progressive Farmer subscribers (expressing a brand preference) prefer Gem Dandy 
Electric Churn to all other makes combined. Among Farm Journal subscribers 

more than one-third of those owning Electric churns own Gem Dandy 





Recommended Dealer’s Cost 


Electric Churn—three times as many as own the next brand mentioned. 


Sell the product people want. Sell the brand they prefer! Order Gem 
Dandy Electric Churns from your distributor today. If you do not 
know his name, write us. 


ALABAMA MANUFACTURING COMPANY 


Dept. A-135, Birmingham 3, Ala. 


Ee eee 
Recommended Dealer’s Cost 
STANDARD MODEL ............... 


Gem Dandy Electric Churn is adjustable to fit 
owner's crock or jar, or may be used with Gem 
Dandy Duraglass Churn Jar—sold separately. 
3-gal. list price, $2.75; 5-gal. list price, $3.50. 


PROJECTIONS 


49.1% 1,111,457 


214,511 
896,945 


115,591 
91,139 


76,580 
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MONOTUBE Swivel-Action ‘ 





HELPS BUILD BIG REPLACEMENT SALES! 


Yes, modernizing old ranges offers you big 
profit opportunities—and the TK Monotube 
with exclusive “Swivel-Action” is your best 
replacement bet. 

Here’s a cooking unit that really sells! Mrs. 
Housewife sees at a glance that it makes her old 
cooking units—no matter what type—look obso- 
lete. And, she’ll want Monotube Swivel Action 
. . . just demonstrate that the coil swings up for 
quick, easy cleaning of spilled foods, even when 


the unit is hot. Point out the flat coil that insures 
a bigger utensil-contact area; faster and lower- 
cost cooking. 

The Monotube is the one unit that offers you 
all these easy-to-demonstrate, easy-to-sell fea- 
tures, plus simple installation. It’smadetofitevery 
type of range opening—and when you order the 
Monopack you get a selection of Monotubes to 
handle practically any modernizing job. See your 
distributor today! 




















Here are other MONOTUBE features 


Single coil construction with twin resistance wires insure even distribution 
of heat to cooking utensil—at all switch positions. Better cooking results. 


MODERNIZE 


WITH MONOTUBES 








*T.M.Registere 
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They Stand Alone 


New terminal block simplifies installation; makes wiring 
foolproof. No soldering necessary. 


This catalog solves your replacement problems 
—Gives you complete information on adapting 
Monotubes to practically all electric ranges, old 
or new. Write today for your free copy. 
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Freight Forwarders 
ees CONTINUED FROM PAGE 73 =e 


A striking example of what for- 
warder flexibility can do is provided 
by such conditions as local strikes, bad 
weather, or damaged facilities. Instead 
of waiting until trouble spots have 
been cleared up, a forwarder will by- 
pass them by using another railroad 
line, or by transferring from railroad 
to truck, etc. 

Another example is the case of an 
appliance manufacturer who has an es- 
tablished policy of seeing that all deal- 
ers get new models simultaneously. 
Only by shipping through a forwarder 
can he have deliveries coordinated so 
that all dealers in an area get the mod- 
els the same day. 

In a third case, a large Chicago de- 
partment store had scheduled one of its 
most important promotions. Five days 
before the appearance of big space ad- 
vertising, the buyer checked with the 
traffic department to find out where 
the merchandise was and whether it 
could be expedited. Since the merchan- 
dise had been shipped by Universal 
Carloading and Distributing Co., a 
large forwarder, the buyer got his in- 
formation in less than half an hour. 
When he emphasized the urgent need 
for the goods, Universal expedited its 
delivery and saved one full day. 


C. O. D. Service 


With credits again deteriorating, an 
increasingly important service ex- 
tended by forwarders to shippers is 
efficient handling of C.0.D. shipments. 
Instead of waiting until C.O.D. checks 
are cleared, forwarders immediately 
send their remittances to the shipper. 

Freight forwarding rates are al- 
ways lower than express, air freight 
or parcel post (when over approxi- 
mately 50 lbs. ). Undoubtedly, there are 
times when premium services should be 
used, but many shippers and receivers 
pay premiums for slower service than 
they might be able to get through a for- 
warder. Weather delays and mechan- 
ical failures may hold up air freight. 

Freight forwarding service is pecu- 
liarly adaptable te the appliance busi- 
ness, mainly on the manufacturing 
level. Many plants of even the big- 
gest companies are located in small 
off-line communities, particularly in 
the Midwest. A forwarder takes less- 
than-carload and carload shipments 
from these off-line communities to a 
concentration point where he redis- 
tributes in all directions. In some cases, 
warehouses can be eliminated. 

In this field, many dealer orders are 
shipped on a sight draft or C.O.D. 
basis. The freight forwarder collects 
at the same time that he delivers, a 
service that is growing in importance. 

The freight forwarding industry has 
received tributes from both railroad 
and trucking firms. More than ever, 
it is a vital link in the distribution of 
l.c.1. merchandise. In the face of today’s 
competition, shippers and receivers 
would do well to look into the various 
services available. The easiest way is 
to consult with a forwarder’s repre- 
sentative, who is not far from you, no 
matter where you are. His boss may be 
able to help you cut your costs more 
than you realize. End 
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YOU CAN PROFIT 





FROM THE 


Tel 


ASSOCIATION 





sy 


YOU CAN PROFIT by the backing of 
a strong manufacturer. The pioneer names 
of Capehart and Farnsworth are now spon- 
sored by International Telephone and Tele- 
graph Corporation—with its world-wide 
research, operating and manufacturing facil- 
ities. 

YOU CAN PROFIT by selling a prod- 
uct with a name that for more than 20 years 
has stood for highest quality. 








YOU CAN PROFIT from a line that can 
be the keystone of a permanent business. 
Capehart quality and Capehart performance 


guarantee customer satisfaction. 


YOU CAN PROFIT by advertising and 
merchandising support that’s in tune with 
today’s and tomorrow’s market conditions. 


YOU CAN PROFIT by selling tele- 
vision by CAPEHART. 


GET IN TOUCH with your nearest Capehart distributor. Or, if you are a 
distributor, call on us direct. There are still a few choice franchises available. 

















Capehart— Farnsworth 


CORPORATION 


Fort Wayne, Indiana 























THE CAPEHART Prelude — For the 
small home this compact television 
set provides both economy of space 
and investment—with a clear, bril- 
liant image and Capehart’s true 
tonal fidelity. Rich mahogany finish. 
$299.50 


THE CAPEHART Symphony — For 
spacious homes Capehart provides 
the Symphony. Television with 16 
inch picture, AM-FM radio and the 
Capehart record changer which plays 
all types of records automatically. 
Ample record space. $795.00 
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THE CAPEHART Overture — Cape- 
hart’s Regency styling for those who 
prefer modest size with luxurious 
cabinetry. Rock-steady pictures—bril- 
liant and clear—plus unmatched fidel- 
ity of tone. Television and AM-FM 
service. $489.50 


CAPEHART— Modern. Here's smart 
functional design . .. eye-appealing 
simplicity. Rich mahogany finish and 
well balanced proportions add to its 
attractiveness. Sharp, clear pictures. 
Capehart’s unmatched fidelity of 
tone. $269.50 
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No Other Electric 
K nife Sharpener 
Can Sharpen All 
These! No Other 
Sharpens By HON- 
ING ... the SAFE 
and BEST WAY! 
ONLY SYNCRO 
HAS 14,400 FAST, 
GENTLE HON- 
ING STROKES A 
MINUTE! 


That's why it will really 
pay you to stock up im- 
mediately with the brand 
new SYNCRO Electric 
HONE Sharpener — the 
smart, beautiful Gift item 
everyone will want! Op- 
erates on 60 cycle, 110- 
120 volt AC. Beautiful 
white enamel finish, with 
chrome. Rubber base. 
COMPLETE with 3 Honing 
Stones, cord, plug . . and 


RETAILS AT 


$1950 





Pictures reall 
Ing SYNCR 
customers, seeing SYNCRO 
NATIONAL ADVERTISING, 
won't be satisfied with just an 


tell the amaz- 
story! Your 


FASTEST SELLING GIFT ITEM IN YEARS! 


electric ‘‘knife’’ sharpener— 
they'll DEMAND SYNCRO 
ALL. R SE Electric 


HONE Sharpener — for their 
own gifts and to give others. 
Wontee YOU rather have a 


It's A QUALITY ELECTRIC PRODUCT 


SYNCRO ALSO ANNOUNCES THE 
NEW Electric SANDER-POLISHER! 


More good news for you! Here’s the lightest, most effi- 
cient sand-polish machine of its kind! Exclusive “POWER” 
Motion, 14,000 strokes a minute, does better, faster job. 
For light sanding and polishing cars, furniture, shoes, etc. 
60 cycle, 110-120 volt AC. COMPLETE with 9 sheets 


Aluminum Oxide sandpaper, felt pad. 


virgin lambswool pad, cord, plug, to 
f Ss SH STILL 
Arm adjusts c 5] ]0 
\ to ANY length Complete 
» \ material j with built- 
% ’ in motor 









retail at only $14.50 


LARGEST SELLING ELECTRIC JIG 
SAW IN WORLD—AND IT’S SAFE! 


A great basic adult workshop tool yet 
safe enough for children! World’s 
largest selling jig saw! Portable. Plug 
in 60 cycle, 110-120 volt AC outlet— 
and saw safely 42” soft pine, “4” plywood, thinner 
metals, plastic. No belts, gears, wheels. Arms adjusts 
to cut ANY length material. Complete with built-in 


motor, to retail at only $17.50 


SYNCRO CORPORATION Dept. Z-99 ROCHESTER, MICH. 
World’s Largest Makers of Safe Electric Jig Saws 





STOCK 
and 
SELL 


NATIONALLY ADVERTISED 


in LIFE - POST - COLLIERS - BETTER 
HOMES - GOOD HOUSEKEEPING - 
POPULAR MECHANICS - POPULAR 
HOMECRAFT and many others, start- 
ing September 1949. Ask your Distribu- 
tor or write direct! 
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Selling Used Refrigerators 





be placed at $50. This would increase 
the dealer’s sale from $150 to $180. 
This in itself makes a most desirable 
increase in sales volume and the re- 
sulting profit. 

Good used refrigerators can be ad- 
vertised as leaders to attract prospects, 
many of whom may be stepped up to 
new refrigerators. When a trade-in is 
accepted on the purchase of a new 
refrigerator and then sold, the dealer 
is able to serve two customers instead 
of one. Virtually a brand new market 
is opened up because uséd refrigera- 
tors are bought by customers who 
would normally buy an ice box. When 
a dealer has two customers sold by his 
store instead of one, he has doubled 
the number of sources from which 
many good prospects can be obtained. 
The dealer provides his salesmen with 
twice as many refrigerators to sell 
during the season and enables his men 
to make extra commisisons and profits. 

Every used refrigerator sold im- 
mediately establishes a new refrigera- 
tor prospect. These used refrigerator 
buyers will ultimately become owners 
of new machines. When a dealer sews 
up a prospect for the next five or ten 
years on a new box he will find it 
good business to start a new one that 
will mature months sooner. Further- 
more, when it is impossible to make 
deliveries of new models to the buyer, 
good reconditioned trade-ins can be 
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loaned to the purchaser until delivery 
of the new model. 

Trade-ins afford profitable work for 
the dealer’s service and shopmen. This 
can be done on non-productive time 
and will help to absorb overhead and 
increase the store’s net profit. A deal- 
er’s future reputation is greatly en- 
hanced by his success in selling used 
refrigerators. This is true because the 
dealer’s service department is actually 
what stands behind the used refrigera- 
tor itself and if he puts out good ones, 
the word is passed around. 

It is commonly believed that every 
owner of a mechanical refrigerator 
over seven years old is a prospective 
replacement customer. As saturation 
goes up, the trade will turn more and 
more to the replacement market. 

Good stores handling used goods, 
keep them away from new models. An 
older refrigerator, regardless of con- 
dition, cannot appear as well when it 
is placed near a new box. 

Back in ’41 it was found that TAG 
cards must be completely filled in. The 
effectiveness of the tag is lost when 
the prospect sees only part of it filled 
in, and asks, “Is there something 
wrong with the box since the informa- 
tion is not complete?” 

When faithfully followed, the plan 
works. It did eight years ago and 
again this season it is being dusted off 
and put back on the job. End 


Sales from Mail and Movies 








Total investment, for screen, projec- 
tors, sound equipment, etc., was a lit- 
tle more than $300. 

Most of the direct mail sent out by 
Colfax Radio & Appliance Co. stresses 
the theatre, and asks the housewife to 
“drop in and let us show you enter- 
taining movies on a specific appliance.” 

“We are not scheduling showings at 
a particular time, as is usual in the 
cooking school type of promotion,” 
Bednar says. “Instead, the theatre is 
kept ready at all times for movie show- 
ings, and all entering prospects are 
hustled back immediately into this 
section to sit down and let the film 
do the selling job.” 

Through advertising departments of 
appliance manufacturers, Colfax has 
built up a.worth-while film library 
within a few months time. Included are 
a 10-minute color movie on an elec- 
tric range, a 5-minute movie on home- 
freezer use, several more on small 
appliances, heating equipment, refrig- 
erators, etc. For the children, the store 
has a stock of Mickey Mouse comedies, 
Wild West shorts, orchestra shorts, 
etc., 

When the theatre was originally con- 
structed, 5,000 penny postcards were 
sent out to inform local residents of 
the fact. During the first month, the 
projector ran almost continuously dur- 
ing selling hours, Bednar cheerfully 
setting it up for groups as small as 
two or three visitors, and as large as 25. 
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“Visiting women have shown so 
much interest in movie presentation 
that it has led to outside use,” he says. 
“If clubs, women’s associations, 
churches, etc., desire, we will send the 
projector, screen, and sound-equip- 
ment out, run off several selling films 
and comedies, and invite the prospects 
to come around to the store for pur- 
chasing the actual appliances.” 

The Denver store utilizes no high 
pressure in selling customers after they 
have been “exposed” to the selling 
films. How well the idea works out can 
be seen from this typical experience: 

One woman accompanied by her 
daughter, dropped in during the morn- 
ing, and was shown two films, one on 
electric range cooking, another on re- 
frigerators, plus a comedy. She spent 
half an hour looking over appliances 
in the store before she called a sales- 
man to help. Finally, after satisfying 
herself that the appliances shown were 
the same as appearing in the film, she 
bought a range and refrigerator for 
herself, plus a range for her daugh- 
ter—all with absolutely no selling 
effort by the store’s sales force. 

On another occasion, the store sold 
a complete automatic laundry amount- 
ing to more than $1,000 to a customer 
who had dropped in to see a movie be- 
tween streetcar transfers. There have 
been dozens of such instances, in which 
the movie theatre handled the entire 
selling job. End 
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Scheduled Meetings 


ROCKY MOUNTAIN ELECTRICAL 
LEAGUE 

Fall Convention 

Stanley Hotel, Estes Park, Colo. 

September 11-14 


THIRD NATIONAL 
HOME LAUNDRY CONFERENCE 


American Home Laundry Mfrs. Assn. 
New York City 
September 14-15 


PENNSYLVANIA ELECTRIC 
ASSN. 


Annual Meeting 
Benjamin Franklin Hotel 
Philadelphia, Pa. 
September 20-21 


GREATER PHILADELPHIA 
TRADE FAIR 
Electrical Assn. of Philadelphia 
Convention Hall & Commercial 
Museum 
Philadelphia, Pa. 
Sept. 24-Oct. 1 


16TH NATIONAL RADIO 
EXHIBITION 
“Radiolympia” 
Olympia, London 
Sept. 28-Oct. 8 


NATL. TELEVISION & 
ELECTRICAL LIVING SHOW 
Electric Assn. 
Coliseum, Chicago, Ill. 
Sept. 30-Oct. 9 


WASHINGTON (D. C.) HOME 
SHOW EXPOSITION 
Washington Home Builders Assn. 
D. C. Armory, Washington, D. C. 
October 8-16 


INT’L ASSN. OF 
ELECTRICAL LEAGUES 
14th Annual Conference 
Cleveland Hotel 
Cleveland, Ohio 
October 12-15 


APPLIANCE PARTS JOBBERS 
ASSN., INC. 
Fall General Meeting 
Statler Hotel, St. Louis, Mo. 
October 19-21 


NATIONAL APPLIANCE 
SERVICE ASSN. 
Executive Board Meeting 
Sheraton Hotel, St. Louis, Mo. 
October 17-18 


AMERICAN TRADE 
ASSOCIATION EXECUTIVES 
Annual Meeting 
Greenbrier Hotel, White Sulphur 
Springs, W. Va. 
October 24-26 


37TH NATIONAL SAFETY 
CONGRESS & EXPOSITION 
National Safety Council 
Chicago, Ill. 
October 24-28 














Video Production Underway 
In Sylvania Buffalo Plant 


Full production of Sylvania televi- 
sion receivers began August 15 in the 
firm’s Buffalo plant according to Larry 
Bagg, television sales manager for the 
company. Mass vacations at the plant 
during July enabled the Sylvania oper- 
ations department to redesign and re- 
model factory facilities to insure peak 
efficiency. 





Super Quality! 


SELL QUALITY...SELL 
QUANTITY...SELL SENTINEL 
..» BE SAFE, FOR FAST 
PERMANENT PROFITS... 
THAT’S WHAT SENTINEL 
OFFERS YOU! 





Pa 
ys 





inch Sentinel Television . . . priced 


right. A standout in a hand rub- 
bed Period Style Mahogany Con- 
sole. With big, 140 square inch 
screen ... amazingly lifelike un- 
distorted pictures. Leading the 
field with these other Sentinel 
favorites! 


AM Top of the line! This Beautiful 16- 
if 
} 


411 CVM 


The finest in tele- 
vision . . . givesclear- 
as-a-bell pictures of 
82 square inches. 


409 TVM 


Full 140 square inch 
picture ... perfeculy 
matched with rich 
FM sound. Sure-fire 
sales-maker! 


406 TVM 
Sells on sight! Crystal 
clear, undistorted pic- 
ture—fully 12% lar- 
ger than the ordinary 
12” picture size 






401 TVM 


More for your TV dol 
lar! A full 60 square 
inches of picture. In a 
beautiful hand rubbed 
mahogany cabinet 





Priced for Volume Sales 


400 TV 


Eye-catching port- 
able! In luggage style 
leather grain case. 12 
channel operation. 


Here’s exciting new merchandise that 
FITS. It fits the majority of people’s fond- 
est wishes, it fits their ability to buy. It 
fits YOUR need for fast turnover. It’s 
quality merchandise through and through. 
T-V is settling into a staple-selling op- 
eration. And Sentinel gives you the op- . 
portunity to turn over a volume of sets And Sentinel’s new, 
with styling and pricing that brings peo- _ profitable, full line radios! 
ple in. Performance that sells them and — 
keeps them selling FOR you! Get in touch : 
now with your Sentinel Distributor and 
get going down the Profit Road With 








314-1 


Sentinel! Sound money- 3-way personal 
maker! Simplified portable. Exciting 
slide-rule dial, in tan, red, white 
automatic volume or green. Light- 
control makes weight. 


YOU TRAVEL THE PROFIT ROAD WITH png wane 


entinel| — 


4 








332-1 331-W 333-W 


Super sensitive for Priced for volume FM-AM ata price 
low-range recep sales! Radio's that sells! Built-in 


tion Full range grandest achieve antenna. Loaded 
an evi tone contrcl. Beau ment indesign and with sales appeal! 





EVANSTON, 
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tiful walnut fin engineering 
ish plastic cab 


ILLINOIS _ 


All table models available in Walnut or White cabinets. 
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KITCHEN CLOCK $@95 
DOOR CHIME 


That price tag puts Liberty's Kitchen Clock Door Chime 
way ahead competitively. But price is only half the story 
—the quality is there, too. Silent, self-starting, U. L. ap- 
proved clock is powered by a trouble-free sealed-in-oil 
movement. High-volume resonator type door chime 
sounds two notes for the front door, one for the rear— 
operates on any good bell transformer. The neat modern 
case, finished in white refrigerator enamel and trimmed 
in chrome, is right at home in any kitchen. 


Size—9" high, 842" wide, 34%” deep (clock face 5” 
square). 


Standard Package—6 chimes (individual gift packs). 
Shipping Weight—(6 chimes) 28 pounds. 


UN i eda atk hk carat al ie ad $9.95 
(Fed. tax on clock $1.00 extra) 


: 
MANUFACTURING COMPANY 


MINERVA, OHIO 
DOOR CHIMES, BELLS, BUZZERS, TRANSFORMERS, SIGNALING DEVICES 


SINCE 1924 
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Appliances in the Magazines 


WOMAN’S SERVICE GROUP 


Ladies Home Journal 


“Two-Way Kitchen for Indoor-Out- 
door Eating,” by Gladys Taber—Sep- 
tember Journal—this all-electric kit- 
chen is designed with an eye to easy 
outdoor eating and the barbecue 
nearby on the terrace. 


Good Housekeeping 


“Electric Dishwashers,” by Helen W. 
Kendall—September Good House- 
keeping—tells their many advantages 
with a list of buying pointers to look 
for. 

“Getting all the Juice’ by Lee Chap- 
man—reviews the various types of 
juicers on the market, electric and 
non-electric. 


Woman’s Home Companion 


“What a Dishwasher Did,” by Vir- 
ginia Hirschbeck—September Com- 
panion—how a mother of six started 
out by wanting a dishwasher and 
ended up with a complete new kitchen. 


McCali’s 


“Three Kinds of Cold in Your Refrig- 
erator,” by Elizabeth S. Herbert—Sep- 
tember McCall’s—shows where vari- 
ous foods should bestored in modern 
refrigerators. 

“This is How I Keep House”—11th 
of a series by Elizabeth S. Herbert— 
tells how a minister’s wife with three 
children and over 1,000 visitors a year 
keeps house. “This Machine Washes, 
Wrings and Irons,’ by Eleanor B. 
Cook—a conventional washer with an 
interchangeable post arrangement that 
accommodates a wringer or an ironer. 


Parents’ Magazine 


“For a Safe and Convenient Home,” 
by Maxine Livingston—Parents’, Sep- 
tember—an article on safety which 
includes electrical appliances. 

“Half a House Is Better Than None,” 
by Maxine Livingston, shows an 
abbreviated version of the Parents’ 
Expendable Home No. 1 with a com- 
plete electric kitchen. 

“Workshop for Three Generations,” 
by Ruth W. Lee—electric tools are 
included in this family workshop. 


HOME SERVICE GROUP 


Better Homes & Gardens 


“Television: Buying and Installing Is 
Fun,” by Walter Adams and E. A. 
Hungerford, Jr.—Better Homes, Sep- 
tember—screen size, lighting, seating 
arrangement, antennas, service and in- 
stallation costs are all thoroughly dis- 
cussed. 

“Want to do More Jobs with Less 
Effort?” by Bob Gilmore—how to use 
a power scroll saw. “Can You Build 
Your Own Home?” tells how one 
newly-wed couple built their own 
home including electrical work. 


House Beautiful 


“How to Decorate for Television,” by 
Helen Little—House Beautiful, August 
—four pages of rooms showing how to 
place telesets to best advantage. 

“The Future of Music in Television,” 
by Samuel Chotzinoff; “A Room 


SEPTEMBER, 


Wired for Sound” and “How to Take 
Care of Your Records” are other 
articles in the “Better Your Home, 
Better Your Living With Music” 
section of the August issue. 


House & Garden 


“Freeze Your Garden at its Prime,” 
by Lucy Long—House & Garden, 
August—suggests new methdos. 


Household 


“Elizabeth Shaffer Looks At Your 
Refrigerators”—Household, August— 
shows the new _ two-temperature 
models. 


FARM GROUP 


Country Gentleman 


“Sewing Machine Attachments Are 
Versatile and Time Saving,” by Mar- 
garet Schnug, associate editor— 
County Gentleman, September—urges 
farm women to make greater use of 
ruffler, edgestitcher, zipper foot and 
buttonhole attachments. 


Farm Journal 


“These Cakes are Good Freezers,” 
by Rosalie Riglin—Farm Journal, 
August—recipes for cakes that are 
particularly suitable for freezer stor- 
age because fruits and a little more 
sugar keep them moist. 








No other 
automatic has 
done such 
mountains of 
wash for so 
many millions 
of women as 


BENDIX 


automatic 
Washers! 
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Australian Washer 


An electrosonic clothes washer 
which produces soundwaves in 
water has recently been developed 
and marketed in Australia. The unit 
is immersed among the clothes in 
the trough, and the sound wave 
produced causes the clothes and 
water to oscillate at the rate of 100 
times a second. The vibration 
shakes the dirt loose and holds it 
in suspension in the water. The 
whole cleaning operation takes less 
than five minutes 

The invention of J. E. Excell and 
H. J. Jones, Melbourne engineers, 
the unit is of cylindrical construc- 
tion, standing about 16 in. high, 
and is 8 in. in diameter. The elec- 
tro-magnet vibrates a circular dia- 
phram 73 in. in diameter, immersed, 
which causes the waves. It also is 
the power unit which has no moving 
parts and thus does not deteriorate 
with prolonged use. 
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What's in a Name? Plenty 
Says NEWA and Becomes NAED 


In the belief that “wholesaling” has 
been superseded by “distributing” in 
describing the economic services pro- 
vided by its members, the National 
Electrical Wholesalers Association 
this month changed names and be- 
came the National Association of Elec- 
trical Distributors. In terms of initials, 
NEWA has become NAED, according 
to president D. M. Salisbury and man- 
aging director Charles G. Pyle. 

The new name is the third the or- 
ganization has had in its 4l-year his- 
tory. Known for 20 years as the Elec- 
trical Supply Jobbers Association, it 
became NEWA in 1928, thereby re- 
flecting the increased wholesaling 
services then being performed by mem- 
bers. 


Crosley Announces New 
Video Sales Aid 


A “pay-as-you-see” coin meter at- 
tachment for Crosley television sets 
was introduced in New York recently, 
it was announced by the Crosley Div., 
Avco Mfg. Corp. The “Visimeter”, 
installed with each receiver purchased 
on the new plan, turns on the TV set 
for one hour every time a quarter is 
inserted. The money thus collected 
will be applied against the purchase 
price of the set. 
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\ 
the one with 
\ 
the Bonderite seal - 





| and its promise of lasting beauty! 
\ 


ite. Tell them that Bonderite preserves beautiful 


Women understand the basic value of Bonder- 


appearance and they know what you are talking * 
about. 


Women are conscious of Bonderite quality. They’ve 
seen it advertised. They’ve had satisfying experiences with 
Bonderite-protected products from automobiles to home \ 
appliances. They’ve had good appliance salesmen 
explain the advantages of this treatment which anchors the ~ 
paint and resists corrosion. 


Women respond when you make this quick, effective sales point. / 
When you are selling a Bonderite-protected appliance, be ( 


sure to point out the Bonderite seal. Tell your customer, 
“This has Bonderite under the paint. It will look better longer!” 





Bonderite, Parco, Parco Lubrite— Reg. U.S. Pat. Of. 


LARKER. ———~ PARKER RUST PROOF COMPANY ~~~ 
7 2164 East Milwaukee Ave. = 
tae Detroit 11, Michigan ’ wine 

















BONDERITE—Corrosion Resistant Paint Base * PARCO COMPOUND—Rust Resistant » PARCO LUBRITE—Wear Resistant for Friction Surfaces 
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THIS MASS-MANUFACTURED 


SHOP-ON-WHEELS 


Cuts Electrical and Appliance 
Installation and Service Calls! 





MORRISON “‘CARRY-ALL” MODEL 695 WITH THE 
EXCLUSIVE SLIDING METAL Top, OVERHEAD 
LADDER RACKS AND SPRING HOLD-Downs, 
Pipe RACKS WITH HOLD-FAST STRAPS, 


DETACHABLE PiPe ViSE BRACKET & Pipe REST. 


THE MORRISON “Carry-All” SERVICE BODY 
‘The remazing New " Lurury” 
you caut afford to be without... 


It looks expensive (actually it’s lower priced than any comparable 
body — because it’s a product of a continuous mass manufacturing 
operation). It looks like a luxury... actually it is... a luxury 
you can’t afford to be without! 


You'll be wallowing in economy once you've placed tools, small 
fixtures and fittings in sectional materials trays and shelves inside 
the “CARRY-ALL’s” spacious, weather-proof, self-locking compart- 
ments. Here’s positive protection against weather damage and 


theft! Here’s assurance that you'll not make extra trips for for- 
gotten tools! 


For heavy, bulky fixtures and equipment, there's “express body” 
floor space. But it’s heavy-duty offset-reinforced floor . . . you'll 
carry greater pay-loads! The “CARRY-ALL’s” steel construction 
and many unique design features mean lower operating costs, too! 


Optional equipment includes pipe vise brackets, pipe racks, canvas 


caravan top, sliding metal roof, overhead ladder racks, sectional 
trays and shelves. 





. You can't afford to be without this new 
. “luxury”... the luxury of economy! 
Write or wire for full information 
about the Morrison “CARRY-ALL” 
All-Purpose, All-Steel Service Body! 


The all-industry ‘‘CARRY-ALL” is car- 
Ya ried in stock for immediate delivery to 
franchised chassis dealers by more 
than 50 established truck equipment 
distributors strategically located from 
coast to coast. 











“Carry-All’’ Service Body Division 


MORRISON STEEL PRODUCTS, Inc. 


607 AMHERST STREET * BUFFALO 7, N. Y. 
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Cory Guarantee To Spark 
Sales Promotional Drive 


Firm’s plan protects 
against all breakage 


A “Guaranteed Against Break- 
age” policy on the recently intro- 
duced rubberless coffee brewers will 
be the basis for an intensive fall 
sales promotion and advertising 
drive, according to J. W. Alsdorf, 
president, Cory Corp. Object of the 
campaign is to obtain widespread 
trade and consumer activity behind 
selling the features of the brewers. 
The company decided to extend the 
guarantee introduced at the House- 
wares Show in Atlantic City to a 
national basis as a result of the suc- 
cess achieved in a local test cam- 
paign in Columbus, Ohio, this 
spring. 

Novel Protection. Mr. Alsdorf 
said that a detailed analysis of the 
guarantee offer in Columbus has 
shown that the rubberless construc- 
tion and the flametested glass reduce 
consumer breakage to a point where 
the guarantee is now possible. “The 
consumer has always preferred glass 
for coffee brewing,” he stated, “and 
through the use of the new Cory 
rubberless flametested brewer they 
are in a position to enjoy glass- 
brewed coffee without continually 
facing the breakage bug-a-boo.” He 
added that if the new brewer is used 
properly there is no breakage... 
a fact proved by the guarantee. 

The protection applies to those 
units already on retailers’ counters 
and in distributors’ stocks as well as 
those shipped from the company. 
Accordingly, while dealers and 
wholesalers are finding themselves 
generally in a position where exist- 
ing inventories are constantly de- 
valued by manufacturers who per- 
sist in reducing prices as a hypo to 
sales activity, they now find the 
Cory product worth more because of 
the guarantee. 

Consumers Told How. The con- 
sumer is given instructions on how 
to take care of the brewer. How- 
ever, in spite of the safeguards 
thrown up as protection against 
breakage, should the brewer be dam- 
aged within six months after pur- 
chase for any reason, the customer 
will get a new bowl, glass filter rod 
or even the whole brewer for the 
cost of mailing. 

Answer To Price Cuts. Mr. Als- 
dorf stated that the Columbus test 
proved that a mass market exists for 
glass brewers as well as the fact 
that when distributors and dealers 
present an intelligent sales story in- 
stead of concentrating on cut-rate 
price sales, volume and sales in- 
crease immediately. The company 
was able to prove, he said, that 
despite the talk by distributors that 
dealers were loaded and wouldn’t 
buy and that the consumers were 
on a buyers’ strike, the dealer who 
had one each of the three brewers 
was the exception rather than the 
rule and that 91 percent could be 
sold more brewers. Price-cut-seek- 
ing dealers were amazed to find 
Columbus customers insisting on the 
breakage guarantee. 

The program will be supported by 
pages in weekly consumer maga- 
zines, radio spot announcements and 
local newspaper ads in key metro- 
politan markets. To help whole- 
salers, the company is releasing 


AMAZING NEWS for cottee lovers! 


nw CORY 


gives you a glass 
coffee brewer that’s 


GUARANTEED’ 
AGAINST 
BREAKAGE 


KPIRES July Oth 


' 
OMRT (ONY SALE MRE SUCH AE DETER 


ee CORY 


ass cafes brewer 





ONE BIG GUN in the new Cory promo- 
tional drive is this ad illustrating the 
breakage guarantee. 


campaign details and instructions in 
trade paper advertising and in di- 
rect mail pieces. The protection will 
cover all rubberless brewers sold 
prior to the end of this year at which 
time the national program will be 
studied carefully and modified or 
left as is on the basis of the experi- 
ence. 

First Time Ever. Mr. Alsdorf 
stated that this is the first time any 
manufacturer has dared guarantee a 
glass coffee brewer against break- 
age of any kind. Because he is firmly 
convinced that aggressive selling has 
a real future and that cut price re- 
tailers are “a dime a dozen,” Mr. 
Alsdorf is writing himself a liabil- 
ity for replacements. “When retail- 
ers and distributors -get smart 
enough to again sell features and 
legitimate product superiorities in- 
stead of concentrating on buying 
bargains,” he said, “they’ll build 
consumer confidence instead of 
doubt and distrust.” 


Universal Drive Aimed 
At More Blanket Sales 


In an all-out effort to satisfy the 
demands of what it believes will be 
the biggest electric blanket year 
in company history, Landers, Frary 
& Clark will unleash a heavy blanket 
drive in September. The campaign 
will be built around the two new 
features of dual control for double 
bed electric blankets for couples 
who desire different degrees of tem- 
perature in one blanket and the 
Heather color, a new shade which 
will strengthen the color range of 
the line, according to R. M. Oliver, 
general merchandise manager, port- 
able electric appliance division. 

Major Market. Mr. Oliver stated 
that the electric blanket business 
has grown to major proportions. 
“1948 sales of $28,000,000 repre- 
sented an average electric blanket 
volume of $560 for each of the 50,000 
retailers in the United States,” he 
said. “In 1949 the market predicted 
is over $30,000,000.” 
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Schwartz Cites Need For 
Selling Consumer On TV 


More intensive promotion at con | 
sumer rather than retailer level is | 
essential for increased television sales, 
according to Morton M. Schwartz, | 





general sales manager, Tele-tone Ra- 
dio Corp. Mr. Schwartz based his 


remarks on a recent business trip 


* 
through the South and West. 
While it is difficult for large metro- 
politan centers to understand, there 
are many people who strongly believe 
that television is a highly imperfect 


medium not to be taken seriously for 
several years, he said. Mr. Schwartz 
stated that it is time the industry 
took constructive steps to correct this 








Wa 
ss aa a — 


ipeussion. “The deste ead enue Saturday Morning... the little Sunday Night... still plenty 

facurers have concentrated too much lady shuts off water heater be- of hot water for her ‘“‘back- 

on selling price’ rather than selling fore leaving for the week end. home-again” shower. Convinc- 

entertainment,” he continued. Video ‘ . 

must be represented as an indispens- ing proof of the efficiency of 

able entertainment and information | Fiberglas Thermal Insulation. 

medium. | i 
Mr. Schwartz stated that one large | ; . 



























southern department store had adver- 
tised free home television demonstra- 


































tions and found that 90 percent of the A Sales Story for Water Heaters 
sets installed on this basis became , 
final sales. However, the promotion 4 i 
ps eg ge Br with a real SELLING PUNCH! 
“A said, and then discontinued even 
ad though highly effective. The peak Punch up your presentation by using this new 
response to this effort, Mr. Schwartz i : 5 cs 
observed, is indicative of what can sales story! Here’s another Fiberglas SALES 
and should be done in selling video , * a 
in , HELP idea—a dramatic DEMONSTRATION 
ij at customer level. 
i- a : 
ill that convincingly proves the money-saving efhi- 
1 z , : , 
= ciency of heaters and appliances insulated with 
pe Kaufmann Wholesale Firm Fiberglas*. 
ri- Releases Dealer Catalog Now appearing in leading national magazines, 
orf " David perv ware need Inc., this Fiberglas advertising creates strong con- 
altimore wholesalers, recently re- 
n : ’ . : : 
“4 leased an extensive catalog for its sumer acceptance for this better thermal insu- 
‘ik 4,000 retailers, according to an an- loti ki li =" Soe Ivan 
ily nouncement from the distributor ation, Making your selling joD easier. 
firm. The book is loose-leaf, bound ‘ ; ‘ 
las ° ° A . a 7 ) Q ; tes 7 
is 8h i, ie elk tn 08 big extra value, so stress this feature in your 
fr. tractive blue leatherette cover next sales story, for in today’s highly com- 
yil- stamped in gold. The first six pages ke i 
‘il- . contain a presentation of the Kauf- petitive market, more than ever—Fiberglas 
art mann service setup, organization : ‘ 
ot and policy. The introductory sec- Insulation is a swell feature to have. .a 
. tion is followed by product sheets, 
in- er 7 Ped. ; ; ' 
ing divided into major appliance and a su ell feature to sell. 
ild housewares section. Manufacturers’ 
of catalog and specification sheets are OWENS-CORNING FIBERGLAS CORP., Toledo 1, Ohio 
used throughout the book. 
As product changes are made, 
Kaufmann salesmen will insert new 
and substitute pages to enable re- 
tailers to have permanent, up-to- 
date, detailed production informa- 
tion. An ‘introductory index page NATIONALLY ADVERTISED 
appears before the merchandise pre- - 
the sentations of each major line and 24,400,000 readers will 
be shows the breakdown of territory by , P 
ear salesmen. see this Fiberglas ad 
ary 
ket 
ign 
lew . 
ble Gilbert Offers Jobbers 
sles Price Cut Protection Consistent national advertising 
=m- . : 
the The A. C. Gilbert Co. is guarantee- has made Fiberglas the brand of appliance 
lich ing its wholesalers against further price insulation your customers know best 
of reductions on all purchases made be- / — 
ver, tween Aug. 1 and Dec. 31, 1949, it 
ort- has been announced by Kenneth P. 
; Fallon, general sales manager for the 
ited company, OWENS-CORNING 
1eSS According to Fallon, the action was ~ . a 
ons. taken to combat the “caution and un- 4 ~ “ - 
pre- certainty” of many jobbers and re- | B KE R (; LA ™ 
iket tailers. “We believe that caution by 
,000 both buyer and seller can be overcome 
he by confident, aggressive sales promo- *Fiberglas is the trade-mark (Reg. U.S. Pat. Off.) 
sted tion and merchandising based on con- of Owens-Corning Fiberglas Corporation for a 
Sistent pricing,” Fallon explained. variety of products made of or with glass fibers. 
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APPROVED BY f 


MEMBERS OF THE INSTITUTE 
HOTPOINT, INC. 
Chicago 44, Ill. 
HUBENY BROTHERS, INC. 
Roselle, N. J. 
LYON METAL PRODUCTS, INC. 
Avrora, Ill. 
STEEL CABINET DIVISION 
ROBERTS & MANDER CORPORATION 


ACME METAL PRODUCTS CORP, 
Blue Island, Ill. & 
Dover, N. J. 

BERGER MANUFACTURING DIV. 
REPUBLIC STEEL CORPORATION 
Canton, Ohio 

ELGIN STOVE & OVEN DIVISION 
ACME VISIBLE RECORDS, INC. 


For your protection 


Dealers know the “Seal of Approval” is their pro- 
tection for buying quality cabinets built up to a 
standard—not down to a price. 


EEL 
LING 5 r 
WHE CHEN CABINET 





MIDWEST MFG. COMPANY 
Galesburg, Ill. 
MILLER METAL PRODUCTS, 
Baltimore 30, Md. 
PALLEY MANUFACTURING 
COMPANY 


Pittsburgh 12, Pa, 
. 


Ve STEEL KITCHEN CABINET INSTITUTE 





You can sell ‘‘Nykel- 


Nykelkrom Flat Iron elements, raw 
/ and plate Mica for 90% of the flat irons 
/ including Automatic Models. 


Toaster elements with 
~~ universal brackets to 


krom”’ replacement NX fit most any 
elements with com —<— 

plete confidence that every 

sale means a satisfied customer. “X 

The trade mark ‘‘Nykelkrom”’ ™~ 


is a symbol 
dependability in 
ments for electrical appliances. 
Send for catalog showing com- 
plete line. Address, 


PAGE 


of quality and X\ 


heating ele _" 


H.W. TUTTLE & CO. 
ADRIAN, MICHIGAN 
The | Home of “Nykelkrom”’ 
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Cut raw Mica Perco- 
lator elements. Will 
fit most Percolators. 


Edison base cone 
elements for room 
heaters. Right or 






left hand thread. 


















NEW POSITIONS 





Borg-Warner Corp. 


Philco Corp. 





HOWARD E. BLOOD 





GEORGE P. F. SMITH 


Howard E. Blood, president and 
general manager of Norge and chief 
executive of Detroit Gear, another 
Borg-Warner division, recently was 
elevated to chairman of the board, 
Norge division. He retains his post 
as president of Detroit Gear. 

George P. F. Smith, vice-president, 
has been elected to succeed Mr. Blood 
as president and general manager, 
Norge division. He had been serving 
as assistant to G. A. Shallberg, Borg- 
Warner executive 
Chicago. 

John A. Underwood has been ap- 
pointed Norge vice-president in charge 
of sales. H. L. Clary remains as 
director of 


vice-president in 


sales. 


A. O. Smith Corp. 





F. S. CORNELL 


F. S. Cornell recently was appointed 
manager, water heater division, A. O. 
Smith Corp., according to an an- 
nouncement by L. B. Smith, vice- 
president. Mr. Cornell had _ been 
assistant manager of the division. 


SEPTEMBER, 


JAMES H. CARMINE 





T. A. KENNALLY 


James H. Carmine has been elected 
executive vice-president, Philco Corp., 
it has been announced by William 
Balderston, president. Mr. Carmine, 
who had been vice-president of dis- 
tribution for the past two years, is 
said to have played a vital role in the 
growth and expansion of the corpora- 
tion. Associated with the firm since 
1923, he has helped develop a nation- 
wide distribution organization of 130 
wholesale distributors and over 25,000 
retail dealers. 

Thomas A. Kennally was recently 
appointed president of the Electro- 
master electric range division, Philco 
Corp., according to Mr. Balderston. 
Mr. Kennally, who had been vice- 
president and assistant to the president 
since 1948, has been affiliated with the 
firm for 25 years during which time 
he is credited with playing an import- 
ant role in the building of the com- 
pany’s distributor-dealer setup. Mr. 
Kennally will also continue to serve 
as an officer and director of Philco, 
Mr. Balderston said. 


Hotpoint, Inc. 


Fred J. Walters, vice-president, Hot- 
point, Inc., has been appointed to direct 
the company’s marketing activities, 
according to a recent announcement by 
James J. Nance, president. For the 
past two years, Mr. Walters has been 
vice-president of industrial relations 
and has been credited with developing 
one of the foremost employment ex- 
pansion programs in the industry, ac- 
cording to Mr. Nance. 

Edward R. Taylor heads the con- 
solidated field organization as sales 
manager. He had been western sales 
manager, previous to which he served 
as merchandising manager and man- 
ager of market development. 
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Sylvania Electric Products, Inc. 





a a, 





J. K. McDONOUGH 








) B. O. HOLSINGER 


: John K. McDonough has _ been 
. named director of sales; C. K. Bagg, 
‘ sales manager; and Bernard O. Hol- 
S singer, advertising and sales promo- 


t tion manager for the television receiver 
" line, Sylvania Electric Products, Inc., 
" according to a recent announcement. 


a Mr. McDonough, who joined the com- 
. pany in 1943, has previously been with 


‘ the Ford Motor Co. and Commercial 
“ Investment Trust; Mr. Bagg, whe was 

‘ with Newell-Emmett as account execu- 
, 


tive, had previously been with Nine- 
teen Hundred Corp. and RCA; and 
Mr. Holsinger was affiliated with Ru- 


dolf Wurlitzer Co. and American 
Sales Book Co. 
f= George R. Sommers has been ap- 
“t pointed assistant to C. W. Shaw, gen- 
S, eral sales manager, radio tube di- 
y vision, according to R. H. Bishop, 
e vice-president in charge of sales. 
n He was director of Pacific Coast sales 
iS of the Sylvania Fluorescent Mainte- 
ig nance Plan. 
nd 
of Crosley Div., Avco Mfg. Corp. 
a- Frank J. Hughes has been appointed 
es manager of national builders sales for 
- the Crosley Division of the Avco 
. 


Manufacturing Corp., it has been an- 
n- nounced by W. A. Blees, vice-presi- 
dent and general sales manager. 













ia HOUSEHOLD 
Ze sy | =e, 


Household’s home families are the three-meals-at-home kind. Dad and the 
kids come home for lunch. Mother entertains at home. All in all, 7,000,000 people eat 


21,000,000 meals a day in Household homes! No wonder that— 


Household’s home editorial is 18% on food. Last year, Household printed 


527 food ideas, 513 recipes—mentioned 2,898 cooking ingredients. ‘ 


Home families, home editorial. For any home product, that’s the profit 


combination! Household concentrates where other magazines do not—in the high- 





spending communities under 25,000 population. And Household does it at the /owest 


cost per page per 1,000: four colors, $3.20; black and white, $2.40. 


HOUSEHOLD'S profit combination 


HOME FAMILIES plu HOME EDITORIAL 


* 2,107,586 reader families oe ee asinnce a eenncauadeled 18% 
* 3,764,000 primary adult readers * Home building & modernization..... 14% 
* 2,635,789 children * Home furnishing & management....20% 
* Women 81% housewives Oy I ined i o.a0nse cr caanadooe< 8% 
* Families 62% home owners We I eiiciad dons tesbssueceenais 8% 
* 87% with gardens a 5% 
* Eat three meals a day * Fiction, inspirational, community 

at home ere 20% 
* 82% in communities under 25,000 ft EP hoc veneneseteaaccnsens 7% 


HOUSEHOLD 


Topeka, Kansas 


| 
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Many More Conventional Washers Sold 
Than All Other Types Combined! 


U 


A GREAT NAME 
IN CONVENTIONAL 








WASHERS , 
Voss has been building washers — and : 4" 
making friends —- FOR NEARLY THREE ‘ n° 
> 


QUARTERS OF A CENTURY. Today, MIL- 


LIONS Of housewives prefer Voss—your 







guarantee of sure fire, steady profits. 
Cash in on Voss quality, Voss perform- 


ance and Voss prestige Now! 






A model in every 
price-range! Today's 
top profit line. 


G 3 INQUIRE TODAY ABOUT 


G 
DEALER FRANCHISE 





Galvanized steel white baked enamel 
Voss Self-Draining Tub Sets — popular 
profit partners of Voss Washers. 






wOSSs 
Time TestTeo 
Since 1876 


A suet” 





‘Slingabouls PROTECT 


” 
APPLIANCES — PLEASE CUSTOMERS 


...says Charles Schmidt, Sales Manager 
Broome Distributing Co., Syracuse, N. Y. 


“We've found Slingabouts essential to quick, dam- 
age-free appliance delivery’, declares Charles 
Schmidt. 


Shocks and jars can't harm your appliances when 
they're protected by the heavy canvas jackets of 
Webb Slingabout's flannel lining and thick layers 
of cotton padding. A strong sling means simpler, 
quicker handling through narrow halls and door- 
ways, in and out of trucks. 

















Webb Slingabouts are available for all appliances. 








KK RN a nn | 
WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. | 
| Send Slingabout prices for model aE ! 
make Refrigerators | 
Radio | 
N es — 

SEND |! Check /Range l 
| Add Appliance )Washer 
opay!. = ! 
T ! City sae = _ State (please specify) 
— 
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NEW POSITIONS 














Duo-Therm Div., 
Motor Wheel Corp. 





a 
KARL EGELER 





L. C. VANDERTILL 


Karl Egeler has been appointed sales 
manager for the Duo-Therm Division 
of the Motor Wheel Corp., it has been 
announced by M. F. Cotes, executive 
vice-president. Louis C. Vandertill 
has been named to succeed Mr. Egeler 
as advertising manager. 

Mr. Egeler joined Duo-Therm in 
1932 as advertising manager and in 
1940 was given additional duties as 
sales promotion manager. 

Mr. Vandertill has been with Duo- 
Therm since September, 1948, as 
assistant advertising manager. 


Youngstown Kitchens Div., 
Mullins Mfg. Corp. 





J. A. RISHEL, JR. 


John A. Rishel, Jr., has been ap- 
pointed to take charge of special sales 
projects for the Youngstown Kitchens 
division, Mullins Mfg. Corp., accord- 
ing to Charles A. Morrow, vice-presi- 
dent in charge of merchandising. Mr. 
Rishel was formerly sales manager of 
the appliance division of the Parsons 
Corp. 


SEPTEMBER, 1949—ELECTRICAL MERCHANDISING 


Sparton Radio-Television Div., 
Sparks-Withington Co. 





C. W. SNIDER 


Charles W. Snider has been named 
advertising and sales promotion man- 
ager, Sparton Radio-Television Di- 
vision, Sparks-Withington Co., Jack- 
son, Mich., according to Henry L. 
Pierce, general sales manager. Mr. 
Snider was previously assistant to 
Harry G. Sparks, president of the 
parent company. 


Florence Stove Co. 





R. G. JOHNSON 


Ronald G. Johnson was recently 
named sales promotion manager, Flor- 
ence Stove Co., according to an an- 
nouncement by C. Fred Lucas, vice- 
president in charge of sales. Mr. 
Johnson, who will head a newly 
created department in the sales ex- 
pansion program, has been with the 
firm for four years. Previous to as- 
suming the assistant advertising man- 
ager’s post, he had been with Rexall 
Drug Co. 


General Electric Co. 


Albert J. Brock and Arthur L. 
Scaife were recently named major 
appliance and traffic appliance merch- 
andise managers, respectively, General 
Electric Co., according to an an- 
nouncement by A. M. Sweeney, gen- 
eral sales manager, appliance and mer- 
chandise department. I. P. Pruitt suc- 
ceeds Mr. Brock as manager of sales 
services for the department. 

Mr. Brock, who joined G-E in 1936, 
was most recently manager of sales 
services. Mr. Scaife, who has been 
affiliated with the firm since 1928, 
has been active in company advertising, 
sales promotion and merchandising. 
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Eicor, Inc. fi *Ne 


3 thee” MARQUETTE Refrigerators 


% . 


Wayne C. Beitel has been named | 
- sales manager, tape recorder division, | 
Eicor, Inc., according to a recent an- 
nouncement by Joseph Nader, presi- 
dent. Mr. Beitel, who formerly was | 
affliated with Webster-Chicago Corp., | 
is in charge of the new national pro- 
{ motion for the firm’s sound recorder. 
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Carrier Corp. | 





CHARLES V. FENN 


Charles V. Fenn has been appointed 
manager of direct sales, Carrier Corp., 
according to a recent announcement 
by O. W. Bynum, general sales man- 
ager. Associated with the firm for 
20 years, Mr. Fenn most recently was 
in charge of direct sales in the south- 
eastern section. He is replaced in 
that post by Russell H. Gray, former 
assistant manager of direct sales in 
Syracuse. 

















Landers, Frary and Clark 


— he 


George W. Erdmann, Jr. was re- 


cently named district manager, port- Just what housewives are looking for ...@ refrigerator with smart, clean 
able electric appliance division of beautiful styling. Efficient design gives spaciousness of big 842 cu. ft. capacity in 
| Landers, Frary and Clark, New Brit- floor space of old style 6 cu. ft. models. Plenty of room with 14.4 to 17.5 square feet 
ain, Conn., it has been announced by of shelf area in new AT8C model. 
R. M. Oliver, general merchandise Large Freezers. 42 pounds of Frozen Food is easily stored in the big across-the-top 
| prone be Bagg ies sag ge 20 6 onmen, Se eye-level compartment of the U type model holds 28 pounds of 
20 Mr. E ’ itory rozen : 
a a cae plier sensd Roll-a-Grip Latch . . . a high quality, trigger-action latch, found only on Amer- 
New Jersey and Delaware. ica’s finest refrigerators. Twin Crispers each have 12 quart capacity. Full width 
rly L. L. Estes has been appointed re- Vege-Crisp Drawer has 18 quart capacity. Latest type flexible aluminum Ice Cube 
or- gional manager for portable electric Trays. New “Pancake” type Tecumseh, Hermetically-Sealed Compressor is silent and 
vit appliances in the southeastern states economical. Highest quality, yet priced competitively! 
=o of Virginia, West Virginia, Ken- 


(r tucky, Tennessee, Georgia and Florida. 


a R. C. Beatty and Ralph Moore have A Complete Line of MARQUETTE Home Freezers 


oo been appointed district managers for 




















~f eet ~~ Bae in = Four models for every farm and home need .. . 16, 1, 
- Sonn aie Pong Prego with 8 and 4 cu. ft. capacity. Dealers: Now ys “oo — ; 
" od ’ i A e u 
= Proctor Electric Co., will be respons- Marquette oe Freezer ny Yilin ‘“* ng sie ga 
as ible for Tennessee, Georgia and South that extra punch into your selling. toc Pin ' y 
Carolina while Mr. Moore, formerly Fall Freezing Time . . . and profit time for you’ 
with Goodyear Tire and Rubber Co., 
will handle Virginia, North Carolina ae aE st 
and West Virginia. : ) ‘ALERS eee USE THIS cou PON a 
H. S. Perkins has been appointed a g 
L. manager, Premium and_ Specialty MARQUETTE APPLIANCES, INC. . 
jor Dept., for the entire country. MINNEAPOLIS 14, MINNESOTA 
ch- Frank Barmore has been appointed 3 
ral to the newly created position of assist- Please Send Full Details on the Complete Line of MARQUETTE APPLIANCES. 
an- ant sales manager, electric range di- 
en vision, according to H. M. Parsons, OG TR CC ET ee re ee Corer eer or peer a 
1er- vice-president in charge of major 
“a appliances. Mr. Barmore previously ADDRESS sa heh tact lteter Rae . : a MARQUETTE APPLIANCES, INC. 
ales represented the major appliance di- @ MINNEAPOLIS 14, MINNESOTA 
: vision in ranges, washers and vacuum ee Sees - 
936, cleaners in sales and sales promotional CITY ..... 5 ES watt achat cali bead PY et Gite —_— | state 
ales activities. 
een J. J. Coughlan has been named OP Gee)... ......5. s kdckckees hda Sehddenee net eeestanebehs beheada eae * : _——— 
928, district enamine of portable electric HOME FREELERS REFRIGERATORS yore ag 
ing, appliances in Connecticut, Western I coger ceo aca ea ee Beene CECT RIC And OO Baty hn Fak wd. FO 
3 Massachusettes, and Rhode Island. 
| 9 
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PILE UP PROFITS 
LESS COMPETITION 
NO TRADE INS WITH 


CALCINATOR 


AUTOMATIC 
DISPOSAL 
UNIT 


® The smartest of modern appliances 
® Operates with electricity or gas 


® Automatically disposes of garbage 
and all burnable refuse on the spot 


® Convenient, sanitary, economical 
and easily installed 





® A.G.A. and U.L. approved 


CALCINATOR DIVISION, VALLEY WELDING AND BOILER CO., BAY CITY, MICHIGAN 


—— MAIL COUPON TODAY FOR FREE LITERATURE AND SALES PLAN 





Address 





— State 











DISTRIBUTORS APPOINTED 

















STORE FIXTURES 


et"! Merchandise Displayed where 
it is Easy-to-See, Easy-to-reach. 








* Over 50% More Selling Space than 
conventional store equipment. 


e “Head-On" and "Side-Unit" Models 
to make 5'x5" and 5'x10° Islands. 





Inset illustrates ease of dis- 
playing merchandise of vary- 
ing sizes on FLEXO-STEP. 24" 
high base sections with sliding 
doors provide storage for re- 
serve stocks. Modernize—sell 
more with FLEX O-STEP. 


» Office 


e "Side-Units" Also for Modern Flex- 
ible Wall Section Displays. 


NARDA Members contact your Chicag 


For Full Particulars, Write 


714 Commercial St. 


ADD SALES CO. 
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Admiral Corp. 


W. C. Johnson, vice-president in 
charge of sales of Admiral Corp., 
announces the following new dis- 
tributors for the firm: 


Seattle Distributing Division, 558 First 
Ave., S., Seattle, Wash. 

Republic Electric Co., 1126 S. Lafayette 
Blvd., South Bend, Ind. 

Brown-Roberts Hardware & Supply Co., 
Alexandria, La. 

Farrar-Brown, 494 Forest Ave., Portland, 
Me. 


Apex Electrical Mfg. Co. 


The appointment of the following 
firm as a distributor of Apex appli- 
ances has been announced by A. C. 
Scott, vice president in charge of sales. 
Superior Distributing Co., 5124 Liberty 
Ave., Pittsburgh 24, Pa. 


Bendix Home Appliances, Inc. 


The appointment of the following 
new Bendix distributors has been an- 
nounced by J. L. Armstrong, field 
sales manager for Bendix Home 
Appliances, Inc.: 


Kemp Equipment Co., Inc., Rochester, 
N. Y. 


Bryant & Trimble, Inc., Knoxville, Tenn. 


Coolerator Co. 


Two new distributors have been an- 
nounced by William C. Conley, Jr., 
sales manager for the Coolerator Co. 
Bowers Wholesale Corp., 1605-09 Granby 

St., Norfolk, Va. 

Nelson Hardware Co., Roanoke, Va. 


Coroaire Heater Corp. 


The following is a new distributor 
for Coroaire Heater Corp., accord- 
ing to A. W. Couley, president. 


Clayton Distributing Co., Second Unit, 
Santa Fe Bidg., Dallas, Tex. 


Estate Stove Co., 
Noma Electric Corp. s 


The Estate Stove Co., has appointed 
nine distributors in the southwestern 
states according to J. Edward Wyatt, 
divisional sales manager. 

Adleta Co., Dallas, Tex. 

Amarillo Hardware Co., Amarillo, Tex. 
Dulaney’s, Oklahoma City, Okla. 

555, Inc., Little Rock, Ark. 

Interstate Electric Co., New Orleans, La. 
Joe Thiele, Inc., San Antonio, Texas 

J. A. Walsh & Co., Houston 1, Tex. 
Zork Hardware Co., El Paso, Tex. 

Zork Hardware Co., of N. M., Inc., Al- 

buquerque, N. M. 


Evans Products Co., 


R. B. Evans, vice president of Evans 
Products Co., has announced the ap- 
pointment of the following firm as a 
distributor of the company’s 
heaters : 

Elliott-Lewis Corp., Philadelphia, Pa. 


home 


Gibson Refrigerator Co. 


J. L. Johnson, general sales man- 
ager of Gibson Refrigerator Co., 
makes known the appointment, as 
new Gibson distributors, of: 


SEPTEMBER, 


Midland Electric Co., Cleveland, O. 
Sacks Electrical Supply Co., 605 S. Main 
St., Akron, O. 


Nineteen Hundred Corp. 


Appointment of three new distri- 
butors for its Whirlpool line has been 
announced by the Nineteen Hundred 
Corp. 

Oakman Appliance Co., Inc., Rutland, Vt. 

Stanley Distributing Co., St. Louis, Mo. 

Wallace Johnston Distributing Co., Mem- 
phis, Tenn. 


Norge Div., 
Borg-Warner Corp. 


Howard E. Blood, president and 
general manager of the Norge division, 
Borg-Warner Corp. has announced the 
appointment of the following firm as 
a Norge distributor : 

Refrigeration Sales Corp., 1127 Carnegie 

Ave., Cleveland, O. 


Philco Corp. 


Appointment of the following firm as 
wholesale distributor of all Philco 
products in the Detroit area has been 
announced by John M. Otter, vice 
president and general sales manager : 


Buhl Sons Co., Detroit, Mich. 


Stewart-Warner Corp. 


The following firm has been ap- 
pointed a distributor of Stewart-War- 
ner radios and television receivers : 


Hough-Wylie Co., Charlotte, N. C. 


Tele-tone Radio Corp. 


Morton M. Schwartz, general sales 
manager of the Tele-tone Radio Corp., 
has announced the appointment of the 
following firms as distributors : 

Lew Bonn Co., Minneapolis, Minn. 


Thor Corp. 


Appointment of the following firm as 
a distributor of Thor appliances has 
been announced : 
H. C. Russom Co., 1 S. Ontario St., To- 
ledo, O. 


Youngstown Kitchens, 
Mullins Mfg. Corp. 


Charles A. Morrow, vice-president 
in charge of merchandising for the 
Mullins Mfg. Corp., has announced 
the appointment of two new distribu- 
tors of Youngstown kitchens. 

Gough Industries, Inc., Phoenix, Ariz. 
Schoelkopf Co., Dallas, Tex. 


Midwest Mfg. Co. 


Eight new distributor appointments 
for Kitchen-Kraft kitchens have been 
announced by C. E. Bullock, vice-pres- 
ident in charge of sales: 

Home Products Sales Co., Philadelphia, 

Pa. 

Irving Leon Co., Cleveland, O. 
Scott Sales Co., Toledo, O. 

LaSalle Electric & Mill Supply Co., De- 
troit, Mich. 
Kent Wholesale 
Rapids, Mich. 
Steel City Supply Co., Birmingham, Ala. 
Glen Earl, Inc., Salt Lake City, Utah 
General Kitchens, Ltd., Oakland, Cal. 


Distributors, Grand 
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DEPARTMENT STORES 





Wexler Named Radio & TV 
Manager at Macy’s, N. Y. 


Herbert Wexler, formerly depart- 
ment manager of electrical appliances 
and manager of the East Orange 
stores of L. Bamberger & Co., affili- 
ated with Macy’s, has been appointed 
manager of the radio and television 
department of Macy's, New York, re- 
placing David Davis who has retired. 


Laister Succeeds Shepard 
As Buyer At Burdines 


Chester Laister has been named 
buyer of small appliances in a rear- 
rangement of merchandise divisions 
at Burdine’s in Miami, Fla., and re- 
places John Shepard who has taken 
over as sporting goods manager. In 
addition to his new task, Laister will 
continue as housewares buyer. 


Meyers Store Promotes 
Sales With Vacations 


An offer of two weeks at camp with 
all expenses paid for 100 Buffalo boys 
and girls recently gave summer re- 
frigerator business a boost at the 
Frank Meyers Appliance Department 
Store, Buffalo, N. Y. The store of- 
fered the first 100 customers purchas- 
ing refrigerators at regular prices the 
trip for their children or those of a 
friend or neighbor. The offer was 
heavily promoted by radio and news- 
paper advertising. 


Ray Barnes Appointed 
As Bullock Buyer 


Ray Barnes was recently appointed 
radio and television buyer-manager at 
Bullock’s, Los Angeles, Calif., ac- 
cording to an announcement by the 
store. He succeeds P. S. Howard who 
has entered the wholesale field. Mr. 
Barnes had formerly been phonograph 
record department manager. 


MacEwen Heads Appliance 
Operation At Bon Marche 


William FE. McEwen was recently 
appointed buyer and department head 
for the electrical appliance depart- 
ment, Bon Marche Store for Homes, 
Asheville, N. C., according to a state- 
ment by Louis Lipinsky, president and 
general manager. Mr. McEwen has 
been affiliated with the store’s depart- 
ment since 1946. 


Weiss Named Radio Head 
At Famous-Barr Branch 


David Weiss was recently appointed 
manager of the radio department at 
the Clayton branch, Famous-Barr Co., 
St. Louis, Mo. He was formerly 
assistant manager of the television 
department in the downtown store. 


McGunigal Is Appliance 
Buyer at Woodward's 


William L. MecGunigal has _ been 
appointed buyer of major appliances 
at Woodward & Lothrop, Washington, 
1. C., it has been announced by Donald 
Buckingham, vice-president in charge 
of personnel and public relations. Mr. 
McGunigal succeeds E. N. Cornwell 
who has been named associate buyer of 
housewares. 


$62.93 PROFIT ON THESE 


B OSENTINEL ELECTRICS 





Nationally Advertised in Life, Post, Look 
Fair Traded, with biggest profits 


in Electric Clock Field 





1. CROYDON 


SEE BELOW FOR 
DESCRIPTIONS 









2. AURORA 
ST-320 


3. MONTCLAIR 
SST-6 


4. CATHEDRAL 
SSC-2 











6. MONARCH 
SH-159 


*except MONARCH and BRIST 


These beautifully styled, fast-selling electrics have their 
motors completely sealed in oil for long life and quiet 
operation. Smart merchants sell SENTINELS! 


THE E. INGRAHAM COMPANY 


Bristol, Connecticut °* Established 1831 
In Canada: Toronto 14, Ontario 


Prices plus taxes, subject to change; slightly higher in Canada 
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7. KITCHENETTE SK-137 





8. ARTCRAFT SD-138 10. BREWSTER SA-1 





9 








10 CLOCKS WITH $62.93 PROFIT! 


1. CROYDON: 20” Tambour. Strikes hours and halves. 
Walnut veneers and burl walnut. Retail $24.95, cost 
$14.97. 2. AURORA: 19” Tambour. Selected Walnut. 
Retail $19.95, cost $11.97. 3. MONTCLAIR: 20” 
Tambour. Strikes hours and halves. Walnut, inlaid 
burl walnut panels. Retail $24.95, cost $14.97. 
4. CATHEDRAL: Cabinet Clock. Two-toned walnut. 
Strikes hours and halves. Retail $29.95, cost $17.97. 
5. BRISTOL: Commercial Wall Clock. White or walnut 
finish wood, 12” dial. Retail $15.00, cost $9.00. 
6. MONARCH: Commercial Wall Clock, walnut or 
white finish case, 12” dial. Retail $17.50, cost $10.50. 
7. KITCHENETTE: White or red ‘‘Lustrex”’ plastic, 7/2” 
high. Forward tilt. Retail $4.95, cost $3.22. 8. ART- 
CRAFT: Desk or Table Clock, gumwood with butt 
walnut top. Retail $9.95, cost $6.22. 9. SIGNAL: 
Alarm Clock. Brown plastic case. Retail $4.50, cost 
$2.93. 10. BREWSTER: Wood case Alarm, gumwood 
and walnut, hand rubbed. Retail $7.95, cost $4.97. 








A CHARACTER ALL ITS OWN 
Its F 


rench Quarter symbolizes the tra 


the 
living that makes New Orle 


ditions mode of 


dif 


gay and gracious 
ans so 


ferent so colorful and prominent a 


part of the American scene 


CHARACTER FOR YOUR STORE 


To keep your store prominent in the shopping scene, 
do what is different. Display a Revere Floor Clock in 
operation. Its distinguished, superior beauty, its avu- 
thentic Westminster Chimes will step* up the charocter 
of your trade, attract those who will meon the most 
in the competitive times ahead. Revere Mantel Clocks, 
also Westminster Chiming, echo the distinction of the 
floor clocks. For full, profitable information write, to- 
day, for complete catalog. 


THE REVERE CLOCK CO., CINCINNATI 6, OHIO 
NEW YORK OFFICE: 





37 West 47th Street 


CHICAGO SHOWROOM: 
1422 Merchondise Mart 


@ ESTMINSTER 


The BENNINGTON (floor model 
shown) has Westminster Chimes 
on tubular bells. 7934” high. 
Retails for $475 plus tax 


MANTEL CLOCK is the smort, 
modern R-939. Westminster 
Chimes. Retails for $50 plus tox 


West Coast prices slightly higher 








HOW TH SELL YOUR SALESMEN 


ON SELLING... 


It’s A GREAT LIFE 
by George F. Taubeneck 


Human, entertaining look at specialty selling from the 
salesman’s point of view. From years of personal ex- 
perience and close friendship with top-rung salesmen. 
Taubeneck’s new book draws a wealth of clever how-to- 


do-it histories. Above all, it sells 


selling—as a career and $750 


as work that’s fun..... 
FOOT IN THE DOOR 
by George F. Taubeneck 
You will 


profit while you relax with this popular 
book for businessmen. 100 entertaining. laugh-provoking 


enjoyable, as thousands of $300 


testify. A book..... 

THE MARSHAL’S BATON . 
by George F. Taubeneck _ 
book 


“advanced course” in sales manage- 


case salesmen on 








ONE 


The first humorous book on merchandising. 
laugh—learn 
Immensely 


will 


pages. 


best-selling 








Here is another 


laubeneck 


important by George F. 
an 
ment as a follow-up to his immensely popular One 
Foot in the Door. The distilled wisdom of 29 of 
America’s top sales-minded executives. Received en- 


thusiastically by industrial executives everywhere—a 
valuable addition to every businessman's $ 00 
library. 600 big pages.............. anes 


r =e eee ee CLIP THIS NOW! MAIL TODAY! = =e c= m= > 








4 CONJURE HOUSE DIVISION, Business News Publishing Co EM.-! I 
450 West Fort Street, Detroit 26 Michigan 
Go Send O It’s a Great Life, $2.50 (] One Foot in the Door, $3.00 [] The Marshal's Baton, { 
$5.00 [) All three books, $9.00 (save $1.50) L] Check enclosed [] Bill me 
WEEE. Adevandsecneceeuadnensendasesedsnabaseneensecinubenwesebvedernddtssssbetnececesaneetnsceus I 
POED. Shntiscsesasccavcesscecesseves CHOY cccvccccvcccccvccccccoccesces SOP 2 ccccccccccece 
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Farm Electrification Bureau 


Basic selling techniques and electric 
versus LP gas information have been 
included in the Sell All-Electric Sales 
Training Film package now being 
offered by the NEMA Farm and 
Rural Market Committee. The “pack- 
includes three items: a print 
of the 35mm, (silent) Slide Training 
Film, two copies of a narration to be 
read in presenting the film and 100 
copies of the Rate Comparison Folder. 
This folder is a condensed, compre- 
hensive guide for sales supervisors and 
salesmen. The package is offered at 
$15. 

The Farm Wiring Coordinating 
Committee has developed a promo- 
tional-educational “helper’—a set of 
five display pieces showing a perspec- 
tive of a farmstead complete with load 
center installation and complete wir- 
ing for each farm building 


age 


The Magnavox Co. 


A booklet called “More Fun for 
Your Money with Magnavox Tele- 
vision” by George B. Anderson has 
just been published by the Magnovox 
Company. It gives the present status 
i television and what to expect in the 
future along with humorous line 
sketches. The various Magnavox 
models are pictured with specifications 
in the last pages of the booklet. 


Philco Corp. 


A series of lessons covering tele- 
vision service have been published by 
Philco Corp., with illustrations, photo- 
graphs and diagrams making them 
easy to understand. Write Service 
Div., “A” St. & Allegheny Ave., Phila- 
delphia 34, Penna., for PR-1745. 


Radio Corp. of America, RCA Div. 


\ new kind of handbook for tele- 
vision trouble-shooting and service is 
being made available by the RCA 
Tube Dept. to users of RCA, Cunning- 
ham and RCA Victor electron tubes. 
Called the RCA Television “Pict-O- 
Guide”, the new book is a loose-leaf 
album of photographs showing com- 
mon operating troubles encountered in 
television receivers, designed to help 
servicemen localize faults in television 
receivers by the “picture analysis” 
method. 


Westinghouse Electric Corp. 


Practical information on the appli- 
cation of motors and controls to spe- 
cific farm operations is contained in a 
new 15-page booklet, “How to Apply 
Motors and Controls to Farm Jobs”, 
announced by the Westinghouse Elec- 
tric Corp. Write for Booklet 4155, 
Box 868, Pittsburgh 30, Penna. 


Edwin L. Wiegand Co. 


Designed to educate salesmen on 
the advantages of the electric range 
and to show them how to convert these 
advantages into sales, a 24-page book- 
let called “The Switch Is On” has 
been published by the Edwin L. Wie- 
gand Co. A home demonstration kit, 
including a heating element, cord, pan 
and two segments of the Chromalox 
element, is designed to be taken into 
‘he prospect’s home. 
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Manufacturers 
Representatives 
Wanted... 


Prepare now for next 
season's business 


Air Equipment Co., manufac- 
turers of the well-known Nite- 
cool* and Koolmaster* attic, 
window and commercial fans 
are seeking sales and distribu- 
tion representation in the fol- 
lowing states; California, Colo- 
rado, Indiana, Iowa, Kansas, 
Kentucky, Minnesota, Nebras- 
ka, North and South Dakota, 
Ohio, Pennsylvania and Ten- 
nessee. 


Air Equipment Co. offers—pro- 
tected franchises — top-grade 
equipment—national advertis- 
ing. Write direct for complete 
information. 


* Reg. Trade-Mark 


AIR EQUIPMENT CO. 


1713 West Carroll Ave., 
Chicago 12, Illinois 
55 years of Experience and 
Progressive Management 
Established 1894 














—— eee; 


Write today 


Mastercraft 


PADDED PROTECTIVE COVERS 


deliver appliances 

free from scratches 
or blemishes of 
any kind... 


They eliminate 
costly repairs 
and insure profits! 





for your 

copy of 

our new 
descriptive 
folder and 
price list. 








BEARSE MANUFACTURING CO. 
3817 W. Cortland St., Chicago 47, IM. 
Gentlemen: 

Please send me your new folder and price 
list on Mastercraft Pads and Carrying Har- 
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Free? 


2 Gorgeous 
Displays 


TO HELP YOU SELL MORE 


OF AMERICA’S FAVORITE 


HOME ICE CREAM FREEZERS 





Beautiful natural color displays 
—and yours for the asking! A 
cinch to build bigger profits for 
you when used to sell easy-sell- 
ing Porter-made HU 
HAND FREEZERS and DOLLY 
MADISON ELECTRIC FREEZ- 
ERS. Get Porter Freezers out in 
the open where shoppers can see 
them—and watch them move! 
Window, floor, table and counter 
displays! Show and sell related 
items —ice cream scoops, ice 
picks, dishes, party decorations 
and favors! 


USE AS FLOOR, COUNTER 
TABLE, WINDOW DISPLAYS 
Porter-made HUSKY and DOLLY MADISON 
freezers are America’s largest selling 
home ice cream freezers! Why? Because 


of quality, attractive styling, and EX- 
CLUSIVE FEATURES. 


(Limit of 2 displays of both types per store) 


The OE Dorter 


CORPORATION 


America’s Largest Manufacturers 


of Home Ice Cream Freezers, 
81 . 


Years Old 
HOME OFFICE: OTTAWA, . ILLINOIS 





CLIP AND MAIL THIS COUPON 


THE J. E. PORTER CORPORATION 
OTTAWA, ILLINOIS 


Gentlemen: Rush me. FREE HUSKY 














DISPLAYS FREE DOLLY MADISON 
DISPLAYS. 

STORE NAME 

STORE ADDRESS 

CITY STATE 





Name of JOBBER 





DEALER HELPS 




















TENITE WATER PAN is installed on 
demonstration models of the Rexair 
vacuum cleaner. Permits unobstructed 
vision of the dust-removal process. 





“‘FIREBALL” SIGN for television service 
recently introduced by RCA Tube Dept., 
is more brilliant than neon—yet runs for 
24 hours for one cent. 





CHRISTMAS LIGHTING sets are dis- 
played in this new “Profit-Maker” self- 
merchandising stand, announced by 
Royal Electric Co., Inc., Pawtucket, R. I. 
Requires but a little more than a square 
foot of floor space. 
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FOR DELIVERING 





APPLIANCES 


WITH A 


Model 229 M/W HAND TRUCK 


Price Only $49 


With 12” Pneu- 
matic Tires and 
2 Web Straps. 

(F. O. B. Wash- 
ington, Mo. 

















ba 





STRAP IT ON 
] Strap the Refrigera- 
tor, Range, Home 
Freezer, Water Heater 
or other appliance to 
the M/W Truck. 


Load it on your de- 
livery truck. Note 
how the sweeping axle LOAD IT UP 


hanaers facilitate loading and unloading. 









3 Yes, it’s easy to take a heavy appliance up long 

stairs with the M/W Truck. Soft 12” tires 
permit moving loads over linoleum and carpets with- 
out damage. 


1F YOUR DISTRIBUTOR DOES NOT STOCK THE M/W 


APPLIANCE TRUCK, ORDER DIRECT FROM FACTORY WHEEL IT IN 


MANUFACTURED BY 


ned 3 tI: ) Sele arma 218 43 


WASHINGTON, MO. 


‘the Beautiful, NEW Silent Sioux 
Sells on Sight! 


Just one look—convinces your buyer 
that he’d rather have Silent Sioux! The 
outstandingly beautiful, “Chippendale” 
design makes him say: “Silent Sioux is 
the heater I’d be proud to own!” Then 
he asks you about Silent Sioux’s per- 
formance. And you deliver 5 smashing 
sales clinchers! First, he gets the famous 
Silent Sioux Triplex Burner. Second, he 
gets Twin Radiators for super thrifty 
fuel use. Third, he gets 3-Way Floor 
Level Forced Circulation for heating his 
entire floor and living zone! Fourth, he 
gets Forced Draft for clean efficient 
combustion. Fifth, when you tell him 
the price—which is amazingly low— 
you’ve made a sale, and resales! 








MODEL GH 3049 

Styled in the beautiful ‘’Chip- 
pendale’” period, this Silent 
Sioux gas heater is of the New 
Vented type. Adaptable to 
natural, manufactured or L.P 
gases. Available with cither 
manual pilot or 100% shut off 
valve and pilot. One of the 
“Anniversary Line” of depend- 
able Silent Sioux Home Heaters 


Get full information on 
these wonderful sales-mak- 
ers today. Many other 
models are available. All 
are part of our highly 
competitive ‘Anniversary 
Line”. 
MODEL PF 5149 
Finished in satin-smooth, warm 
brown, hammertone. Period 
cabinet styling in traditional 
“Chippendale” design, this oi! 
heater is engineered far ahead 
of any other in the moderate 
price range. Three-Way Floor- 
Level Forced Circulation, Forced 
Draft Combustion, Twin Radia- 
tors and the Famous Triplex 
Burner insures years of depend- 
able, low cost heating service. 






sone full details on Silent Sioux ! 
line of oil and gas heaters—and | 


profit potentials. FILL IN 


| SEIT cuiincets-kueaseiadanim bodes | MAIL TO 
EL < i-ckk bins teneeeseaubcinne | Dept. EM-9 P 
| OY ve State. 1 SILENT SIOUX OIL BURNER CORP. Orange City, lowa 
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ANTHONY 
\IFT GATE 


HYDRAULIC 


—T 











TRUCK LOADER 


Cuts Delivery Costs 50% 
Practical ¢ Foolproof * Time Proved 


/ aty a4 

U Ue? 
*“LIFT GATE” rests on 
ground. No protrusions to 
prevent easy loading. 





First in sales—Thousands in use. 

First in field proving—On the market 6 years. 

First in simplicity—75% fewer working parts. 

First in features—More advantages to the user. 

See illustrations at left.* Write for literature and prices. 


ANTHONY COMPANY 
Det. 906 Streator, Illinois 











*Loads from all sides at 
all levels with ‘*Quick 


Detachable" Ramp. 


























*Non-sloping—Gives 
“Level-lift" to avoid loads 
rolling or toppling off. 


* Close “Gate” easily with 
one hand. No power 
needed. 


*Safety Latch locks up. 
“LIFT GATE” cannot be 
lowered accidentally. 























—Shermogray 


ELECTRIC WATER HEATERS 


A QUARTER CENTURY OF 


QUALITY 


stands behind this bid for WIDER DISTRIBUTION 
—— Yes, Thermogray has stood the test of 
—— ~ time. Wherever offered this truly “pedi- 
| = greed” Electric Water Heater has made 
4 4 enduring friends on Economy .. . Per- 

= formance . . . Dependability. 


That's why we invite your inquiry re- 
| garding our feature-packed 1949 line. 
That's why we believe the Thermogray 
franchise in your territory is a sound busi- 
ness opportunity that merits your atten- 





tion now. 
Write, wire or phone 
Pence Miller, 
DISTRIBUTORS: 
Territories are now being as- THERMOGRAY 
signed and will be protected. Company 
JEFFERSON, IOWA 
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| LEAGUE ACTIVITIES 


Taylor Elected Chairman 
| Of Toledo Dealers Group 


Everett E. Taylor was recently 
| elected chairman of the Air Condi- 
tioning and Refrigeration Equipment 
Dealers of Toledo, Ohio, according to 
an announcement. Mr. Taylor is vice- 
president and head of the equipment 
division of the Toledo Merchandise 
Co. 


R. F. Hall Heads Alabama 
Electrical Association 
Robert F. Hall was recently elected | 


president of the Electrical Assn. of 
sirmingham, Ala., to succeed E. G. 


Walker, according to an announce- 
ment. Others named include L. J. 
Griffis, vice-president, and Roy H. 
Knox, secretary-treasurer. R. G. 


Campbell and Forney Vinyard repre- | 
sent appliance dealers on the executive 
committee. 


Rosenthal Is Managing 
Director For Council 


Don E. Rosenthal was recently 
appointed managing director of the 
Nebraska-lowa_ Electrical Council, 
according to an announcement by W. 
H. Guthrie, council president. George 
Hoover, promotion manager, and 
Harley Leddon, head of the newly- 
formed adequate wiring bureau, will 
continue in their present posts, Mr. 
Guthrie added. 


Dealer Group Acts To 
Correct Trade Abuses | 
| 


A “Clean-up Campaign” aimed at 
correcting current trade abuses in the | 
3uffalo area has been launched by the 
Western New York Retail Appliance 
Dealers Assn., according to John 
Duffy, association president. Mr. 
Duffy said that all members have been 
asked to display list prices promi- 
nently in their window displays, on 
floors and in radio and newspaper ad- 
vertising. He asked members 
to de-emphasize trade-ins. 


also 


McDonell Heads Ontario 
Dealers Association 


V. McDonell has been elected presi- 
dent of the Ontario Assn. of Radio 
and Appliance Dealers, according to 
an announcement. The group re 
cently held its sixth annual convention 
in Toronto. 

FF. R. Deakins has been elected 
president of the Radio Mirs. .\ssn. of 
Canada at the 12th annual meeting in 
Ottawa. Among those re-elected were 
R. A. Hackbusch, vice-president, an 
S. D. Brownlee, executive secretary 

H. R. Henderson has been electe | 
president of the Canadian Electrica! 
Distributors’ Assn. at the group's 
annual meeting in Niagara Falls. 


Charlotte Group Elects 
Frank Hough President 


Frank Hough, associated with the 
Hough-Wylie Co. in Charlotte, N. C., 

| was recently elected president of the 
Charlotte Radio & Appliance Distrib- 


utors’ Assn., according to an an- 
nouncement. Harold Albright was 
chosen vice-president, secretary and 


treasurer of the group. 
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9° 


IRONER 





A COMPLETE IRONER 
for ONLY $69.95 List 





A TABLE MODEL 
TO PROMOTE WITH 
WASHERS $49.95 


EMPIRE APPLIANCE 
COMPANY 


37-08 Northern Boulevard 
Long Island City, 1, N. Y. 
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BAROMETRIC DRAFT CONTROLS 


FOR THE FINEST 


STOVES © RANGES © WATER HEATERS 


Finest 


For Automatic 
Heating Units 


freld 
TYPE “M” 


FIELD T “M” Controls serve you two 
ways: First, as stardard equipment on most 
automatic heating equip t, they help as- 
sure great t tion through 
precisely accurate control of drafts. Second. 
the Barochek model offers an opportunity for 
rofitable sales to hand-fired homes, offering 
el savings up to 25%, greater safety, long- 
er furnace life, more even heat. 

* 











tat 





For Water Heaters For Stoves & Ranges 





FIELD RNA-W 


6” tee for 6’ outlets, 
2% gauge steel 


FIELD RAA 
6” and 6-7” tees for 
6” and 6-7” outlets. 
For horizontal — or 
vertical installation. 
eter lighter opening Adjustable te high. 
with cover at top. medium or low draft. 


FIELD CONTROL DIVISION 
H. D. CONFEY & CO., MENDOTA, ILL. 






throughout. Pre-set 
at factory. 2” diam- 






AFFILIATES: 
Conco Building Products, Inc. 
Brick - Tile - Stone 
Conco Materials Handling Division 
Cranes - Hoists 
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Now...sbortcut your 
mastery of the best 
‘TELEVISION 
SERVICING 
TECHNIQUES 














HERE IS an up-to-the-minute A-to-Z | 


manual for everyone concerned 
with TV receiver installation and servic- 
ing. It tells how video and audio 
signals originate . . . how they are trans- 
mitted . . . how they are received. You 
get a detailed and balanced picture of 
both AM and FM circuits, operation and 
servicing. 

There’s extensive discussion of TV 
fundamentals so the serviceman and tech- 
nician can work intelligently and faster in 
handling everyday receiver jobs. Sim- 
plified diagrams, complete schematic 
drawings, and photographs give you clear 
illustrations of every topic. 

Covered in detail are such timely subjects 
as oscilloscope operation, the ratio detector 
system and intercarrier sound receivers, 
deflection circuits, automatic syn- 
chronizing control and the syn- 
chroguide system, projection 
systems, color television, and 
many others. 


INCLUDES TROUBLE-SHOOTING 
CHARTS 







A quick-reference chart gives 
you every important characteris- 
tic of all picture tubes in com- 
mon use, from the 3NP4 to the 
20BP4. Elaborate trouble-shoot- 
ing charts show symptoms, causes 
and cures for more than 50 
typical receiver problems. 


Just published 


BASIC 
TELEVISION 


Principles and Servicing 
By Bernard Grob 


Instructor, RCA Institutes, Inc. 


592 pages @ 6 x 9 @ Over 400 tables, 


charts, illustrations @ $6.50 
HIS NEW book combines a_ well- 
rounded self-study course in basic 


television principles with a practical, ready- 
reference receiver trouble-shooting manual. 
Full and careful explanations of every 
basic point like these are given—phase inversion, 
automatic volume control, rectifier circuits, 
modulation and condenser action in a circuit. 


CIRCUIT-BLOCK TREATMENT 
- Each block of circuits in the receiver is 
given a separate chapter to cover details fully. 
Other chapters are devoted to camera tubes, 
scanning and synchronizing, power supplies, 
antennas and transmission lines, color TV and 


light. 
CONTENTS 


The Television System @ Camera Tubes @ Electron 
Scanning Beam @ Scanning and Synchronizing @ Com- 
posite Video Signal @ Picture Carrier Signal @ FM @ 
TV Receivers @ Picture Tubes @ Power Supplies @ 
Video Amplification @ Practical Design of Video 
Amplifiers Brightness Control and D-C_Reinser- 
tion @ Video Detector and Automatic Gain Control @ 
Separation of the Synchronizing Signals @ Deflection 
Generators @ Deflection Circuits @ Picture 1-F 
Stages @ R-F Tuning Section @ Antennas and Trans- 
mission Lines @ Associated Sound Signal and FM 
Receivers @ Receiver Servicing @ TV Broadcasting @ 
Color TV @ Light @ Appendixes 


10 DAYS’ FREE TRIAL! 


ee ee ee ee ee ee ee ee ee 

| McGraw-Hill Book Co., Inc., 330 W. 42 St., N.Y.C. 18 

| Send me Grob’s Basic Television Principles & Serv- 
icing for 10 days’ examination on approval. In 10 
days I will remit $6.50, plus few cents for delivery, 
or return book. (We pay for delivery if you remit 
with coupon; same return privilege.) 


GD aimesdnedcecue Zone....... State... 


POD ccccscccscccvces 


ELECTRICAL MERCHANDISING—SEPTEMBER, 


New Committee Promotes 
Farm Electrification 


The Farm Wiring Coordinating 
Committee, a group composed of 
representatives of the Natl. Electri- 
cal Mfrs. Assn. Farm and Rural 
Market Committee and the Natl. 
Adequate Wiring Bureau, has been 
organized to help ease the farm 
wiring bottleneck, according to a 
recent announcement by the NEMA 
Farm Electrification Bureau. J. S. 
Webb, agricultural engineer, Phila- 
delphia Electric Co., heads the com- 
mittee. 

What They Believe. The group 
is of the opinion that (1) Farmers 
cannot be expected to buy adequate 
wiring unless they are sold on it: 
(2) To interest farmers in sound, 
engineered wiring installations, 
there must be more than a sales talk; 
(3) The story of farmstead wiring 
adequacy must be carried to educa- 
tional institutions as well as to con- 
tractors, power suppliers and others 
involved. 

What They Are Doing. To satisf 
these three basic conclusions, the 
group has developed a promotional- 
educational “helper”’—a set of five 
display pieces in color. The sets are 
designed for use by power suppliers 
and other at fairs, in lobbies and 
windows, to illustrate discussions 
about farm wiring at meetings of 
farm organizations, rural youth 
groups and school classes, and for 
presentation during conferences 
with rural personnel. 


British Set To Invade 
Canadian TV Market 


Despite heavy American corp 
tition, the British radio industry is 
ready to go into the Canadian T\ 
market from the erection of televi- 
sion stations to the sale and service 
of receivers. Already one British 
firm is said to be negotiating with 
the Canadian Broadcasting Corp 
for the erection of Canada’s first 
TV station in Torontc, and possib!y 
another in Montreal. No final de 
cision has been reached, however 
Another British company has set up 
a factory at Ajax, Ontario, where 
television and other radio equipment 
will be 
Canada. 

Snag. One stumbling block to th« 
move has been the different trans 
mission system employed here from 
that used abroad. The U. S. system 
is multi-channel and produces a pic- 


manufactured for sale in 


ture on a 525 line screen, compared 
with the British single-station which 
uses a 405 line screen. 
for the U. S. system are more ex- 
construct, but British 
manufacturers expect that Canada 
will adopt the television system in 
use in the U. S. so that Canadian 
sets will be able to pick up American 
broadcasts. Consequently, British 
producers are now ready to turn 
American TV sets out in direct 
competition with U. S. firms in Can- 
ada. A group of American overseas 
correspondents who toured British 
radio factories recently were told 
that British manufacturers were pre- 
pared to turn out any type of equip- 
ment that Canada desires and meet 
American competition on quality 
and price. 


Rec ivers 


pensive to 


1949 





WHEN SPACE IS PRECIOUS 
SHOW ’EM 


A Portable Electric 


Refrigerator, Ideal for: 


OFFICES 
APARTMENTS 
RUMPUS ROOMS 
COTTAGES 
NURSERIES 
MOTELS 
TRAILERS 

M.D.’S OFFICES 


There’s no limit to the number of times Kold-Pak provides the 
perfect answer when space is at a premium. It offers the amazing 
capacity of 1.5 cu. ft., yet outside dimensions are only 24”x16"x19' 
high. All steel box has aluminum interior with 2” fibre glass insula 
tion. Handsome gray-blue wrinkle finish and streamlined design 
fit into any decorative scheme. Has hermetically sealed unit, fully 
automatic Rancostat temperature control. Uses standard Freon 12 
UL ap- 


refrigerant. Operates on 110 v., 50 or 60 cycle current. 


proved. One year guarantee. Net weight: 75 lbs. 


WRITE TODAY FOR ATTRACTIVE DEALER PLAN. 


3179 CEDAR 
LANSING, 


ROA 


Here’s our 
SPECIAL 

47% Profit 
OFFER... 


“Sunny,” the per- 
fect home hair dryer, now 

brings you a special offer you can’t 
afford to overlook. Three “Sunny” 
dryers in pastel shades, three 

chrome stands and a beautiful four- 
color counter display card in one pack- 
age .. . best of all, your profit mar- 
gin is 47%. 






















o 
. 
merchandising 






) 


MICHIGAN 








Order your “Sunny” 
packages 
from your jobber right away— 
“Sunny’s’ special offer 

is for a limited time only— 


For Special Offer Folder, write 


Vlaster WPPLiANCE MEG. CO. 


4th and Ontario St. + Racine, Wis. 
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Eliminates Damages 
and Costly Claims 


NEW HAVEN 
QUILT AND PAD CO. 


PADDED COVERS 
FOR APPLIANCES 


REFRIGERATOR 
COVER 


$] 3:95 


Carrying harness extra 
Waterproof. Adjustable to 
fit 4 to 10 Cu. Ft. boxes. —, 
Wraps around completely. 


WASHING MACHINE 
COVER 


$g.00 


Gives complete protec 
tion Waterproof 
Height 49°, diameter 
31” 


Automatic Washer 
Covers Only $8 Ea 


RADIO COVER 
$g.00 


Waterproof. Completely 
covers all console mod- 
els. Width 35”, depth 
20", height 38”. 


Combination Radio 
Covers $8.00 Ea. 


GAS and RANGE 
COVER 


$] 2.00 


Easy to slip on and 
to remove. Fits over 
back guard, too 
Width. 42”, depth 
28", height 42”. 


Auto. Washer 
& Drier Cover 
$g.00 
Waterproof Width 


31" depth 26", 
height 39” 


FREEZER 
COVER 
$13.75 


Waterproof Width 
54", depth 31", height 
36". Other sizes 
available 


Always on Top 
Because They're Best! 


neW HAVEN 
QUILT & PAD CO. 





82-84 FRANKLIN ST. 
NEW HAVEN 11, CONN. 





PAGE 216 

































INDEX TO ADVERTISERS 
SEPTEMBER, 1949 


Add Sales Co 210 
Air Conditioning Products Co.... 217 
Air Equipment Co.............. 212 


Air Express Div., Railway Express 
Agency . 


Alabama Mfg. Co....... «aces 
Aluminum Goods Mfg. Co....... 32 
American Broadcasting Co...... 48 
American Central Div., Avco Mfg. 
Corp. att ae 
American Electrical Heater Co... 100 
American Gas Machine Co .. 174 
Anthony Co. .. 214 
Apex Rotarex Corp. Inside Front Cover 
Appliance Mfg. Co... ; 149 
Armco International Corp., The 16 
Automatic Products Co. 178 
Bearse Mfg. Co.. , . ae 
Belden Mfg. Co...... alee 190 


Bendix Home Appliances, Inc. 
124, 136, 146, 178, 186, 202 


Ben-Hur Mfg. Co.... ee 
Blackstone Corp. .... = baie 
Briggs & Stratton Corp... ‘se 


Calcinator Div., _— wae 


ee Pere rrr 210 
Calgon, Inc. .... Laiwaedaktes 40 
Camfield Mfg. Co............98, 99 
Capehart-Farnsworth Corp. iii 
Casco Products Co............. 57 
Champion Lamp Works ee ae 
Chevrolet Motor Div., General Mo- 

tors Corp. ... 44 
Chicago Electric Mfg. Co. -. 187 
Chicago Tribune = 115 
Clements Mfg. Co... 167 


Colson Equipment & Supply Co... 219 
Commercial Credit Corp.... 42 
Conjure House Div., Business News 


Publishing Co. ... -- 

. Coroaire Heater Corp., The 33 
Cory Corp. . 147 
Country Gentleman 135 


Crosley Div., Aveo Mfg. Corp. 

130, 131, 154, 155 
Cuthbert, Inc., F. N 218 
Cutler-Hammer, Inc. 161 


Deepfreeze Div., Motor Products 


Corp. 75 
Delco Products Div., “General Mo- 

tors Corp. . 145 
Dodge Corp., F. W. .. 136 
Doherty, Inc., Wm. J). a 218 
Domestic Sewing Machine Co., Inc. 152 
Dominion Electric Corp. .. 180 
Driver-Harris Co. .. 164 
Dulane Mfg. Co....... 106 
du a de Nemours & Co., (Inc.), 

E. |., Finishes Div..... 181 
Easy Washing Machine Corp 25 
Economics Laboratory, Inc 185 
Edwards Co., Inc. 184 
Electric Steam Radiator Corp. .. 188 
Electromode Corp. a) ae 
Emerson Electric Mfg. Co., The 96 
Empire Appliance Co. 214 


Eureka Williams Corp., Eureka Div. 49 


Field Control Div., H. D. Conkey 


o. 214 
Frantz Mfg. Co.. 218 
Frigidaire Div., General Motors 

Corp. 29 
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RITTENHOUSE Door Chimes 


STOCK UP! CASH IN! 
on the line that has everything 
* GOLDEN TONE 

* SMART STYLING 

* VARIETY OF MODELS 

* POPULAR PRICES 


More door chimes are sold during 
the Christmas season than at any 
other time of the year. Get your 
share of the business in your com- 
munity by featuring Rittenhouse 
THIS STANDARD DISPLAY .. the line the public knows best. 
iS A COMPLETE 

CHIME DEPARTMENT 

Get into the profit-making door chime busi- 
ness with this attractive display board. Your 


customers will see and hear the various models 





and actually sell themselves. You can geta MILLIONS OF PROSPECTS 


new display board now for the price of the WILL SEE OUR NATIONAL ADVERTISING 
chimes alone. Several boards to choose from. Millions of readers of these popular home 
Write today for complete information. magazines will see Rittenhouse Door Chime 


ads. Stock up to meet the demand. 


Piller couse DOOR CHIMES 


THE RITTENHOUSE COMPANY, INC., 10 Owen St., Honeoye Falls, N. Y. 




















ELC 
EEL EF 43 

of the 
expanding 
market ! 





WAHL 


Solid Smatl Electric Hair Clipper 


More people every day are buying these powerful, full-size clippers for home use. 
Light and perfectly-balanced, they’re easy to handle . . 

run smooth and cool. Attractive streamlined design. FULLY $ 75 
GUARANTEED. LIST 









WAHL Silent 
Hair Dryer 


GUARANTEED to give perfect satisfaction. Pro- 
duces full volume of hot air or cold. Smooth- 
running and quiet. Light—easy to handle. 


Pa WAHL 
/ “Hand-E” 


Electric Vibrator 


Gives powerful and penetrating massage 
stroke. Fits the hand . 
LIST $975 runs cool. Complete with 
PRICE four applicators. 50 
LIST PRICE 


WRITE to Dept. EM49 for DEALER INFORMATION 


GUARANTEE—We agree to repair or replace free of charge, for one 
year, any WAHL products which does not give perfect satisfaction. 
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Mis 4 More Manhours 


a Saved per dollar 
A spent with a "5505" 
ee ne 





Rolls under load with 
minimum effort. 105 
degree angle gives 
right approach. 
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Lift load only 4 inch 
for balanced roll- 
away position. roll on 
ball bearings. 








Only 1” clearance be- 
tween glider rail and 
tire bottom when stair 
climbing. 








1” tubular steel frame, 
weighs only 55. lbs., 
provides maximum 
strength for 450 Ib, 
loads. 

















GLEASON “5505” Mapliance 
Handler is easier to use! 


The right way to handle ap- 
pliances is the easy way, with 
‘e a Gleason “5505” Appliance 

= Handler. Finger-tip balance 
under load, turns on a dime, 
big 10” ball bearing puncture- 
proof tire wheels. Heavy felt 
padded support plates, and 
safety webb straps. 23 feet of 
securely welded steel tubing 
... topped off with a beauti- 
ful white finish. Ask your 
jobber, or write the factory. 


GLEASON CORPORATION 
528-534 N. 9th St. Milwaukee 3, Wis 
DISTRIBUTORS: - few select territories still open 


or service-minded distributors. 





ML, 
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MODEL 


AIR-FLO A-555 
AUTOMATIC SHUTTER 
WEATHER-SEALED 









































FRONT VIEW--CLOSED 


It Leads the Field 
In Features 


There is every reason why you should 
use AIR-FLO shutters on your jobs. New 
heavy reinforcement strip adds strength 
and long life to the louvers, assures quiet 
operation and perfect counterbalance, 
prevents rattling. Aluminum louvers open 
fully, permitting capacity fan operation. 
Deep shroud protects shutter from high 
winds. Tie-rod, brackets and bearings 
inside frame, not exposed to weather. 
Special finish resists corrosion. Many 
other features. White for illustrated cata- 
log 42-A of the complete AIR-FLO line. 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Blvd. 
DETROIT 16, MICHIGAN 
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LOOKING FOR TRAFFIC AND SALES? 





dc New Promotions! 
New Products! 


\! *®& brand new GAS ranges 
*x new REFRIGERATORS 
* brand new ELECTRIC ranges 


NEW PROFIT 


————-— MAIL THIS COUPON TODAY ----~- 


PRESTELINE (Home Appliances) 





Si 


for aggressive, 
independent retailers 










| 

- a | 

Here’s 666 N. Lake Shore Drive * Chicago 11, Illinois 
how to We’re interested in Presteline’s new products, | 
new prices and Program. Contact us! 

PUT MORE ; 
MOY ; 
THE BANK Me 
————EEEE— STATE | 





PROTECT YOUR TRADE-IN POSITION 
Get 1950 Appraisal Values Now... . 


The Mew Ojpiecal 
NARDA TRADE-IN GUIDE 


Complete—Lists 1950 trade-in prices and com 
plete descriptions of over 5400 appliances of 
67 manufacturers 


Authoritative—Scientifically prepared. Checked 


by independent dealer panel 


NOW 5 GUIDES IN 1 


Refrigerators 
Electric Ranges 
Gas Ranges 


Washers 
Vacuum Cleaners 


Every salesman needs one—Gains customer con 
fidence. Makes trade-ins quicker, more profit 
able. Pays for itself on every sale! 


Handy, ket size, durable cover 
Still only $5. 6 to 25 copies, $4 each 


NARDA Guide Company 
20 N. Carroll St. 
Madison 3, Wis. 


ORDER TODAY 






aS copies of the 1950 5-in-1 Mail check with 


NARDA Trade-In Guide. 


coupon for your 


Pe oe et ee ae cues NARDA Trade- 
ee a ee eae rer tree et en In Guides now! 
ROE dusinscnesseceucwnes nn ee 
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SUPPLEMENT 














“YEATS APPLIANCE DOLLY” 


Aluminum frame, caterpillar type “STEP GLIDES” for 
climbing steps, straight slide on back for easy loading 
in delivery truck, curved cross members for round 
water heaters. 
quicker because it is the ONLY APPLIANCE DOLLY 
WITH PATENTED RATCHET DEVICE TO TIGHTEN 
THE HOLDING STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 
2525 W. Kilbourn Ave., 


The NEW 


Handles all appliances easier and 


Milwaukee, 3, Wisc. 








WRITE FOR THIS 
CATALOG TODAY 


ZENITH AUTOMATIC 
TIMER CONTROLS 


Remote Control Switches 
Automatic Time Switches 
Automatic Reset Timers 
Magnetic Contactors 
interval Timers 
Process Timers 
Program Clocks 
Special Soement 
for Special Jobs 


ZENITH ELECTRIC CO. 


150 W. Walton St. Chicago 10, 4ii. 


KRANTZ 


MANUFACTURERS OF 















WASHING MACHINE PARTS 
3650 EAST 93rd ST. ¢ CLEVELAND 5, O 





WASHING MACHINE PARTS 
ALL MAKES 
PROMPT SHIPMENTS 


DISTRIBUTORS—Goodrich Wringer Rolls 
Gates Belts 
T-K Range Ports 







Electrical Appliance Parts 


611 9th St., N.W. Washington 1, D. C. 





P, ae ry e —— 


FOR MORE SALES — 
FOR MORE PROFITS 


ff . 
Flerible Couplings fer 
WASHING MACHINES, OIL BURNERS 
MOTOR DRIVEN MACHINES 







Eliminate chatter, re- 
duce noise. L 
Flexible Couplings 
are inexpensiv 
for washing ma- 
chines, oi! burners, 
pumps, stokers, 
Distributed national- 
ly. Write for name 





catalog. 


TYPE “A 
LOVEJOY FLEXIBLE COUPLING CO. 


5028 W. LAKE ST. CHICAGO 44, ILL. 





SWITCHES & ELECTRIC 
HEATING UNITS 
FOR ANY MAKE RANGE 


F. N. CUTHBERT, INC. 
Distributor 
2909 Detroit Ave., Toledo 10, Ohio 


FREE °:.2i-7% FREE 
Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 

Quality, Service, Low Prices 
MIDWEST APPLIANCE PARTS CO. 
3645-51 W. Fullerton Ave. Chicago, 47, Ilinols 








COIN METERS 


Can ae you sell! 


ROBCO Meters have 
versatility that can be 
applied to b jay- 
ment osting =f ger- 
ators, tele tly wash- 
ers and coin equipping 
ye appliances to 
Apt. ee 
Trailer Parks, Schools, 


etc. 

ROBCO has a_ coin 

meter for any and every 

use. Write today. 

Wm. J. Doherty, 
Inc. 

1728 Grand Central Terminal, New York 17, N. Y. 











WASHING MACHINE PARTS 
“For any and all makes” 
Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 


191 W. 7th St. St. Paul 2, Minn. 











= REPAIRS 


ett, | Mote. 
li plisnces sed Rhenrial pes uses. 


Write for Catalog 


MEND-IT SLEEVE “25° 


5606 Taft Ave., Oakland 18, Calif. 








ser os sgohen 
Ml 
orton —4 Gone with 
ply 





REPLACEMENT VAC BAGS 
Textile Specialties for Electrical Appliances 
VAC BAGS—Full size, finest fabrics, rein- 
forced, expertly tailored and stenciled. 
ELECTRIC MANGLE PADS AND 
COVERS 
IRONING BOARD PADS AND COVERS 
WASHING MACHINE COVERS 
OHIO — SPECIALTY CO. 
3442 W. 54th St. Cleveland, Ohio 











wality Smmeltha  ‘Scrice 
Quality Service 
Washing Machine & Vacuum Cleaner 
Parts & Supplies for all Makes 
Save Place one order 
One Transportation Cost 
One Dependable Source of + gaad 
Write for rs ith 
The C. W. S TH CO. 
3959 West Ogden Ave. Chicago 23, Ill. 


Increase 
Profits 








SEARCHLIGHT 


100,000 Washer Parts in Stock 


Get your name on our list for the free 
repairs. 











service 
journal Hints on sales and Send oe 
ulne Speed Queen parts It’s 


POWER EQUIPMENT CO. 


WHOLESALE DISTRIBUTORS 


373 S. KINNICKINNIC AVE 


MILWAUKEE 7. WIS 





SECTION 


LOVELL WRINGER ROLLS 
IRONER PADS AND COVERS 
ALL SIZES FOR ALL MAKES 
WASHER AND IRONER. PARTS 
we 2 
OHIO WASHER COMPANY 
1223 Superter A Cleveland 14, Ohie 














Opportunity 


Due to increased business, we are expand- 
ing our field sales organization for Amana 
Home Freezers and Freezer-Refrigerators 
We have openings for several high-calibre 
men with successful sales records and ex- 
perience in calling on major appliance dis- 
tributors. Write fully concerning your past 
experience All replies held in strictest 
confidence 


Address E. L. Hinchliff, Director of Sales, 
Amana Society, Refrigeration Division, 
Amana, lowa. 








COMPLETE STEEL KITCHENS 


Quality steel kitchen line with nation- 
wide acceptance plus newly redesigned 
line of modern wardrobe and utility 
cabinets available to top-flight men now 
selling department, furniture, and ap- 
pliance stores. Old established firm 
has good territories available with 
liberal commissions. 


SW-9623, Electrical Merchandising 
330 W. 42nd Street, New York 18, N. Y. 

















REPLIES ( Bor No.): Address to office nearest you 
NEW YORK: 330 W. 42nd St. (18) 
CHICAGO: 520 N. Michigan Ave 11) 
SAN FRANCISCO: 68 Post St. ( 5) 








SELLING OPPORTUNITY OFFERED 








MANUFACTURER'S AGENT: Wanted by na 
nally known manufacturer; must be ex 
Y ced in appliances illing on appliance 
lealers in New Jersey State. RW 9707, Ele« 
t i iepeinaaiteten 
SELLING OPPORTUNITY WANTED 
ATTENTION MANUFACTURERS District 
sales manager or sa man t headquarter 
S I 1 record of toy luction, exper- 
need ipplia I heating and 
L. P. Gas trade, presently iles inager yr 
ipplia listribut s a leveloy 
lent new dea chis for is and 
ectrik ter hea il major appliances 
Late car, fa 8} t s. Would 
consid Ving. SA 9736, I il Merchar 
disir 
SALES .EXECUTIVE offers the following 
issets Agegressivy retail merchandiser of 
quality €¢ ectrical and gas appliances and 
hou va Outstanding record for increased 
sales approaching million dollar volume at 
etail level. Compe nt in sales training, ad- 
vertising, promotions, products service super- 
Vision Previous experience includes utility, 
department store, distributor and manufac- 
turer flelds. SA $7 42, Electrical Merchandis- 
ing. 
CONTRACT WORK 
Ww ANTED: MANUFACTURER for patented 
B-X connector forming or die cast fabri- 
cation of proven item Underwriters Lab. 
ecommended. CW 9763, Electrical Merchan- 
lising 
PAGE 218 





BUSINESS OPPORTUNITIES 


Electric Appliances, servicing, wiring, sup- 
plies. Living quarters. Town 2000 pop. 50 
miles Mpls. & St. Paul. Best franchises. In- 
ventory & equip. approx. $8,000. Brick bldg. 
for sale or lease. BO 9641, Electrical Mer- 
handising. 
Appliance Sales & Service in one of the fastest 
growing suburbs of Grand Rapids. Grossing 
$50,000 yearly, top-flight franchise lines. Can 
be purchased with or without real estate. 


Living quarters if desired. Grand Rapids’ first 








T-V Station opening Aug. 15th. Wonderful 
yppoertunity. Also several other excellent ap- 
ance shops in smaller Western Michigan 
towns and cities. Write for list. Associated 
Liusiness Brokers, 1200 Godfrey S. W., Gr. 
Rapids, Mich 
MISCELLANEOUS 

Collect those stubborn accounts 
the Red Seal system. Pay no commis- 
Same Red Seal form lic in coin or 
or book of 30 postpaid. Red Seal Collec- 

e, Box 6, Janesville, Wisconsin 
WANTED 

ANYTHING within reason that is wanted in 
the fleld served by Electrical Merchandising 
can be qui kly ‘located through bringing it to 
the attention of thousands of men whose in- 


terest is assured because this is the business 
paper they read 





New Advertisements 
received by September 13th will appear in the 
October issue, subject to space limitations. 

Classified Advertising Division 
ELECTRICAL MERCHANDISING 
330 W. 42nd St., New York 








| 
SALES EXECUTIVE 


Wanted for large mid-west electric utility resi- 
dential sales department. Man with knowledge of 
electric utility selling procedures, experienced in 
the selection, training and supervision of retail 
salesmen, ability to develop and direct appliance 
sales and promotional campaigns, and experience in 
creating consumer educational programs. Forty 
years of age, or less. Good health 

Write giving educational background, companies 
worked for, positions held, earning record, family 
status, and recent photograph. 

Compensation based on experience and talents 
brought to job. 


Opportunity for advancement. 


All repiles will be held in strict confidence. 


SW-9616, Electrical Merchandising 
330 W. 42nd Street, New York 18, N. Y. 


DISTRIBUTOR 


department store and 
building contractor trade in Southern Cali- 
fornia. 16,000 sq. ft. of warehouse space 
on spur track; 7,500 sq. ft. of office, dis- 
play rooms and service department. Wide 
acquaintance in territory. Kitchen appli- 
ance experience. Want kindred lines on 
exclusive basis. What have you? Write 
to M. W. Parker. 


PARKER MANUFACTURING COMPANY 
2200 Colorado Avenue 
Santa Monica, California 


contacti 











MART DISPLAY SPACE 


Available, with or without representation. 
14th , Floor (Appliances & emer | 
Mart, Chi Secretarial & 
Totes service optional. Write: 
BO-9762, Electrical Merchandising 
520 N. Michigan Ave., Chicago 11, Il. 











Wanted 


GENERAL SALES MANAGER 


Interesting growth opportunity by Manu- 
facturer of Packaged Gas Space Heaters 
and Packaged Air Conditioners. Aggres- 
sive Executive Type who can finance self 
temporarily is offered chance for substan- 
tial earnings. Prefer knowledge of refrig- 
eration, heating appliances and experi- 
ence with service problems. Help with 
dealer re-organization program to cover 
expanded line. Headquarters Ohio. Reply: 


SW-9718, Electrical Merchandising 
520 N. Michigan Ave., Chicago 11, Il] 


Well established New England wholesale 
electrical supplier, modern building, equip- 
ment, present volume $375,000, excellent 
net profit, physical net assets $100,000. 
Terms reasonable. 


BO-9722, Electrical Merchandising 
330 W. 42nd Street, New York 18, N. Y. 








$$ SEWING MACHINES $$ 
Convert old machines into Electrics. 
Profitable and Easy with our KITS and 
Instructions. New Machine Dealers 
wanted. For valuable Sewing Machine 
information Write Dept. 
RAY’S DISTRIBUTORS 

RAY Bldg. RAY St. Mishawaka, INDIANA 








SALES REPRESENTATIVE WANTED 


To sell the lowest list price STEAM IRON 
Manufactured, also Measurite Coffee Dis- 
enser. Most Territories Open. Write giving 
ull Qualifications, Lines you Represent and 
Territories you now cover. 


SMITH-BENNY SALES CO., 





ATTENTION DEALERS 


Used top agitator, Zenith Washers in 
ood running condition. Ready for sale, 
$10.00 each. F.0.B. our warehouse. 


H. G. McDONALD 








11 West 42nd Street New York is, N. Y. 


615 West 79th St. Chicago 20, Ill. 
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Enjoy the ADDED Beauty 
of Your Lighted Tree 
in MOTION. . . 


KASSON ELECTRIC 
CHRISTMAS TREE TURNER 



















Revolves Adjustable 
3 Times to most 
ca Minute Tree Sizes! 





This unusual novelty is just what you need 
for thrilling holiday windows—and ideal 
for Christmas displays throughout the store, 
too. The “Kasson” is a handsome, sturdy 
unit with a dependable, self-starting A.C. 
Sing lasts for years™ 


2 


Modern Merchandise Displays 
Need LIGHTED MOTION! 


New Model 712 
ROTO. SH Ove] 


Electric 73h 
ble revolves 3 TO: Sho 
RPM while per- 


ELECTRIC TURNTABLES 


mitting novel, 
self - contained 
lighting effects, 
or operation of 
electrical de- 
vices. Capacity 
200 Ibs. 18” di- 
ameter turnta- 
ble — allover — : 
height only 7°. Will revolutionize your win- 
dow trim! 

Write for complete turntable catalog and price 
list. Remember, motion displays mean more 
business. 


GENERAL DIE AND STAMPING CO. 
Dept. 65, 267 Mott St. New York 12, N. Y. 














NG 











ONE MAN 
—gnotead of te 
DELIVERS 
“APPLIANCES * 












RUBBER 
COVERED 
FRAME 


DOUBLE 
RATCHET 
STRAP 

CINCHER 


SLED RUNNER 
FRAME SLIDES ——> 
LOAD UP OR 
DOWN STAIRS 


WHEELS 
MOVE BACK 
TO BALANCE 
THE LOAD 


* PAYS FOR ITSELF IN A WEEK 
because one man can handle appli- 
ances weighing up to 800 lbs. 
Wheels swing forward to slide 
truck under the appliance; swing 
back to center the load. 
Sled-runner frame slides up and 
down stairs, in or out of truck. Ap- 
pliance is strapped on and cinched 
tight with ratchet cincher. Rubber 
pads protect appliance. Order yours 
today... only $48.50 


COLSON EQUIPMENT & SUPPLY CO. 
1317 Willow Street, Los Angeles 13, Calif. 


Easload 


APPLIANCE TRUCK 


| 
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PACIFIC HEATING EQUIPMENT 


miki 


HERE'S WHY 


LEADERSHIP IN ENGINEERING AND DESIGN 


Laboratory and consumer tests prove Pacific to 
be superior in efficiency and economy. 


APPEARANCE There’s none better -- We invite com- 
parison and you be the judge. 


A COMPLETE LINE Gives thorough market coverage 
Residential - Commercial - Industrial. 


COMPETITIVE PRICES ¢ for $, value for value Pacific 


Heating Equipment gets the customers pre- 
ference every time. 


100% BACKING TO DISTRIBUTORS AND DEALERS 


For the first 6 months of this year possible 
readership of Palmer paid ads was over 
75,000,000 people! 


MR. DISTRIBUTOR — MR. DEALER 


Here’s heating equipment that has all the fea- 
tures for a profitable sales building operation. 


Write Dept. M-1 today for your franchise information 


PALMER MANUFACTURING CORPORATION 


manufacturers of the famous Sno-Breze air coolers 
PHOENIX, ARIZONA 
~~ . 


foyficne ti | 
& = DON'T WAIT 


re 1! 17 snows! 

























There’s a market for SPA RK oil 
heaters NOW! Installation right 
now has special advantages to 
you and your customers.. amelie 
last minute rush and de lays; 
makes winter comfort certain. 


SPARK HAS NEW MODELS— 
NEW, LOW PRICES. 


Write for details 


1 product of 


SPARK STOVE CO.,_IN( 
OAKLAND CALIF 







SPARK Stove Co., Inc. me 
2619 2th St., Oakland 1, Cali —_ 
ped she Please send me complete information on SPARK oil burn- 


ing heaters and your SP ARK dealer plan. 
et coms aincneaacednn sen eeveceaee hans? hE eseen es re ISS 
brad aeebase ree nigs sarees her yedene eed eRDPh Feet SS 
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Cutting Selling Costs 


This issue contains a number of articles on one important subject — cutting selling costs 
to achieve bigger volume and better profit. We commend them to the thoughtful reader. 
Under today’s normal, competitive conditions, it is becoming increasingly obvious that 
survival in the free-for-all scramble for business is going to depend on efficient operation. 
On the surface, that would appear to be a remarkably trite observation. But there are 
literally thousands of appliance and radio dealers throughout the country whose experi- 
ence dates back no further than V-J day. They have been operating in a competitive 
vacuum under optimum conditions. The abrupt return to normal conditions of supply 
and demand has created virtual panic among many of them—panic which is evidenced in price-cutting, 
dumping and a steadily rising tide of failures. 








Those three lush years from 1946 through 1948 were characterized by big demand, low sales and 
operating costs and relatively high net profits. True, margins were reduced from their prewar levels, but 
rapid turnover and lower selling costs compensated for the difference. The postwar dealer hired and 
trained few salesmen—he had a waiting list; he had no credit losses—he sold for cash; he needed no 
reserve tor inventory losses—goods were sold as soon as they hit the floor; and finally, his advertising 
expense was almost non-existent. Small wonder his selling costs were low and his net take was high. But 
the picture is changing rapidly. Studies made by the Inland Empire Electrical Dealers Association show 
that total operating expenses for the average dealer rose from 17.1 percent in 1946 to 23.7 percent in 1948 
During the same period, net profits declined from 10.0 percent to 5.3 percent. It is obvious that if operat- 
ing expenses continue to rise and margins remain at their present levels, profits are very soon going to be 
at the vanishing point. \We believe that forward-looking manufacturers will tend to increase margins 
as the going gets tougher, but in the meantime the dealer should be working on the problem of getting 
his non-essential costs down. As more money is required for essential selling expense such as hiring and 
training salesmen, making call-backs to insure customer satisfaction, increasing direct-mail and other 
advertising, rendering better service, canvassing, etc., ways and means must be found to cut down on other 
unnecessary expense. A study of the seasonal factors in selling specific appliances, for instance, can save 
money wasted on advertising at the wrong time; an understanding of the productivity of salesmen and 
other personnel may result in payroll savings ; or an analysis of overhead items—rent, heat, light, insurance, 
trucks, telephone, repairs, remodelling and the like—may result in further savings which will contribute 
to the net profit. 


There will be those who say, “It can’t be done,” that expenses are already pared to the bone. A lot 
of dealers thought so in 1941, too, when the very goods they were selling were fast disappearing trom the 
production lines. And yet they managed to survive through the war years. With nearly twice as many 
dealers in business today, it would seem like only common sense to point out that only the most efficiently- 
managed will survive the brass-knuckle competition that lies ahead. 
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You have two strong stories to lean on when you talk Lovell perform- 
TWO WAYS TO SLANT ance and quality! When a customer sees what a Lovell wringer does 
that other wringers don’t do, you can start reaching for your sales- 
A SALES STORY book. But if you need more to make every sale a sure thing, you've 
got a real closer in Lovell’s quality construction features that mean 
(to sell more Lovell-equipped washers) long life and trouble-free performance. 















DOES ALLTHIS |! 


TWO EXCLUSIVE FEATURES PLUS ALL THESE OTHER 
NO OTHER WRINGER HAS: FEATURES, TOO! 





PULL AND IT STOPS! cy GENTLE! Soft, resilient 
Amazing new Lovell 4 Lovell rolls won't break 
“77° with Push-Pull con- a ie luttons or jam zippers. 


trol gives safety with- 

out stopping to think! 

An easy, instinctive pull : 

on the clothes going ——= FAST! Clothes go through 
g a ; : 

through the wringer —— K3) a Lovell fast. While first 

stops the rolls instantly. = load is rinsing, the 8€C- 
: ond can be washing in 

the tub. 





PUSH AND IT SWINGS! 


All it takes to swing the ie 
Lovell “77” from one = DOES HEAVY LIFTING! 
operating position to the Conveyor action — does 
next is a gentle push on ony = > 90°; of the heavy lifting. 
the wringer frame. Look 


“or 


for the 77 on top 


models of leading wash- GETS CLOTHES CLEANER! 


ers! “ : 
Pressure-cleansing means 
whiter washes. Micro- 
photos at left show the 
2 


WITH LOWEL. | OFTTNOWT Lown difference. 








2. NO OTHER WRINGER 
IS BUILT SO WELL ! 


POWER ELECTRIC ROLLS! BALANCED PRESSURE! 
Three laminations of + Strong, single leaf spring 
natural rubber give distributes pressure 
Lovell rolls the right ¥ evenly. Pressure screw 
cleansing power. Can't adjustable for cottons, 
come loose from super- linens, woolens. 

tough shafts. Shaft-ends 

are blued-steel. 





ALL-STEEL FRAME! Can't 
<> HARDWOOD BEARINGS! § twist, can’t break .. . 
| % Don’t need lubrication. thanks to H-type steel 
Can't rust, can’t stain construction. 
clothes! Last longer than 
other bearings in the 
presence of water. 














nacinenene aaron at ns <li A 


PRESSURE RELEASE 


PRESSURE CLEANSING 
WRINGER 


LOVELL MFG. CO., ERIE, PA. 
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“IT have seen the proof” 


“Right now, I guess a lot of dealers like myself are doing a lot of thinking 
. sort of taking inventory of their businesses, and figuring out what 
their real assets are. 


“The more I’ve thought recently, the more I’ve come to realize that 
my Kelvinator Franchise is one of the soundest assets that I have. 


“Maybe I got in the habit of taking that Franchise for granted, up to a 
year or so ago. I was in the same boat as everybody else—in a sellers’ 
market. Customers grew on trees. They actually came in the store and 
begged for merchandise—anything, just so it would hold cold and make 
ice cubes. My big headache then was how to get enough merchandise to 


supply them. 


“But times have changed, and so has my appreciation of that Kelvin- 
ator Franchise. The way I’ve seen it working, | know now it was designed 
to nelp dealers make a dollar, and enjoy real security, in a buyers’ market, 
as well as a sellers’ market. 

“And take Kelvinator’s pledge of new, retail-minded engineering 

developments. Say! The greatest advancement in refrigerators for 


many years is the cold clear to the floor design—and I was first 
with it—with Kelvinator. And the Moist-Master refrigeration—the 
refrigerated Fruit Freshener and the Kelvinator Polarsphere unit. 
These are just a few of many Kelvinator features that spell out- 
standing value—and more refrigerator sales for me. 


Another fine thing is Kelvinator’s policy of assuring every dealer a 
adequate market. It works harder than ever for me today. I don’t have 
lot of other Kelvinator dealers camped right at my doorstep. I've got 
plenty of room from which to draw customers. 


“Then, too, there’s the Kelvinator VIS training program. It’s paying 
off for me in more sales, better sales. So is Kelvinator’s advertising—at 
so are all the merchandising helps that Kelvinator provides for us dealer: 


“Yes, I have seen the proof that the Kelvinator Franchise is one of 1 
best assets in today’s market . . . one of my best assets in any market. 
way I figure it, it’s one of those things a man can put his faith in. I 
worked for me in the past. It’s working right now. And it will work fort 
in the future. | wouldn't trade it for any franchise in the industry!” 


T MORE “ . ; 
™ ity, clhranator 


-»++THE MOST VALUABLE FRANCHISE 


KELVINATOR, ° 


NAS H-KELVINATOR 


IN THE APPLIANCE INDUSTR 


CORPORATION, OETRO!I 3 2, MICHI!G 
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